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WeLCOMe everyONe TO 
PromasIdor’s seCond 
NeWSLeTTer OF THe yeAr.

It is a pleasure to report that the first 
half of 2012 was another growth 
period for Promasidor. Most countries 
performed exceptionally well and the 
first half of 2012 would have been 
even stronger if it were not for the 
continued Boko Haram-led violence 
in northern Nigeria. This has resulted 
in exceptionally trying conditions  for 
the northern population, both from the 
point of view of difficult living conditions 
and, of course, difficult trading 
conditions. The borders of countries 
neighbouring Nigeria have been closed 
and curfews have restricted trade. 
We, of course, hope and pray that 
the Government can swiftly resolve 
the issues and that Nigeria can return 
to its previous strong growth trends. 
Whilst northern Nigeria has therefore 
had its issues we have recently 
welcomed a new President of Malawi 
and we are confident she will quickly 

begin to enhance the prosperity of 
all Malawians by pursuing the right 
economic policies for the population. 
During the previous President’s 
destructive period in power Promasidor 

continued to invest in the country 
and hence we are looking forward 
to experiencing the future potentially 
extremely positive years for Malawi.

Looking through the many stories in 
this newsletter there is further evidence 
of Promasidor continuing to invest in 
our countries for the long term. From 
brand investment in Sossi in Kenya,  
Twisco in Algeria, Cowbell Choco, 
Cowbell Strawberry and Top Tea in 
Nigeria, to investment in the welfare of 
our consumers through for example the 
Cowbell Football Academy in Nigeria 

and the 2012 Cowbell National Cycling 
Tour of Ghana. Investing in the welfare 
and health of our consumers through 
sport is a top priority for Promasidor 
and we were particularly proud that 

Cowbell was nominated as the official 
milk powder of the Nigerian Olympic 
Team. We will be giving away some 
Olympic tickets in Nigeria over the next 
few weeks and we, of course, hope the 
lucky winners really enjoy this exciting 
event. We wish all competitors from 
all African countries the best of luck 
in the forthcoming Olympics and we 
are sure they will make their African 
continent proud. What is particularly 
pleasing to see is the continued 
innovation, particularly in the marketing 
of our brands where we continue to 

In the Chairman’s Words

“The future continues to 
be bright for Africa...

lead our competitors with innovative 
campaigns such as the Cowbell Naija 
Quest Promo, but also in innovative 
new products such as Xploza in 
Algeria. It is not  therefore surprising 
that Promasidor gets a mention in the 
Forbes magazine article entitled “How 
Companies Overcome Africa’s Five 
Great Challenges”!

The future continues to be bright for 
Africa and through your hard work, 
creative minds and innovative ideas 

Promasidor’s future also continues to 
be bright. Enjoy the read and perhaps 
one of the stories will inspire you to 
greater things. Keep up the good work. 
I am confident the second half of 2012 
will be a success for Promasidor.

God bless

Mark Rose

 ...and through your hard work, 
creative minds and innovative 
ideas Promasidor’s future also 
continues to be bright.”



HOW COMPANIeS OverCOMe 
AFrICA’S FIve GreAT 
CHALLeNGeS.

Reproduced from April 5, 2012 Forbes.
com 

By Matthew Meacham, Andrew 
Tymms, Tiaan Moolman and Joëlle de 
Montgolfier 

Heineken beer is sold in more than 170 
countries, but when the world’s third-
largest brewer does business in Africa, 
it knows it needs to play by some 
different rules. In Africa, Heineken not 
only operates breweries but also its 

own power and water treatment plants. 
That’s how the company overcomes a 
major African obstacle: the continent’s 
notoriously weak and undependable 

infrastructure. Heineken has learned 
that, while Africa poses substantial 
operating challenges for consumer 
products makers, those hurdles are not 
insurmountable. And finding innovative 
ways to clear those obstacles can 
pay off. In 2011, the company passed 
the €2 billion milestone for annual 
beer sales in Africa and the Middle 
East, and its EBIT margins there 
were 26%. While many obstacles in 
Africa are similar to those in other 
emerging markets, our research 
shows that five of these challenges are 
more pronounced, requiring Africa-
specific solutions: an underdeveloped 
infrastructure, a disorganized and 

fragmented retail landscape, a lack of 
reliable market research, unclear and 
ever-changing government regulations 
and a severely limited talent pipeline.

Through our research and experience 
working with market leaders, we’ve 
identified a range of effective 
approaches for companies navigating 
this thorny landscape.

