
Overview
The operating environment remained difficult in 2020 and the situation was worsened by the negative effects of 
the Covid-19 pandemic. The Government introduced lockdown measures in an effort to control Covid-19 
infections. The restrictions in the movement of people, Covid 19 coupled with other challenges, resulted in 
reduced economic activity and subsequently an estimated -4.1% contraction in the country’s GDP.

Despite the difficult environmental challenges, there were notable improvements in the foreign currency 
availability situation following the introduction of the auction system in the second half of the year resulting in 
price and exchange rate stability being achieved. To that end, year on year inflation fell to 348.5% as at 31 
December 2020 compared to an all high of 837.5% recorded in July 2020. 

In view of the pandemic, the Company dedicated more efforts in ensuring the safety of its employees and its 
viability by focusing on enforcing Covid 19 safety measures and a strict cash flow management regime 
respectively. Generation of foreign currency remained topical although it was significantly affected by the 
enforcement of Covid-19 measures as countries closed their borders to curb the spread of the virus. 
The disruption in the entertainment and media industry opened opportunities for the Company to diversify and 
launch multiple platforms that continued to attract diverse audiences and advertising from international brands. 
The Company made significant progress in its diversification thrust following the licensing by the Broadcasting 
Authority of Zimbabwe (BAZ) of its television station (ZTN) in November 2020.  ZTN is now poised for improved 
financial performance following the expansion of its footprint. The Company will be able to launch ZTN in line 
with the regulator’s 18 months-timeframe. The 360 degrees’ media solution provides better opportunities for the 
Company to provide captivating content on multiple platforms around the clock to create the necessary 
audiences, which offer great value to advertisers.

The Company’s competitive advantage remains its people, who have been able to transform it and save its 
position as the biggest and sole listed media company in Zimbabwe. The team has continued to monitor global 
trends and implement solutions that work in the local environment at the same time generating content with a 
global appeal.

Financial Performance
In a very challenging operating environment where the media industry was one of the hardest hit sectors by the 
pandemic, the Company recorded a 3% growth in revenues to ZWL$1, 345,000,460 compared to ZWL$1 300 
144,343 for the same period last year. The growth was mainly from the Digital and Publishing Division, driven by 
advertising revenues.
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CHIEF EXECUTIVE OFFICER’S STATEMENT

The DAP Division has been the pillar of the Group contributing above 60% revenue over the years. Following a 9 
percentage point revenue decline to 61% in 2019, the Division recorded some recovery, albeit small, to 63% of the 
Group revenues. 

The CPD suffered a 3 percentage point decline in revenue contribution. This was because Typocrafters 
experienced limited trade as schools remained largely closed on account of the Covid-19 pandemic. There were 
also material supply and logistical challenges associated with restrictions in people movement. 

The RBD gained by 1 percentage point to 16% on account of better performance by the television channel, ZTN. 

Figure 3: Historical Revenue Contribution by Division 7 Year Trends

 

A trend analysis over the past 7 years shows the impact of new media on print products.

As shown by figure 3, the Newspaper Division has been recording declining revenue   contributions to the total 
Group over the years. In 2014, the newspapers were contributing 87%, which has now come down to 63% (2019: 
61%).  In 2014, the Commercial Printing Division was contributing 5%, which has now risen to 21% (2019: 24%), 
whilst the Radio Broadcasting Division is now at 16% (2019:15%) from 8% in 2014. 

Figure 4: Historical Digital Revenue Contribution 

 

In historical terms, digital revenue contribution improved to 7% from the 2% reported for both 2018 and 2019 as 
the Company continues to push for better market share in the digital market. During the course of the year, the 
company introduced e-papers and increased online performance by ZTN.

Revenue Contribution by line
Figure 5 below shows the historical revenue contribution by line.

Figure 5: Revenue Contribution by Line

The change in media consumption patterns has seen the migration of audiences from print to digital platforms. 
The Company has been able to move with times and appropriate investments in new platforms have been 
made. During the year under review, advertising contribution to Group revenues at 63%, was restored to the 2017 
levels whilst print circulation has declined as audiences are migrating to digital platforms. Print circulation 
declined from 15% to 11% owing to Covid-19 as most workers were working from home enjoying digital media.

Figure 6: Hyperinflation Profit Contribution by Division

Unlike the decline in profit contributions recorded by both DAP and RBD in 2019, both significantly recovered in 
2020 whilst the CPD suffered a huge drop to 21% from the 40% recorded in 2019. The RBD improved from 8% 
to 16% whilst DAP also improved from 52% to 66%.  

Operations review
The Company performed satisfactorily under the circumstances despite the adverse effects of the Covid-19, 
liquidity constraints and associated low disposable incomes.  All the divisions remained profitable during the year 
ended 31 December 2020. 

Our strategic thrust remains on the following:

  Diversification and building on our leadership
  Innovation and investing for the future
  Continuously refining the business model, improving service delivery and product offering as well as 

embracing new technology 
  Growth through audiences

Our objectives: 
  Growing by building on core strengths and maximising opportunities 
  Transforming through cost efficiency and business model innovation
  Building value through offering a 360-degree solution in line with our vision of becoming a fully integrated 

media house.
 
In pursuit of the 360-degree solution vision, the Company is now fully represented on all platforms that include 
audio, text, and visual. I am pleased to report that the television platform received a boost following the awarding 
of a DTT broadcasting licence by BAZ. Action plans to launch the station have been put in full motion with 
equipment payments being done. 

Publishing and Digital Division
The Digital and Publishing Division remains the main contributor to Group revenue and profitability in both 
historical and hyperinflation terms. The profit contribution in hyperinflation terms for the division improved from 
52% last year to 66% for 2020. 

Figure 7: DAP Performance (Historical)

Revenue and net profit grew by 783.2% and 929.5% respectively when compared to same period last year.

Despite the change in reader habits, liquidity and the general economic challenges that continued to affect 
performance, the Division recorded performance that was above inflation for both revenue and operating profit. 
Advertising revenue recorded 835% increase whilst circulation had a 532% growth. The introduction of e-papers 
brought some significant revenue that helped the division to perform better.
 

Figure 8: DAP Performance (Hyperinflation)
The Division’s revenue in hyperinflation terms increased by 6% whilst net profit declined by 9% owing to losses 
that were recorded beginning of the year due to the effects of lockdown measures. The measures were 
subsequently relaxed, allowing the Division to improve its performance in the second half of the year.
The Division recorded impressive recovery in the second half of the year following the relaxation of the lockdown 
measures.