Consider creative ways to bypass 
Africa’s poor public infrastructure, 
reduce operating costs and innovate 
to compensate.

Successful companies develop 
strategies to invest in their own reliable 
support systems when necessary 
and to offset the additional expenses. 
They buy power generators, build 
water tanks and even occasionally 
pave roads. They remain competitive 
by balancing the high costs of 
infrastructure solutions with rigorous 
cost and cash management.

Another creative infrastructure solution: 
product innovation. Promasidor, an 
African dairy, beverage and food 
enhancement company, developed 
Cowbell, a milk powder packaged in 
small sachets, in which they replaced 
the animal fat with vegetable fat to 
give it a longer shelf life, thereby 

Africa Report

 “...hurdles are not 
insurmountable...”

diminishing the dependency on a cold 
supply chain. African children put the 
powder directly on their tongues, to 
overcome obstacles about finding 
sanitary water. Promasidor now is 
a leader in Nigeria’s powdered milk 
market. The poor infrastructure also 
contributes to an uncertain supply 
of raw materials. Market leaders 
surmount this challenge by building 
strong supplier relationships or even 
becoming vertically integrated to 
stockpile critical materials, better 
manage costs and mitigate supply 
unpredictability.

develop multi-tiered models to route 
products to market and reach the 
largest number of consumers.

Leaders win a competitive advantage 
by having the flexibility and adaptability 
to accommodate a varied retail market. 
The vast majority of consumers still 
buys from traditional trade– small 
stores—and from informal retailers, 
unregistered sellers such as “hawkers” 
(street vendors) and “spaza shops” 
(run out of homes in South Africa). 
While modern retail is growing, it’s 
still is a fraction of the formal retail 
landscape.

To accelerate market coverage, 
many companies establish a network 
of trusted third-party distributors 
and wholesalers, teaming their 

own sales force with distributors to 
ensure a measure of control. Some 
companies collaborate with traditional 
outlets directly to increase sales 
and improve distribution, and in the 
process, professionalize the way 
shopkeepers work. In some categories, 
players bolster sales by encouraging 
unauthorized sellers to formalize their 
businesses. Brewer SABMiller helped 
illegal taverns in South Africa convert 
into licensed outlets, transforming 
off-the-books sellers into a thriving new 
retail segment. Finally, winning players 
in Africa are proactively preparing for 
modern trade growth by investing in 
category management, joint shopper 
research and integrated supply chains.

Gain a competitive edge by 
compiling your own information 
about Africa’s fast-evolving 
consumer or trade landscape.

There’s a dearth of data and insights 
about Africa’s diverse consumers 
and the retail environment. Leading 
consumer packaged goods makers 
gather their own information on 
Africa instead of depending on 
limited and not-so-reliable data from 
public research firms. Olam, a global 
leader in agricultural products with a 
packaged foods business in Africa, 
is investing heavily to analyze the 
extreme differences among West 
African consumers, helping Olam 

tailor products to local needs and 
preferences and identify possible 
categories for new growth.

Partner with local stakeholders—
governments, businesses and 
communities—to establish 
credibility.

Market leaders collaborate with local 
business networks to deal with a 
business environment often hindered 
by bureaucracy, corruption, ever-
changing regulations, as well as 
multiple currencies and protectionist 
measures. To earn the right to 
influence local agendas and effect 
change, they appoint local business 
leaders to their board of directors, get 
listed on the local stock exchange and 
invest in community development.
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Out-invest in recruiting, developing 
and retaining local talent, especially 
mid- and top-level management.

Africa’s critical shortage of skilled 
professionals is mainly due to 
the population’s low education 
level and a troubling brain drain 
of the continent’s highly educated 
workers. Leading companies make a 
substantial commitment to create a 
rich talent pipeline. They leverage their 
corporate reputation, brand strength 
and presence. Some companies 
also launch graduate recruiting and 
training programs and provide clear 
career development paths to increase 
skills and retention. They ensure that 

salaries are correctly benchmarked 
not just against local competitors, 
but against companies in other fast-
growing sectors that could raid their 
talent. In addition to these solutions, 
pioneering companies have discovered 
that winning in Africa requires an 
entrepreneurial mindset, allowing 
them to easily adapt to unexpected 
roadblocks and opportunities, take 
higher risks than elsewhere and follow 
gut-level instincts to make less-
informed decisions.

 “To win in Africa, you don’t 
need to throw out everything 

you’ve learned, but you do need 
to foster a culture of boldness, 

agility and resourcefulness.”

PromasIdor Kenya maKes 
rAdIO WAveS WITH SOSSI.

Promasidor Kenya recently concluded 
the first phase of Sossi Radio 
activations, which ran from Jan-April 
2012. The radio campaign was run on 
seven different stations across Kenya, 
focusing on 7 different languages. 
The campaign involved presenter 
endorsements of Sossi with regular 
discussions on consumer benefits, 
usage and preparation of the product. 
Consumers were also invited to 
phone in and interact with the radio 
presenter, sharing their Sossi cooking 
experiences and recipes. Promasidor 
representatives were also on hand to 
conduct interviews.

The radio campaign also let consumers 
know when the Sossi “Cook up” 
sessions were going to be held in 
their local areas. The radio presenters 
invited their audiences to attend these 
events, which were broadcast live. 
This provided us with crowds of people 
attending the Sossi “Cook Ups” and 
helped us market and demonstrate 

Sossi to a larger audience. Listeners 
were invited to share recipes using 
local ingredients and every week the 
station audience voted their favourite 
recipe. Each station attracted a 
number of participants but only 5 
qualified to participate by cooking the 
winning recipe to a live audience in a 
predetermined town.

On the day, the towns were painted 
Sossi as the team pitched up at 
strategic points. A road show caravan 
accompanied by branded staff, 
vehicles and motorbikes created hype 
around the town and pulled crowds to 
the cooking area.

Five participants from each station 
competed side by side in the open 
cooking set-up as the residents 
watched the process keenly. When 
the food was ready for serving the 
radio presenter invited the audience 
to choose judges while others were 
randomly selected. Judges tasted 
the dishes and gave their verdict, 
and were then rewarded with Sossi 
merchandise.  Audiences were then 
treated to a taste of the various dishes. 

They also had the opportunity to ask 
questions and interact with the brand. 
The contestants were all treated to a 
surprise reward of one year’s supply of 
Sossi, branded merchandise and cash 
reward of kes 5000 each.

Country News

cooking up 
a storm...



PrOMASIdOr NIGerIA 
LAuNCHeS THe COWbeLL 
FOOTbALL ACAdeMy.

21 May 2012, Lagos, Nigeria: 

Promasidor Nigeria Limited has 
launched the Cowbell Football 
Academy, the brainchild of Multisports 
Services & Entertainment Limited.

During the official launch of the 
Academy, Chief Keith Richards, MD 
Promasidor Nigeria, affirmed the 
company’s commitment to nation 
building and development through 
sports, which is one of its core 
corporate social responsibilities; 
Cowbell Milk is also the Official Milk 
of the Nigerian Olympics Team to the 
2012 Olympic Games in the United 
Kingdom.

“Nigeria is blessed with teeming youth 

with amazing sports talent seeking 
to fulfil their dreams and make our 
Nation proud. For this reason, we 
have decided to help their dreams 
thrive through the Cowbell Football 
Academy in partnership with Multisport 
Services & Entertainment, under 
the watchful eyes of Nigeria’s own 
Sports maverick, Dudu Orumen. The 
Academy is equipped with seasoned 
and passionate football trainers and it 
is open to children with the necessary 
passion and commitment to the sport 
they love. The Cowbell Football 
Academy is ready and we are sure the 
young football stars will soon begin to 
shine,” Richards noted.

The Cowbell Football Academy 
is committed to preparing young 
footballers, between ages 3 – 18 
years, to shine as stars in the future. 
It’s a result of diligent scouting and 
years of rigorous work to forge a team 

that played together as a unit and did 
the nation and our continent proud. 
Promasidor Nigeria has continued 
to inspire young people and support 
sports annually in different capacities 
across the country, from schools 
inter-house sports, the annual Animal 
Games for primary schools, the Try 
Rugby camp for kids, the National 
Youth Service Corps (NYSC) volleyball 
tournament and the annual ParaSoccer 
Tournament for the physically 
challenged.

Speaking on Promasidor’s involvement 
in the project, Mr. Dudu Orumen, 
managing director of Multisports 
Service & Entertainment Limited said 
the financial demand of a project like 
this “far exceeds my pocket”.  “The 
first four and a half years, I was 
groaning trying to get it going. More 
importantly, I saw to it that companies 
like Promasidor, whose brands are 

Promasidor staff pose with members of the academy

for kids, would buy into it. And yes, 
after convincing the management of 
the viability of the project, they finally 
bought into it.”