Mr Pikirayi Deketeke
Group Chief Executive Officer

Commercial Printing Division
In historical terms, the Division relatively performed better resulting in both revenue and profitability increasing 
by 508%% and 112% respectively when compared to the same period last year. However, net profit growth was 
below the year on year inflation of 348.5% as the Division incurred high local procurement costs due to limited 
forex currency availability.  

Figure 11: CPD Performance 

The Division’s net profit margin declined to 11% in 2020 when compared to 31% in 2019 as costs were increasing 
at a faster rate than the rate of revenue growth. Operating costs increased by 700% whilst revenue increased by 
509%.  The slow revenue growth was a result of constrained performance by Typocrafters as schools were closed 
due to Covid-19. Additional costs were incurred on Covid-19 related costs that included personal protective 
equipment, employee transport, testing, fumigation, and fuel amongst others.

Figure 12: CPD Hyper inflated Performance

 

In hyperinflation terms, both revenue and profit declined by 12% and 61% respectively owing to a challenging 
operating environment as explained under the historical section of the results of the Division.

Broadcasting Division
The Division continued on a positive organic growth path as both revenue and profitability increased by 743% 
and 321% respectively. 

Figure 9: RBD Performance Historical

 

This growth was driven by the increase in listenership and a diversified audience for the advertiser. 

Figure 10: RBD Performance Hyper-inflated

 

In hyperinflation terms, revenue for the RBD grew by 17%, whilst profit was down by 7%. The drop in profit was a 
result of high costs arising from a very challenging operating environment. 

Outlook
Following the awarding of the ZTN DTT broadcasting licence, the Company is optimistic that performance will 
improve. As the Company is working on setting up the ZTN station, profit margins are expected to decline in the 
short term.

Our people, skills and heritage remains the key source of our competitiveness today, tomorrow and into the 
future as the Company remains at the centre and leadership of dissemination of information for its local and 
diaspora audiences using its diverse platforms.
 
The Company’s strategy will continue to focus on servicing the needs of the market through growing deeper 
relationships with our audiences, advertisers and various stakeholders, which will entail re-imaging our journalism 
to meet the new media trends and operating a sustainable business model. 

As mentioned in last year’s report, demand for our traditional products was anticipated to be affected by the 
Covid -19 pandemic, we foresee this extending into 2021. This will, however, happen at a slow rate as the 
vaccination programme will help the country attain herd immunity by year end. The possibility of a third wave 
cannot be ignored as the Indian variant has spread across a number of African countries. We will continue to look 
for opportunities of growing the business despite the challenging operating environment. 
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availability situation following the introduction of the auction system in the second half of the year resulting in 
price and exchange rate stability being achieved. To that end, year on year inflation fell to 348.5% as at 31 
December 2020 compared to an all high of 837.5% recorded in July 2020. 

In view of the pandemic, the Company dedicated more efforts in ensuring the safety of its employees and its 
viability by focusing on enforcing Covid 19 safety measures and a strict cash flow management regime 
respectively. Generation of foreign currency remained topical although it was significantly affected by the 
enforcement of Covid-19 measures as countries closed their borders to curb the spread of the virus. 
The disruption in the entertainment and media industry opened opportunities for the Company to diversify and 
launch multiple platforms that continued to attract diverse audiences and advertising from international brands. 
The Company made significant progress in its diversification thrust following the licensing by the Broadcasting 
Authority of Zimbabwe (BAZ) of its television station (ZTN) in November 2020.  ZTN is now poised for improved 
financial performance following the expansion of its footprint. The Company will be able to launch ZTN in line 
with the regulator’s 18 months-timeframe. The 360 degrees’ media solution provides better opportunities for the 
Company to provide captivating content on multiple platforms around the clock to create the necessary 
audiences, which offer great value to advertisers.

The Company’s competitive advantage remains its people, who have been able to transform it and save its 
position as the biggest and sole listed media company in Zimbabwe. The team has continued to monitor global 
trends and implement solutions that work in the local environment at the same time generating content with a 
global appeal.

Financial Performance
In a very challenging operating environment where the media industry was one of the hardest hit sectors by the 
pandemic, the Company recorded a 3% growth in revenues to ZWL$1, 345,000,460 compared to ZWL$1 300 
144,343 for the same period last year. The growth was mainly from the Digital and Publishing Division, driven by 
advertising revenues.
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The DAP Division has been the pillar of the Group contributing above 60% revenue over the years. Following a 9 
percentage point revenue decline to 61% in 2019, the Division recorded some recovery, albeit small, to 63% of the 
Group revenues. 

The CPD suffered a 3 percentage point decline in revenue contribution. This was because Typocrafters 
experienced limited trade as schools remained largely closed on account of the Covid-19 pandemic. There were 
also material supply and logistical challenges associated with restrictions in people movement. 

The RBD gained by 1 percentage point to 16% on account of better performance by the television channel, ZTN. 

Figure 3: Historical Revenue Contribution by Division 7 Year Trends

 

A trend analysis over the past 7 years shows the impact of new media on print products.

As shown by figure 3, the Newspaper Division has been recording declining revenue   contributions to the total 
Group over the years. In 2014, the newspapers were contributing 87%, which has now come down to 63% (2019: 
61%).  In 2014, the Commercial Printing Division was contributing 5%, which has now risen to 21% (2019: 24%), 
whilst the Radio Broadcasting Division is now at 16% (2019:15%) from 8% in 2014. 

Figure 4: Historical Digital Revenue Contribution 

 

In historical terms, digital revenue contribution improved to 7% from the 2% reported for both 2018 and 2019 as 
the Company continues to push for better market share in the digital market. During the course of the year, the 
company introduced e-papers and increased online performance by ZTN.

Revenue Contribution by line
Figure 5 below shows the historical revenue contribution by line.

Figure 5: Revenue Contribution by Line

The change in media consumption patterns has seen the migration of audiences from print to digital platforms. 
The Company has been able to move with times and appropriate investments in new platforms have been 
made. During the year under review, advertising contribution to Group revenues at 63%, was restored to the 2017 
levels whilst print circulation has declined as audiences are migrating to digital platforms. Print circulation 
declined from 15% to 11% owing to Covid-19 as most workers were working from home enjoying digital media.

Figure 6: Hyperinflation Profit Contribution by Division

Unlike the decline in profit contributions recorded by both DAP and RBD in 2019, both significantly recovered in 
2020 whilst the CPD suffered a huge drop to 21% from the 40% recorded in 2019. The RBD improved from 8% 
to 16% whilst DAP also improved from 52% to 66%.  

Operations review
The Company performed satisfactorily under the circumstances despite the adverse effects of the Covid-19, 
liquidity constraints and associated low disposable incomes.  All the divisions remained profitable during the year 
ended 31 December 2020. 

Our strategic thrust remains on the following:

  Diversification and building on our leadership
  Innovation and investing for the future
  Continuously refining the business model, improving service delivery and product offering as well as 

embracing new technology 
  Growth through audiences

Our objectives: 
  Growing by building on core strengths and maximising opportunities 
  Transforming through cost efficiency and business model innovation
  Building value through offering a 360-degree solution in line with our vision of becoming a fully integrated 

media house.
 
In pursuit of the 360-degree solution vision, the Company is now fully represented on all platforms that include 
audio, text, and visual. I am pleased to report that the television platform received a boost following the awarding 
of a DTT broadcasting licence by BAZ. Action plans to launch the station have been put in full motion with 
equipment payments being done. 

Publishing and Digital Division
The Digital and Publishing Division remains the main contributor to Group revenue and profitability in both 
historical and hyperinflation terms. The profit contribution in hyperinflation terms for the division improved from 
52% last year to 66% for 2020. 

Figure 7: DAP Performance (Historical)

Revenue and net profit grew by 783.2% and 929.5% respectively when compared to same period last year.

Despite the change in reader habits, liquidity and the general economic challenges that continued to affect 
performance, the Division recorded performance that was above inflation for both revenue and operating profit. 
Advertising revenue recorded 835% increase whilst circulation had a 532% growth. The introduction of e-papers 
brought some significant revenue that helped the division to perform better.
 

Figure 8: DAP Performance (Hyperinflation)
The Division’s revenue in hyperinflation terms increased by 6% whilst net profit declined by 9% owing to losses 
that were recorded beginning of the year due to the effects of lockdown measures. The measures were 
subsequently relaxed, allowing the Division to improve its performance in the second half of the year.
The Division recorded impressive recovery in the second half of the year following the relaxation of the lockdown 
measures.
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Figure 1: Revenue and Profit Performance 

The Company posted revenue of ZWL$1,345 million compared to ZWL1,300 million recorded in 2019. The drop in 
operating profit before financing, exchange gains/(loses) and monetary adjustments was a result of the 12% drop 
in revenue for the Commercial Printing Division and the general decline in profitability across all the divisions 
owing to the hyperinflationary environment.  An analysis of the divisional performance is presented below.

Division Hyperinflation Revenue Contribution
In 2018, as shown in figure 3 below, the Digital and Publishing Division (DAP) contributed 69% to the Company’s 
total revenue whilst the Commercial Printing Division (CPD) and the Radio Broadcasting Division (RBD) 
contributed 18% and 13% respectively.

Figure 2: Division Revenue Contribution

Commercial Printing Division
In historical terms, the Division relatively performed better resulting in both revenue and profitability increasing 
by 508%% and 112% respectively when compared to the same period last year. However, net profit growth was 
below the year on year inflation of 348.5% as the Division incurred high local procurement costs due to limited 
forex currency availability.  

Figure 11: CPD Performance 

The Division’s net profit margin declined to 11% in 2020 when compared to 31% in 2019 as costs were increasing 
at a faster rate than the rate of revenue growth. Operating costs increased by 700% whilst revenue increased by 
509%.  The slow revenue growth was a result of constrained performance by Typocrafters as schools were closed 
due to Covid-19. Additional costs were incurred on Covid-19 related costs that included personal protective 
equipment, employee transport, testing, fumigation, and fuel amongst others.

Figure 12: CPD Hyper inflated Performance

 

In hyperinflation terms, both revenue and profit declined by 12% and 61% respectively owing to a challenging 
operating environment as explained under the historical section of the results of the Division.

Broadcasting Division
The Division continued on a positive organic growth path as both revenue and profitability increased by 743% 
and 321% respectively. 

Figure 9: RBD Performance Historical

 

This growth was driven by the increase in listenership and a diversified audience for the advertiser. 

Figure 10: RBD Performance Hyper-inflated

 

In hyperinflation terms, revenue for the RBD grew by 17%, whilst profit was down by 7%. The drop in profit was a 
result of high costs arising from a very challenging operating environment. 

Outlook
Following the awarding of the ZTN DTT broadcasting licence, the Company is optimistic that performance will 
improve. As the Company is working on setting up the ZTN station, profit margins are expected to decline in the 
short term.

Our people, skills and heritage remains the key source of our competitiveness today, tomorrow and into the 
future as the Company remains at the centre and leadership of dissemination of information for its local and 
diaspora audiences using its diverse platforms.
 
The Company’s strategy will continue to focus on servicing the needs of the market through growing deeper 
relationships with our audiences, advertisers and various stakeholders, which will entail re-imaging our journalism 
to meet the new media trends and operating a sustainable business model. 

As mentioned in last year’s report, demand for our traditional products was anticipated to be affected by the 
Covid -19 pandemic, we foresee this extending into 2021. This will, however, happen at a slow rate as the 
vaccination programme will help the country attain herd immunity by year end. The possibility of a third wave 
cannot be ignored as the Indian variant has spread across a number of African countries. We will continue to look 
for opportunities of growing the business despite the challenging operating environment. 



Overview
The operating environment remained difficult in 2020 and the situation was worsened by the negative effects of 
the Covid-19 pandemic. The Government introduced lockdown measures in an effort to control Covid-19 
infections. The restrictions in the movement of people, Covid 19 coupled with other challenges, resulted in 
reduced economic activity and subsequently an estimated -4.1% contraction in the country’s GDP.

Despite the difficult environmental challenges, there were notable improvements in the foreign currency 
availability situation following the introduction of the auction system in the second half of the year resulting in 
price and exchange rate stability being achieved. To that end, year on year inflation fell to 348.5% as at 31 
December 2020 compared to an all high of 837.5% recorded in July 2020. 

In view of the pandemic, the Company dedicated more efforts in ensuring the safety of its employees and its 
viability by focusing on enforcing Covid 19 safety measures and a strict cash flow management regime 
respectively. Generation of foreign currency remained topical although it was significantly affected by the 
enforcement of Covid-19 measures as countries closed their borders to curb the spread of the virus. 
The disruption in the entertainment and media industry opened opportunities for the Company to diversify and 
launch multiple platforms that continued to attract diverse audiences and advertising from international brands. 
The Company made significant progress in its diversification thrust following the licensing by the Broadcasting 
Authority of Zimbabwe (BAZ) of its television station (ZTN) in November 2020.  ZTN is now poised for improved 
financial performance following the expansion of its footprint. The Company will be able to launch ZTN in line 
with the regulator’s 18 months-timeframe. The 360 degrees’ media solution provides better opportunities for the 
Company to provide captivating content on multiple platforms around the clock to create the necessary 
audiences, which offer great value to advertisers.