THe 2012 COWbeLL NATIONAL 
CyCLING TOur OF GHANA IS 
a tremendous suCCess.

After 13 days of smart cycling across 
8 regions of the country, riding through 
blazing temperatures, mountainous 
regions and other kinds of rough 
terrain, Henry Tetteh Djangmah of the 
Choco-malt cycling club successfully 
retained the prestigious ‘yellow’ jersey, 
finishing just 17 seconds ahead of his 
fellow cyclists. 

The 2012 Cowbell National Cycling 
Tour of Ghana, modelled on the world’s 
leading cycling event, Le Tour de 
France, took off on the 15th of May 
2012 with 72 cyclists. 

From the start it was obvious that 
this year’s spectator numbers were 
going to be a huge increase on last 
year. With a huge, cheering crowd 
lined up along both sides of the road 
the cyclists finished the first stage in 
blistering fashion cutting down the 
stage time by 16 minutes. The tone 
was clearly set for what was to be 
the most exciting tour ever witnessed 
in the country, as the yellow jersey 

kept changing hands from stage 
to stage. Injuries were few and far 
between as the cyclists displayed 
good physical conditioning; a result 
of the tough training regimes many of 
them had followed in the run up to the 
competition. 

The arrival of the tour in each town 
and city was an awesome spectacle as 
the lead cyclists would zoom through 
followed by the peloton and then the 
equally spectacular convoy of over 
30 vehicles most of them Cowbell-
branded. 

Exposure for the Cowbell brand was 
achieved through a combination of 
above and below the line activity. 
Fourteen billboards went up nationwide 
in sync with the launch of the event 
alongside print, radio and television 
promos. Across five of the nations 
leading radio stations, a minimum of 
18 promos were being run per day 
leading up to the start of the tour. This 
was accompanied by an equally heavy 
television promotion schedule with 6 
in-studio interviews and news coverage 
in primetime news. The duration of the 
event saw daily coverage on all three 
partner radio stations, one national 
television station, as well as partner 
stations in the relevant regions.  

Road shows were organised at every 
finish point with free sampling of 
nutritious Cowbell drinks. Thousands 

of people ran out of their homes and 
market centres, and schoolchildren 
came out of their classrooms just 
to have a glimpse of the cyclists, 
exposing the Cowbell brand to a larger 
number of people.

To pull off the daunting logistical 
arrangements for the Tour, the 
marketing communication team of 
Promasidor Ghana began with the 
implementation of drawn up plans 
two clear months before the event. 
The herculean task mainly involved 
organizing food, accommodation and 
transportation for the near 200-strong 
contingent. The fantastic work of the 
2012 tour was pulled off with the firm 
support of Pens and Plastics, the 
Ghana Cycling federation, the National 
Sports Authority and four of the 
nation’s leading media houses.
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The Tour came to a befitting climax 
at the La Trade Fair centre, where 
stage and overall jersey winners were 
presented with trophies, medals and 
cash prizes totalling an amount of 
$17,000. Amidst spectacular trumpet 
fanfare and a rich display of Ghanaian 
traditional drums and breathtaking 
fireworks the ultimate overall jersey 
winner was presented to Henry Tetteh 
Djangmah.

Promasidor Ghana is determined 
to build the Tour into a world-class 
event in the medium-term to provide 
extraordinary exposure for the Cowbell 
brand and keep it in the hearts and 
minds of our valued consumers.

THe SOSSI SIMbAZ OuTWIT 
Internet fraudsters.

Sossi sponsors a cycling team in 
Kenya known as the Sossi Simbaz, 
(http://www.safarisimbaz.com) with 
David Kinjah as its manager.  David 
has captained the Kenyan national 
cycling team at the Olympics and 
Commonwealth games.  Recently 
David tried sourcing bicycle 
parts on the Internet. After much 
correspondence, David still wasn’t 
100% sure of their authenticity. 
Fortunately he decided to visit the 
supplier in Indonesia himself to check 
their authenticity and establish a 

relationship before paying over any 
money.  As it turned out he travelled 
24 hours in a bus into the Indonesian 
countryside only to arrive in a tiny 
farming village, the address the 
correspondent had given him in an 
email, to find that there was no bicycle 
shop.

The lesson from this story is that 
buying anything cheap over the 
Internet is a hazardous affair. If it looks 
too good to be true, it probably is.