The Company’s competitive advantage remains its people, who have been able to transform it and save its 
position as the biggest and sole listed media company in Zimbabwe. The team has continued to monitor global 
trends and implement solutions that work in the local environment at the same time generating content with a 
global appeal.

Financial Performance
In a very challenging operating environment where the media industry was one of the hardest hit sectors by the 
pandemic, the Company recorded a 3% growth in revenues to ZWL$1, 345,000,460 compared to ZWL$1 300 
144,343 for the same period last year. The growth was mainly from the Digital and Publishing Division, driven by 
advertising revenues.
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The DAP Division has been the pillar of the Group contributing above 60% revenue over the years. Following a 9 
percentage point revenue decline to 61% in 2019, the Division recorded some recovery, albeit small, to 63% of the 
Group revenues. 

The CPD suffered a 3 percentage point decline in revenue contribution. This was because Typocrafters 
experienced limited trade as schools remained largely closed on account of the Covid-19 pandemic. There were 
also material supply and logistical challenges associated with restrictions in people movement. 

The RBD gained by 1 percentage point to 16% on account of better performance by the television channel, ZTN. 

Figure 3: Historical Revenue Contribution by Division 7 Year Trends

 

A trend analysis over the past 7 years shows the impact of new media on print products.

As shown by figure 3, the Newspaper Division has been recording declining revenue   contributions to the total 
Group over the years. In 2014, the newspapers were contributing 87%, which has now come down to 63% (2019: 
61%).  In 2014, the Commercial Printing Division was contributing 5%, which has now risen to 21% (2019: 24%), 
whilst the Radio Broadcasting Division is now at 16% (2019:15%) from 8% in 2014. 

Figure 4: Historical Digital Revenue Contribution 

 

In historical terms, digital revenue contribution improved to 7% from the 2% reported for both 2018 and 2019 as 
the Company continues to push for better market share in the digital market. During the course of the year, the 
company introduced e-papers and increased online performance by ZTN.

Revenue Contribution by line
Figure 5 below shows the historical revenue contribution by line.

Figure 5: Revenue Contribution by Line

The change in media consumption patterns has seen the migration of audiences from print to digital platforms. 
The Company has been able to move with times and appropriate investments in new platforms have been 
made. During the year under review, advertising contribution to Group revenues at 63%, was restored to the 2017 
levels whilst print circulation has declined as audiences are migrating to digital platforms. Print circulation 
declined from 15% to 11% owing to Covid-19 as most workers were working from home enjoying digital media.

Figure 6: Hyperinflation Profit Contribution by Division

Unlike the decline in profit contributions recorded by both DAP and RBD in 2019, both significantly recovered in 
2020 whilst the CPD suffered a huge drop to 21% from the 40% recorded in 2019. The RBD improved from 8% 
to 16% whilst DAP also improved from 52% to 66%.  

Operations review
The Company performed satisfactorily under the circumstances despite the adverse effects of the Covid-19, 
liquidity constraints and associated low disposable incomes.  All the divisions remained profitable during the year 
ended 31 December 2020. 

Our strategic thrust remains on the following:

  Diversification and building on our leadership
  Innovation and investing for the future
  Continuously refining the business model, improving service delivery and product offering as well as 

embracing new technology 
  Growth through audiences

Our objectives: 
  Growing by building on core strengths and maximising opportunities 
  Transforming through cost efficiency and business model innovation
  Building value through offering a 360-degree solution in line with our vision of becoming a fully integrated 

media house.
 
In pursuit of the 360-degree solution vision, the Company is now fully represented on all platforms that include 
audio, text, and visual. I am pleased to report that the television platform received a boost following the awarding 
of a DTT broadcasting licence by BAZ. Action plans to launch the station have been put in full motion with 
equipment payments being done. 

Publishing and Digital Division
The Digital and Publishing Division remains the main contributor to Group revenue and profitability in both 
historical and hyperinflation terms. The profit contribution in hyperinflation terms for the division improved from 
52% last year to 66% for 2020. 

Figure 7: DAP Performance (Historical)

Revenue and net profit grew by 783.2% and 929.5% respectively when compared to same period last year.

Despite the change in reader habits, liquidity and the general economic challenges that continued to affect 
performance, the Division recorded performance that was above inflation for both revenue and operating profit. 
Advertising revenue recorded 835% increase whilst circulation had a 532% growth. The introduction of e-papers 
brought some significant revenue that helped the division to perform better.
 

Figure 8: DAP Performance (Hyperinflation)
The Division’s revenue in hyperinflation terms increased by 6% whilst net profit declined by 9% owing to losses 
that were recorded beginning of the year due to the effects of lockdown measures. The measures were 
subsequently relaxed, allowing the Division to improve its performance in the second half of the year.
The Division recorded impressive recovery in the second half of the year following the relaxation of the lockdown 
measures.
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Commercial Printing Division
In historical terms, the Division relatively performed better resulting in both revenue and profitability increasing 
by 508%% and 112% respectively when compared to the same period last year. However, net profit growth was 
below the year on year inflation of 348.5% as the Division incurred high local procurement costs due to limited 
forex currency availability.  

Figure 11: CPD Performance 

The Division’s net profit margin declined to 11% in 2020 when compared to 31% in 2019 as costs were increasing 
at a faster rate than the rate of revenue growth. Operating costs increased by 700% whilst revenue increased by 
509%.  The slow revenue growth was a result of constrained performance by Typocrafters as schools were closed 
due to Covid-19. Additional costs were incurred on Covid-19 related costs that included personal protective 
equipment, employee transport, testing, fumigation, and fuel amongst others.

Figure 12: CPD Hyper inflated Performance

 

In hyperinflation terms, both revenue and profit declined by 12% and 61% respectively owing to a challenging 
operating environment as explained under the historical section of the results of the Division.

Broadcasting Division
The Division continued on a positive organic growth path as both revenue and profitability increased by 743% 
and 321% respectively. 

Figure 9: RBD Performance Historical

 

This growth was driven by the increase in listenership and a diversified audience for the advertiser. 

Figure 10: RBD Performance Hyper-inflated

 

In hyperinflation terms, revenue for the RBD grew by 17%, whilst profit was down by 7%. The drop in profit was a 
result of high costs arising from a very challenging operating environment. 

Outlook
Following the awarding of the ZTN DTT broadcasting licence, the Company is optimistic that performance will 
improve. As the Company is working on setting up the ZTN station, profit margins are expected to decline in the 
short term.

Our people, skills and heritage remains the key source of our competitiveness today, tomorrow and into the 
future as the Company remains at the centre and leadership of dissemination of information for its local and 
diaspora audiences using its diverse platforms.
 
The Company’s strategy will continue to focus on servicing the needs of the market through growing deeper 
relationships with our audiences, advertisers and various stakeholders, which will entail re-imaging our journalism 
to meet the new media trends and operating a sustainable business model. 

As mentioned in last year’s report, demand for our traditional products was anticipated to be affected by the 
Covid -19 pandemic, we foresee this extending into 2021. This will, however, happen at a slow rate as the 
vaccination programme will help the country attain herd immunity by year end. The possibility of a third wave 
cannot be ignored as the Indian variant has spread across a number of African countries. We will continue to look 
for opportunities of growing the business despite the challenging operating environment. 
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The operating environment remained difficult in 2020 and the situation was worsened by the negative effects of 
the Covid-19 pandemic. The Government introduced lockdown measures in an effort to control Covid-19 
infections. The restrictions in the movement of people, Covid 19 coupled with other challenges, resulted in 
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with the regulator’s 18 months-timeframe. The 360 degrees’ media solution provides better opportunities for the 
Company to provide captivating content on multiple platforms around the clock to create the necessary 
audiences, which offer great value to advertisers.

The Company’s competitive advantage remains its people, who have been able to transform it and save its 
position as the biggest and sole listed media company in Zimbabwe. The team has continued to monitor global 
trends and implement solutions that work in the local environment at the same time generating content with a 
global appeal.

Financial Performance
In a very challenging operating environment where the media industry was one of the hardest hit sectors by the 
pandemic, the Company recorded a 3% growth in revenues to ZWL$1, 345,000,460 compared to ZWL$1 300 
144,343 for the same period last year. The growth was mainly from the Digital and Publishing Division, driven by 
advertising revenues.
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The DAP Division has been the pillar of the Group contributing above 60% revenue over the years. Following a 9 
percentage point revenue decline to 61% in 2019, the Division recorded some recovery, albeit small, to 63% of the 
Group revenues. 

The CPD suffered a 3 percentage point decline in revenue contribution. This was because Typocrafters 
experienced limited trade as schools remained largely closed on account of the Covid-19 pandemic. There were 
also material supply and logistical challenges associated with restrictions in people movement. 

The RBD gained by 1 percentage point to 16% on account of better performance by the television channel, ZTN. 

Figure 3: Historical Revenue Contribution by Division 7 Year Trends

 

A trend analysis over the past 7 years shows the impact of new media on print products.

As shown by figure 3, the Newspaper Division has been recording declining revenue   contributions to the total 
Group over the years. In 2014, the newspapers were contributing 87%, which has now come down to 63% (2019: 
61%).  In 2014, the Commercial Printing Division was contributing 5%, which has now risen to 21% (2019: 24%), 
whilst the Radio Broadcasting Division is now at 16% (2019:15%) from 8% in 2014. 

Figure 4: Historical Digital Revenue Contribution 

 

In historical terms, digital revenue contribution improved to 7% from the 2% reported for both 2018 and 2019 as 
the Company continues to push for better market share in the digital market. During the course of the year, the 
company introduced e-papers and increased online performance by ZTN.

Revenue Contribution by line
Figure 5 below shows the historical revenue contribution by line.

Figure 5: Revenue Contribution by Line

The change in media consumption patterns has seen the migration of audiences from print to digital platforms. 
The Company has been able to move with times and appropriate investments in new platforms have been 
made. During the year under review, advertising contribution to Group revenues at 63%, was restored to the 2017 
levels whilst print circulation has declined as audiences are migrating to digital platforms. Print circulation 
declined from 15% to 11% owing to Covid-19 as most workers were working from home enjoying digital media.

Figure 6: Hyperinflation Profit Contribution by Division

Unlike the decline in profit contributions recorded by both DAP and RBD in 2019, both significantly recovered in 
2020 whilst the CPD suffered a huge drop to 21% from the 40% recorded in 2019. The RBD improved from 8% 
to 16% whilst DAP also improved from 52% to 66%.  

Operations review
The Company performed satisfactorily under the circumstances despite the adverse effects of the Covid-19, 
liquidity constraints and associated low disposable incomes.  All the divisions remained profitable during the year 
ended 31 December 2020. 

Our strategic thrust remains on the following:

  Diversification and building on our leadership
  Innovation and investing for the future
  Continuously refining the business model, improving service delivery and product offering as well as 

embracing new technology 
  Growth through audiences

Our objectives: 
  Growing by building on core strengths and maximising opportunities 
  Transforming through cost efficiency and business model innovation
  Building value through offering a 360-degree solution in line with our vision of becoming a fully integrated 

media house.
 
In pursuit of the 360-degree solution vision, the Company is now fully represented on all platforms that include 
audio, text, and visual. I am pleased to report that the television platform received a boost following the awarding 
of a DTT broadcasting licence by BAZ. Action plans to launch the station have been put in full motion with 
equipment payments being done. 

Publishing and Digital Division
The Digital and Publishing Division remains the main contributor to Group revenue and profitability in both 
historical and hyperinflation terms. The profit contribution in hyperinflation terms for the division improved from 
52% last year to 66% for 2020. 

Figure 7: DAP Performance (Historical)

Revenue and net profit grew by 783.2% and 929.5% respectively when compared to same period last year.

Despite the change in reader habits, liquidity and the general economic challenges that continued to affect 
performance, the Division recorded performance that was above inflation for both revenue and operating profit. 
Advertising revenue recorded 835% increase whilst circulation had a 532% growth. The introduction of e-papers 
brought some significant revenue that helped the division to perform better.
 

Figure 8: DAP Performance (Hyperinflation)
The Division’s revenue in hyperinflation terms increased by 6% whilst net profit declined by 9% owing to losses 
that were recorded beginning of the year due to the effects of lockdown measures. The measures were 
subsequently relaxed, allowing the Division to improve its performance in the second half of the year.
The Division recorded impressive recovery in the second half of the year following the relaxation of the lockdown 
measures.
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Commercial Printing Division
In historical terms, the Division relatively performed better resulting in both revenue and profitability increasing 
by 508%% and 112% respectively when compared to the same period last year. However, net profit growth was 
below the year on year inflation of 348.5% as the Division incurred high local procurement costs due to limited 
forex currency availability.  

Figure 11: CPD Performance 

The Division’s net profit margin declined to 11% in 2020 when compared to 31% in 2019 as costs were increasing 
at a faster rate than the rate of revenue growth. Operating costs increased by 700% whilst revenue increased by 
509%.  The slow revenue growth was a result of constrained performance by Typocrafters as schools were closed 
due to Covid-19. Additional costs were incurred on Covid-19 related costs that included personal protective 
equipment, employee transport, testing, fumigation, and fuel amongst others.