David travelled 24 hours back to 
the airport from the village and flew 
to Jakarta, the capital of Indonesia.  
There he found the most reputable 
cycling shop, established a relationship 
and purchased all the parts he needed 
at competitive prices.  David is now 
back in Nairobi with the parts and bikes 
assembled. So all’s well that ends well.

David has since reported the matter to 
Google who are taking the appropriate 
action.

TWISCO GOeS FrOM 
STreNGTH TO STreNGTH IN 
ALGerIA.

Twisco, the delicious chocolate instant 
beverage, is more and more becoming 
the consumer’s first choice in Algeria. 
The product was launched in 2008 in 
a uniquely designed jar to compete 
with a range of long-time established 
brands. Today, those same brands 
tremble at our feet. Why? Because 
Twisco promises quality!

Twisco was introduced into the market 
in 2008, recording just over 10 tons 
of sales on average per month. The 

David Kinjah with staff at the cycle shop in Indonesia

brand started off with only one SKU, 
a 300g plastic jar that immediately 
gained brand visibility on the Algerian 
shelves. Today, 4 years later, Twisco 
has become No.2 on the market with 
monthly average sales amounting 

to no less than 80 tons per month. 
Let’s have a closer look at the brand’s 
critical success factors.

excellent cocoa powder quality.

Currently no other local competitor 
offers the same quality as Twisco. 
Knowing our Managing Director, Dirk 
Laeremans, and his love for Ghana, it 
is no surprise that we chose Ghanaian 
cocoa powder - the best in the world.

Successful SKu extensions.

In 2011, 3 other SKU’s joined the 
ubiquitous Twisco jar. Two refill 
block bottoms (300g and 450g) were 
introduced along with a new flavour: 
Twisco Choco-Caramel, also in a 300g 

jar. Sales climbed from 450 tons to 
560 tons, which represents growth of 
24%! In July this year a new SKU will 
be added to the winning team: Twisco 
Choco-Moka, again in a 300g jar.

Smart ingredient innovation. 

There is something unique about 
Twisco Choco-Moka: It contains carob 
powder, a natural cocoa powder 
replacer. In fact, under the pressure 
of high cocoa prices, finding a 
cocoa-replacement solution became 
more and more critical. The carob 
tree, commonly known as St-John’s-
bread, grows naturally in Algeria. The 
Algerian family, Boublenza, industrially 
transforms the trees’ seed pods into 

a very competitive (about 1/5th of the 
cocoa powder price) cocoa powder 
replacer that allowed us to substitute 
25% of the cocoa powder that the 
Twisco Choco-Moka would normally 
contain. 

“In time Twisco will become even 
more successful and will definitely 
be No. 1. Watch this space.”



COWbeLL NAMed AS THe 
OFFICIAL MILK OF THe 
NIGerIAN OLyMPIC TeAM.

In Lagos, Nigeria on the 22 March 
2012, Cowbell milk was named the 
official milk of the Nigerian contingent 
to the 2012 Olympic Games in London. 
The announcement was made at a 
special signing ceremony held at the 
head office of the Nigeria Olympic 
Committee (NOC) at the National 
Stadium, Lagos.

Speaking at the event, the Managing 
Director of Promasidor Nigeria Limited, 

Chief Keith Richards, said that Nigeria 
is blessed with amazing sports talent, 
and the Olympics is a huge stage for 
our nation’s sport talents to fulfil their 
dreams and make our nation, Nigeria, 
proud. “For this reason, we have 
decided to nourish their dreams for 
Gold at this year’s Olympics through 
our partnership with the Nigeria 
Olympic Committee as the official milk 
nourishment for our athletes at the 
Olympic games,” he added. 

Promasidor will be rewarding 
outstanding athletes who win Gold, 
Silver and Bronze medals with N1.5m, 
N1m and N500, 000 respectively along 

with a year’s supply of Cowbell milk.

While commending Promasidor Nigeria 
for the sponsorship, the President of 
the Nigerian Olympics Committee, 
Engr. Sani M. Ndanusa, affirmed that 
Promasidor has made a wise choice of 
partnering with the NOC, claiming that 
signing into the Olympic Movement 
in Nigeria is a strong statement that 
sports, if well packaged, is a very 
lucrative and marketable product any 
day. Engr. Ndanusa also stated that 
Promasidor is the biggest corporate 
sponsor the committee had received, 
remarking that Cowbell is the only 
Olympic milk.

 “...nourish their 
dreams for Gold...”
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The Launch Pad
PrOMASIdOr ALGerIA 
eNerGIZeS THe COuNTry 
WITH XPLOZA.

Xploza is the latest brand to join the 
relatively new energy drink market 
in Algeria. The product, a powdered 
energy drink, is the fruit of almost two 
years of formulation and packaging 

development. Launched in March this 
year, Xploza offers the same energy 
as its liquid equivalent, Red Bull. And 
through its competitive pricing and 
unique packaging, the product is a truly 
innovative concept on the Algerian 
market.

With a name sounding tailor-made 
for the Arab Spring, one may wonder 
where the brand name comes from. “It 
simply popped out of a brainstorming 
session, the ones we usually do when 
we are looking for new ideas”, explains 
Dirk Laeremans, Managing Director 
PDZ. “Xploza is in fact the phonetic 
transcription of ‘explosion’ in Algerian 
Arab, the perfect fit for an energy drink 
brand name with impact.”

The energy mix that Xploza contains 
has been specially developed for 
the product. The mix consists of the 
ubiquitous taurin, D-glucuronolactone, 
guarana, inositol, and ginseng but 

  “Xploza is set to 
truly revolutionize the 
energy drinks market...”

also contains 80mg of caffeine, the 
same quantity Red Bull offers to its 
consumers. 

With its eye-catching red packaging, 
its competitive pricing and its unique 
positioning, Xploza is set to truly 
revolutionize the energy drinks 
market in Algeria. For the first time, a 
single dose powdered energy drink is 
available on the Algerian market at a 
price that is about one fifth of the price 
of the incumbent leader, Red Bull, 
making the product affordable for the 
Algerian youth.

AN eXPLOSIve LAuNCH 
CAMPAIGN.

Xploza’s market introduction in March 
was just as explosive as its name 
suggests. A billboard (145 of them) 
campaign throughout Algeria’s 10 
most populous cities, a radio jingle 
(200 broadcasts) specially developed 
by an upcoming Gnawi music band 
and several campus events, including 
concerts, have been organized to fully 
support the product’s launch. Also, 
the participation of the brand at the 
International Algerian Fair through a 
‘slam dunk’ master class tournament 
did not pass without the public’s notice, 
who could enjoy the beverage on the 
spot. 
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PrOMASIdOr LAuNCHeS 
THe COWbeLL NAIjA QueST 
Promo.

Promasidor Nigeria has embarked 
on a nationwide consumer promo for 
Cowbell Chocolate and Strawberry 
sachets called the Cowbell Naija 
Quest. It works like this: inside 
every promotional Cowbell Choco or 
Strawberry sachet is a either one of 24 
destination stickers or one of four prize 
stickers. Consumers need to collect 
five stickers to qualify for a prize.

Four of the stickers would be of 
destinations around Nigeria and 
the fifth is a sticker of one of four 
different prizes: Bicycles, electronic 
pads, school kits and PlayStations. 
Consumers also received a Naija 
Quest map, onto which they could affix 
their destination stickers. So kids not 
only get the chance to win great prizes, 
but also the opportunity to learn about 
their heritage and the cultural riches of 
their country.

Speaking at the launch of the promo 
in Lagos over the weekend, Mr. Kachi 
Onubogu, Marketing Director of the 
company said the objective of the Naija 
Quest promo is to educate Nigerian 
kids about the country, adding that it 
is going to be the biggest thing that 
has happened from a promotional 
standpoint. He also said it is very 
educational and goes to the heart of 
what the brand stands for: a product 
which is good for strong bones 
and healthy teeth and intellectual 
development in terms of having 
knowledge of who we are, who our 

nation is and, bringing that together will 
be fun and interesting.

The promotion roll-out included TV, 
radio, POS, outdoor and an interactive 
website. (click here to see more)

PrOMASIdOr NIGerIA 
LAuNCHeS SQuAre, TAGGed 
TeA bAGS ANd TWO eXCITING 
NeW FLAvOurS.

In the fourteen or so years since its 
launch Top Tea has become a firm 
favourite with consumers with its 
unique round tea bags. To grow the 
brand even further and for added 
convenience Top Tea has now been 
launched in square, tagged bags.

The company has also launched two 
additional flavours: Lemon-lime and 
ginger flavoured tea, providing an 
opportunity for health to meet taste. 
The new flavours are expected to add 
fun and excitement to tea drinking in 
the country.