Figure 12: CPD Hyper inflated Performance

 

In hyperinflation terms, both revenue and profit declined by 12% and 61% respectively owing to a challenging 
operating environment as explained under the historical section of the results of the Division.

Broadcasting Division
The Division continued on a positive organic growth path as both revenue and profitability increased by 743% 
and 321% respectively. 

Figure 9: RBD Performance Historical

 

This growth was driven by the increase in listenership and a diversified audience for the advertiser. 

Figure 10: RBD Performance Hyper-inflated

 

In hyperinflation terms, revenue for the RBD grew by 17%, whilst profit was down by 7%. The drop in profit was a 
result of high costs arising from a very challenging operating environment. 

Outlook
Following the awarding of the ZTN DTT broadcasting licence, the Company is optimistic that performance will 
improve. As the Company is working on setting up the ZTN station, profit margins are expected to decline in the 
short term.

Our people, skills and heritage remains the key source of our competitiveness today, tomorrow and into the 
future as the Company remains at the centre and leadership of dissemination of information for its local and 
diaspora audiences using its diverse platforms.
 
The Company’s strategy will continue to focus on servicing the needs of the market through growing deeper 
relationships with our audiences, advertisers and various stakeholders, which will entail re-imaging our journalism 
to meet the new media trends and operating a sustainable business model. 

As mentioned in last year’s report, demand for our traditional products was anticipated to be affected by the 
Covid -19 pandemic, we foresee this extending into 2021. This will, however, happen at a slow rate as the 
vaccination programme will help the country attain herd immunity by year end. The possibility of a third wave 
cannot be ignored as the Indian variant has spread across a number of African countries. We will continue to look 
for opportunities of growing the business despite the challenging operating environment. 



Overview
The operating environment remained difficult in 2020 and the situation was worsened by the negative effects of 
the Covid-19 pandemic. The Government introduced lockdown measures in an effort to control Covid-19 
infections. The restrictions in the movement of people, Covid 19 coupled with other challenges, resulted in 
reduced economic activity and subsequently an estimated -4.1% contraction in the country’s GDP.

Despite the difficult environmental challenges, there were notable improvements in the foreign currency 
availability situation following the introduction of the auction system in the second half of the year resulting in 
price and exchange rate stability being achieved. To that end, year on year inflation fell to 348.5% as at 31 
December 2020 compared to an all high of 837.5% recorded in July 2020. 

In view of the pandemic, the Company dedicated more efforts in ensuring the safety of its employees and its 
viability by focusing on enforcing Covid 19 safety measures and a strict cash flow management regime 
respectively. Generation of foreign currency remained topical although it was significantly affected by the 
enforcement of Covid-19 measures as countries closed their borders to curb the spread of the virus. 
The disruption in the entertainment and media industry opened opportunities for the Company to diversify and 
launch multiple platforms that continued to attract diverse audiences and advertising from international brands. 
The Company made significant progress in its diversification thrust following the licensing by the Broadcasting 
Authority of Zimbabwe (BAZ) of its television station (ZTN) in November 2020.  ZTN is now poised for improved 
financial performance following the expansion of its footprint. The Company will be able to launch ZTN in line 
with the regulator’s 18 months-timeframe. The 360 degrees’ media solution provides better opportunities for the 
Company to provide captivating content on multiple platforms around the clock to create the necessary 
audiences, which offer great value to advertisers.

The Company’s competitive advantage remains its people, who have been able to transform it and save its 
position as the biggest and sole listed media company in Zimbabwe. The team has continued to monitor global 
trends and implement solutions that work in the local environment at the same time generating content with a 
global appeal.

Financial Performance
In a very challenging operating environment where the media industry was one of the hardest hit sectors by the 
pandemic, the Company recorded a 3% growth in revenues to ZWL$1, 345,000,460 compared to ZWL$1 300 
144,343 for the same period last year. The growth was mainly from the Digital and Publishing Division, driven by 
advertising revenues.
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The DAP Division has been the pillar of the Group contributing above 60% revenue over the years. Following a 9 
percentage point revenue decline to 61% in 2019, the Division recorded some recovery, albeit small, to 63% of the 
Group revenues. 

The CPD suffered a 3 percentage point decline in revenue contribution. This was because Typocrafters 
experienced limited trade as schools remained largely closed on account of the Covid-19 pandemic. There were 
also material supply and logistical challenges associated with restrictions in people movement. 

The RBD gained by 1 percentage point to 16% on account of better performance by the television channel, ZTN. 

Figure 3: Historical Revenue Contribution by Division 7 Year Trends

 

A trend analysis over the past 7 years shows the impact of new media on print products.

As shown by figure 3, the Newspaper Division has been recording declining revenue   contributions to the total 
Group over the years. In 2014, the newspapers were contributing 87%, which has now come down to 63% (2019: 
61%).  In 2014, the Commercial Printing Division was contributing 5%, which has now risen to 21% (2019: 24%), 
whilst the Radio Broadcasting Division is now at 16% (2019:15%) from 8% in 2014. 

Figure 4: Historical Digital Revenue Contribution 

 

In historical terms, digital revenue contribution improved to 7% from the 2% reported for both 2018 and 2019 as 
the Company continues to push for better market share in the digital market. During the course of the year, the 
company introduced e-papers and increased online performance by ZTN.

Revenue Contribution by line
Figure 5 below shows the historical revenue contribution by line.

Figure 5: Revenue Contribution by Line

The change in media consumption patterns has seen the migration of audiences from print to digital platforms. 
The Company has been able to move with times and appropriate investments in new platforms have been 
made. During the year under review, advertising contribution to Group revenues at 63%, was restored to the 2017 
levels whilst print circulation has declined as audiences are migrating to digital platforms. Print circulation 
declined from 15% to 11% owing to Covid-19 as most workers were working from home enjoying digital media.

Figure 6: Hyperinflation Profit Contribution by Division

Unlike the decline in profit contributions recorded by both DAP and RBD in 2019, both significantly recovered in 
2020 whilst the CPD suffered a huge drop to 21% from the 40% recorded in 2019. The RBD improved from 8% 
to 16% whilst DAP also improved from 52% to 66%.  

Operations review
The Company performed satisfactorily under the circumstances despite the adverse effects of the Covid-19, 
liquidity constraints and associated low disposable incomes.  All the divisions remained profitable during the year 
ended 31 December 2020. 

Our strategic thrust remains on the following:

  Diversification and building on our leadership
  Innovation and investing for the future
  Continuously refining the business model, improving service delivery and product offering as well as 

embracing new technology 
  Growth through audiences

Our objectives: 
  Growing by building on core strengths and maximising opportunities 
  Transforming through cost efficiency and business model innovation
  Building value through offering a 360-degree solution in line with our vision of becoming a fully integrated 

media house.
 