 “... it is going to be 
the biggest thing that 
has happened...”

Mr. Onyekachi Onubogu, marketing 
director of the company said at the 
launch that the company is launching 
its regular tea (Top Tea) in square tea 
bags, one option with tags only and 
the other with tags and envelopes. He 
added that the tags are essentially to 
provide more convenience and to give 
consumers more choice.

Top Tea was launched in 1998 with 
four key SKUs: x26bp, x26pp, x100pp 
and, x500pp. The round bags offered 
the added advantage of better infusion. 

Since it was launched, it has recorded 
a number of milestones, the last 
being the packaging redesign and 
communication redirection in 2009, all 
geared towards better satisfying our 
consumers. 

Onubogu said the primary key benefits 
of tea generally are health, alertness 
and rejuvenation, adding that, “we want 

to show the fun way of drinking tea 
and also show that tea consumption 
can transcend the rational morning/
breakfast usage occasion.”

Earlier, in his keynote address Chief 
Keith Richards, managing director 
of Promasidor Nigeria, remarked 
that “following in the tradition of 
what Promasidor is known for, being 
innovative and exciting the market, we 
are here today to unveil to consumers 
and all our stakeholders some of the 
things we have been doing around 
the Top Tea brand since the re-launch 
in 2009. The launch of new variants 
of Top Tea is the result of listening to 
our consumers and providing them 
with product solutions that meet their 
needs.”

PrOMASIdOr TANZANIA 
brINGS SOSSI TO THe 
marKet.

With much fanfare, Sossi was unveiled 
to the media at the Lamada Hotel 
in Dar Es Salaam. Promasidor MD, 
David Draude, focused his speech 
to the media and invited guests on 
affordability of the product, the many 
ways to prepare it and its nutritional 
benefits. “The initial market focus for 
Sossi will be in Dar es Salaam, were 
we have already had a 30 minute 
discussion on TV and the public 

response is most encouraging,” said 
Mr Draude. Road shows around the 
city have commenced, with dancers 
in action. During the event, the 
guests were treated to two dance 
performances that highlighted the 
benefits of the product. The first told 
the story of people who are initially not 
interested in Sossi, but after tasting 
it, simply can’t get enough and chase 
after it. The second told the story of a 
tired old man, who, after tasting Sossi, 
becomes much healthier and sprightly.

Many guests at the launch thought it 
was meat and could not believe it was 
Soya!

Cross session of Promasidor staff at the 
launch

http://www.promasidor.com/cowbell_naija_quest/index.html
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eSTHer OMArI, PrOMASIdOr 
Kenya’s toP CooK.

Esther Omari has hardly left her 
workstation in her 7 years of service. 
With a typical daily routine that involves 
providing staff and guests to the factory 
with tasty meals and refreshments 
in the staff canteen, Esther would 
never have imagined that this could all 
change so quickly. Then along came 
Sossi. By learning from top Kenyan 
Chef Mbogo and also experimenting 
with different cooking formats, Ester 
has now become the Sossi Cooking 
expert.

With the roll out of Sossi to Promasidor 
Tanzania this May 2012, the 
management team in Kenya decided 
to send Esther across the border to 
show the Promasidor team there how 
to cook Sossi. Esther showed off her 
skills by preparing everything from a 
basic Sossi onion & tomato relish to an 
omelette to Sossi samosas, as well as 
a host of other delicious dishes. “My 
trip was very exciting. I took a flight 
across the border, which was a first for 

me as I had never been out of Kenya 
nor had I ever boarded a flight,” says a 
delighted Ester. 

Her knowledge and passion has seen 
Esther get increasingly involved in 
Sossi marketing activities. During a 
recent Research and Development 
process, Esther impressed the 
research team with her knowledge 
of the Sossi brand in a blind test. 
She was also “spot on” in taste tests 
conducted in flavour considerations 
citing the original flavour against a 
close replica both in dry & cooked 
format. 

Esther has also been involved 
in activities such as cooking 
demonstrations in schools and a 
Sossi cook up competition. Diligence 
in her work has accorded Esther the 
privilege, opportunity, and responsibility 
to represent Promasidor Kenya and 
impart her knowledge and skills onto 
the bigger Promasidor family. Well 
done Esther!!

Up Close and Personal

PrOMASIdOr MALAWI’S 
neWest BaBy ContInues to 
THrIve.