In pursuit of the 360-degree solution vision, the Company is now fully represented on all platforms that include 
audio, text, and visual. I am pleased to report that the television platform received a boost following the awarding 
of a DTT broadcasting licence by BAZ. Action plans to launch the station have been put in full motion with 
equipment payments being done. 

Publishing and Digital Division
The Digital and Publishing Division remains the main contributor to Group revenue and profitability in both 
historical and hyperinflation terms. The profit contribution in hyperinflation terms for the division improved from 
52% last year to 66% for 2020. 

Figure 7: DAP Performance (Historical)

Revenue and net profit grew by 783.2% and 929.5% respectively when compared to same period last year.

Despite the change in reader habits, liquidity and the general economic challenges that continued to affect 
performance, the Division recorded performance that was above inflation for both revenue and operating profit. 
Advertising revenue recorded 835% increase whilst circulation had a 532% growth. The introduction of e-papers 
brought some significant revenue that helped the division to perform better.
 

Figure 8: DAP Performance (Hyperinflation)
The Division’s revenue in hyperinflation terms increased by 6% whilst net profit declined by 9% owing to losses 
that were recorded beginning of the year due to the effects of lockdown measures. The measures were 
subsequently relaxed, allowing the Division to improve its performance in the second half of the year.
The Division recorded impressive recovery in the second half of the year following the relaxation of the lockdown 
measures.

Commercial Printing Division
In historical terms, the Division relatively performed better resulting in both revenue and profitability increasing 
by 508%% and 112% respectively when compared to the same period last year. However, net profit growth was 
below the year on year inflation of 348.5% as the Division incurred high local procurement costs due to limited 
forex currency availability.  

Figure 11: CPD Performance 

The Division’s net profit margin declined to 11% in 2020 when compared to 31% in 2019 as costs were increasing 
at a faster rate than the rate of revenue growth. Operating costs increased by 700% whilst revenue increased by 
509%.  The slow revenue growth was a result of constrained performance by Typocrafters as schools were closed 
due to Covid-19. Additional costs were incurred on Covid-19 related costs that included personal protective 
equipment, employee transport, testing, fumigation, and fuel amongst others.

Figure 12: CPD Hyper inflated Performance

 

In hyperinflation terms, both revenue and profit declined by 12% and 61% respectively owing to a challenging 
operating environment as explained under the historical section of the results of the Division.

Broadcasting Division
The Division continued on a positive organic growth path as both revenue and profitability increased by 743% 
and 321% respectively. 

Figure 9: RBD Performance Historical

 

This growth was driven by the increase in listenership and a diversified audience for the advertiser. 
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Figure 10: RBD Performance Hyper-inflated

 

In hyperinflation terms, revenue for the RBD grew by 17%, whilst profit was down by 7%. The drop in profit was a 
result of high costs arising from a very challenging operating environment. 

Outlook
Following the awarding of the ZTN DTT broadcasting licence, the Company is optimistic that performance will 
improve. As the Company is working on setting up the ZTN station, profit margins are expected to decline in the 
short term.

Our people, skills and heritage remains the key source of our competitiveness today, tomorrow and into the 
future as the Company remains at the centre and leadership of dissemination of information for its local and 
diaspora audiences using its diverse platforms.
 
The Company’s strategy will continue to focus on servicing the needs of the market through growing deeper 
relationships with our audiences, advertisers and various stakeholders, which will entail re-imaging our journalism 
to meet the new media trends and operating a sustainable business model. 

As mentioned in last year’s report, demand for our traditional products was anticipated to be affected by the 
Covid -19 pandemic, we foresee this extending into 2021. This will, however, happen at a slow rate as the 
vaccination programme will help the country attain herd immunity by year end. The possibility of a third wave 
cannot be ignored as the Indian variant has spread across a number of African countries. We will continue to look 
for opportunities of growing the business despite the challenging operating environment. 



Overview
The operating environment remained difficult in 2020 and the situation was worsened by the negative effects of 
the Covid-19 pandemic. The Government introduced lockdown measures in an effort to control Covid-19 
infections. The restrictions in the movement of people, Covid 19 coupled with other challenges, resulted in 
reduced economic activity and subsequently an estimated -4.1% contraction in the country’s GDP.

Despite the difficult environmental challenges, there were notable improvements in the foreign currency 
availability situation following the introduction of the auction system in the second half of the year resulting in 
price and exchange rate stability being achieved. To that end, year on year inflation fell to 348.5% as at 31 
December 2020 compared to an all high of 837.5% recorded in July 2020. 

In view of the pandemic, the Company dedicated more efforts in ensuring the safety of its employees and its 
viability by focusing on enforcing Covid 19 safety measures and a strict cash flow management regime 
respectively. Generation of foreign currency remained topical although it was significantly affected by the 
enforcement of Covid-19 measures as countries closed their borders to curb the spread of the virus. 
The disruption in the entertainment and media industry opened opportunities for the Company to diversify and 
launch multiple platforms that continued to attract diverse audiences and advertising from international brands. 
The Company made significant progress in its diversification thrust following the licensing by the Broadcasting 
Authority of Zimbabwe (BAZ) of its television station (ZTN) in November 2020.  ZTN is now poised for improved 
financial performance following the expansion of its footprint. The Company will be able to launch ZTN in line 
with the regulator’s 18 months-timeframe. The 360 degrees’ media solution provides better opportunities for the 
Company to provide captivating content on multiple platforms around the clock to create the necessary 
audiences, which offer great value to advertisers.

The Company’s competitive advantage remains its people, who have been able to transform it and save its 
position as the biggest and sole listed media company in Zimbabwe. The team has continued to monitor global 
trends and implement solutions that work in the local environment at the same time generating content with a 
global appeal.

Financial Performance
In a very challenging operating environment where the media industry was one of the hardest hit sectors by the 
pandemic, the Company recorded a 3% growth in revenues to ZWL$1, 345,000,460 compared to ZWL$1 300 
144,343 for the same period last year. The growth was mainly from the Digital and Publishing Division, driven by 
advertising revenues.
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Introduction
Zimpapers views good governance as a vital 
ingredient of operating a successful business, so that it 
can provide assurance to shareholders, customers and 
regulators that the Company’s businesses are being 
properly managed and controlled.

The Company’s approach to governance is 
underpinned by the following core values: Customer 
success/satisfaction, equal opportunity employment, 
quality products and services, efficiency, profitability 
and continuous innovation.