Moses, the baby elephant, continues 
to explore his world. He is a bit taller 
now and his trunk a bit longer so he 
can reach new heights. Food can no 
longer be left on the dining room table 
unattended as the plates crashing 
down after a ‘trunk investigation’ create 
havoc. He can now reach up to the 
lower shelf of the bar so everything has 
moved up a level. He loves carrying 
things around in his trunk - a little 

basket is one of his favourite toys and 
money holds a huge attraction. Coins 
are pushed around on the floor and 
notes are scrunched up and carried 
around in his trunk until, to his great 
disgust, one of the carers takes them 
away.

Moses is now 3 months old and so we 
are having to adjust the formulation of 
his milk again. Elephant milk changes 
in protein content, fat content and 
lactose content as the baby grows 
which means that we have to try and 

emulate this as best we can with the 
ingredients we have available. This is 
always a bit of a nerve-wracking time 
as we know that every time we adjust 
the formula it does take a few days for 
his digestive system to adapt, which 
means that his dung gets very loose 
and the quantities increase. We have 
to do these increases in very small 
steps and one ingredient at a time 
whilst watching closely for reactions 
so that we can make adjustments if 
necessary. We will keep adjusting his 
formula every few months throughout 
his 4 years of milk dependency but as 

he gets older he will adjust to changes 
more easily. Luckily for us a lot of 
people have been down this road 
before us and done the research so 
that we are able to emulate what they 
have proven to be the best methods.

He remains a happy little chap who 
“rules the roost” he has decided that 
dogs are allowed in the house during 
the day but if they dare to come in at 
night time they get chased outside 
very quickly. Cats are cool and they 
can come in any time and if they come 
close to them he gives them a gentle 
stroke with his trunk.

I was given a “serious lecture” 
yesterday evening as I was helping 
Louise set up for the David Kelly 
exhibition, and so arrived home just 
after dark to be met by a very cross 
little elephant, who lay next to me 
rumbling and grunting for nearly an 
hour with his trunk wrapped tightly 
round my arm as if he was telling 
me exactly how irresponsible I was 
to leave him with Matimat when, 
according to his routine, it was my 
turn to be on duty. He did get over his 

Bits  and Pieces
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grump though, fell asleep and by the 
8 o’clock feed everything was back to 
normal. It was worth putting up with 
the lecture to be able to briefly see the 
exhibition whilst we were setting up the 
“Moses corner”. David’s paintings, as 
usual, were brilliant, and perhaps I am 
biased but I did think that the two he 
did to sell on a silent auction to raise 
funds for Moses were the best of the 
lot. He did a small painting of Moses 
and a big painting of a majestic bull 
elephant to “pictorialise” our vision of 
where Moses will be one day in the 
future. 

Thanks to all our wonderful sponsors - 
May has been a great month! Without 
your help we really could not be doing 
what we are, and I am sure if Moses 
could write he would be thanking you 
all personally.

THe COWbeLL ZAMbeZI 
treK.

Sponsored by Cowbell, Intrepid 
adventurer, David Lemon (67 years 
old) has embarked upon a solo 
expedition to walk the length of the 
mighty Zambezi river, from the source 
to the sea, an incredible distance of 
3540km. He will walk as close to the 
river’s edge as nature allows and 
expects to complete this trek in 10 
months. His epic journey began on 
25th of April 2012 at 13:33pm. 

So far David has covered 650km of a 
very meandering route, having had to 
cut out the Angola leg. He has cut his 
arms and legs on vegetation, broken 
his fishing rod and lost his camera 
in the Zambezi! Both of these will 
be replaced next week when Victor 
Mwansa (Promasidor Zambia) meets 
up with him in Mongu. Andy Taylor 

(MD, Promasidor Zambia) will then 
meet him in Senanga a few weeks 
later. His re-supply list is quite lengthy 
and includes Cowbell, Onga and Drink-
O-Pop. He is also desperate for a rump 
steak, so Andy will take along a skottel 
(gas burner) and cook him one on the 
banks of the great river.

David was well fed at a mission 
called Chitokoloki, which is run by 
an American called Gordon Hanna. 
Promasidor supplies Gordon with 
Cowbell for his orphanage. Very sadly, 
a few days later, two of the other 
missionaries, Mr. and Mrs. Ericson, 
crashed their light aircraft into power 
lines and then into the Zambezi as 
they were returning to Chitokoloki. 
Regrettably they did not survive. Our 
condolences to their friends and family.

Watch this space for more on the 
expedition as it unfolds.



till next time...
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