Zimpapers employees are also governed by an 
Internal Code of Conduct.  This Code of Conduct 
incorporates the Company’s operating financial and 
behavioural policies in a set of integrated values, 
including the ethical standards required of members 
of the Company in their interface with one another 
and with all stakeholders.

Board of Directors
The Board of Directors comprises ten members who 
are all non-executive directors except two, the 
Company Chief Executive and the Chief Finance 
Officer.  The Chairperson of the Board is also a 
non-executive director.

The Board meets quarterly to monitor the 
performance of the company and to ensure proper 
control over the strategic direction of the Company.  In 
addition to these regular meetings, the Board has 
delegated certain responsibilities to the Audit and Risk 
Committee, the Human Resources, Remuneration, 
Nomination and Pension Fund Committee, the 
Corporate Social Responsibility Committee and the 
Business Development and Marketing Committee.  In 
addition there is an Executive Committee comprising 
of Chairpersons of all Board Committees which meets 
only where necessary to consider ad hoc matters.

Audit and Risk Committee
Zimpapers has an Audit and Risk Committee that 
assists the Board in the fulfilment of their duties.  The 
Committee deals with issues of compliance, internal 
control, risk management, review of financial 
statements and related audit matters.  The Committee 
is chaired by a non-executive director, has a majority of 
non-executive directors and incorporates the 
Company Chief Executive and the Chief Finance 
Officer as the only executive members.  The 
Committee meets on a quarterly basis, and at least 
twice a year with the Company’s external auditors to 
discuss accounting, auditing, internal control, financial 
reporting and risk management matters.  The external 
auditors have unrestricted access to the Audit and Risk 
Committee.

Corporate Social Responsibility Committee
Zimpapers has a Corporate Social Responsibility 
Committee which is constituted of three 
non-Executive Directors and also incorporates the 
Company Chief Executive and Chief Finance Officer.  
The Committee’s responsibilities are to establish, 
review and recommend to Zimpapers policies and 
procedures that help to maintain a business 
environment committed to high standards of ethics 
and integrity, corporate social responsibility and 
compliance. It also establishes the company’s 
guidelines and practises with respect to contributions 
to charitable, educational, political and other tax 
exempt organisations.   

Human Resources, Remuneration, Nomination and 
Pension Fund Committee
Zimpapers has a Human Resources, Remuneration, 
Nomination and Pension Fund Committee which is 
constituted of three non-executive directors and also 
incorporates the Company Chief Executive and the 
Chief Finance Officer. The Committee’s major 
responsibilities are to ensure that the directors, 
executives and staff are fairly remunerated.  The 
Committee also reviews the broad terms and 
conditions of service for all staff to ensure that they are 
fair and competitive, and also to ensure that the 
industrial relations climate within the Company is 
cordial and harmonious.  

Business Development and Marketing Committee
Zimpapers has a Business Development and 
Marketing Committee which is constituted of three 
non-Executive Directors and incorporates the 
Company Chief Executive Officer, Chief Finance Officer 
and Chief Marketing Officer. The Committee’s major 
responsibilities are to oversee the development and 
implementation of strategic business initiatives 
aligned with Zimpapers strategic plan.  The 
Committee also reviews and also where appropriate 
make recommendations to the Board on business 
growth and diversification opportunities.  It also 
responds to emerging issues related to business 
development and in this regard reviewing the general 
market conditions and how they may present or limit 
new business development opportunities.  

Executive Committee
Zimpapers also has an Executive Committee which is 
constituted of the Board Chairman and the 
Chairpersons of all Board Committees.  The 
Committee can be called on short notice in between 
Board meetings for purposes of discussing urgent 
matters which cannot wait for the normal Board 
meetings.  Its decisions would be ratified at the next 
Board meeting.

Company Secretary
All directors have access to the advice and professional 
services of the qualified and experienced Company 
Secretary who is responsible for ensuring that Board 
procedures and applicable rules and regulations are 
fully observed.  The Company Secretary provides 
guidance to the Board as a whole and to individual 
directors with regards to how their responsibilities 
should be discharged.  The Company Secretary 
oversees the induction of new directors and assists the 
Board Chairman and the Chief Executive Officer to 
determine the Board agendas and Board related 
issues.  The Company Secretary acts as the advisor in 
the effective functioning of the Board ensuring 
appropriate alignment of information flows between 
the Board and its Committees.  The Company 
Secretary is also responsible for ensuring that the 
Board receives accurate, timely and clear information 
and ensures that the Board complies with the 
National Code on Governance.

Independence of Non-Executive Directors
All the ten directors, save for the Company Chief 
Executive and the Chief Finance Officer, are 
non-executive directors, and are independent in 
character and judgment and with no relationships or 
circumstances which are likely to affect, or could 
appear to affect their judgement.

Director’s Interests
Currently the Board Chairperson holds 0,001709% 
shareholding (984,660.shares) in Zimpapers and the 
Chief Executive Officer holds 0.18% shareholding 
(1,008,311 shares) under the Zimpapers Management 
Share Trust.  No other director has any interest in the 
Company.  Each year, directors of the Company are 
required to submit in writing whether they have any 
material interest in any contract of significance with 
the Company which could have given rise to a related 
conflict of interest.  No such conflicts were reported 
this year. 

Rotation and Re-election of Directors
The Articles of Association of the Company require 
that any newly appointed Directors should be 
subjected to election at the next following AGM after 
their appointment and also that at least one third of 
the directors should retire by rotation each year 
(excluding those appointed by the Board during the 
year).

Accordingly, at the Annual General Meeting to be held 
on the 29th June 2021, the Shareholders will be 
required to confirm the resignation of Ms. R. 
Nharaunda, Dr. S. A. Munyeza and Ms. P. E. R. Kurasha.  
The Shareholders will also be asked to confirm the 

resignation by rotation of Mr. L. Mhango and Mrs. S. 
Madzikanda. The Board having reviewed the 
performance of these two Directors and their 
contributions, recommend that they be re-elected as 
Directors at the Annual General Meeting..

Attendance Record
The table below sets out the number of meetings held 
and individual directors’ attendance.  Where individual 
directors did not attend all scheduled meetings, 
apologies were received and accepted by the 
Chairman before commencement of the meetings.

NB: *  This Director resigned in August 2020.
  ** The Board Chairperson attended these 

Committee meetings to have a fuller 
appreciation of the deliberations.

 
Main Board Record Attendance

NAME Meetings Meetings 
 held Attended
Mr. T.A. G. Sithole 4 4
Dr. S. A. Munyeza 4 4
Ms. K. Dube 4 4
Ms. R. Nharaunda 4 4
Mr. L. Mhango 4 4
Mrs. S. Madzikanda 4 4
Ms. T. L. Chibvongodze 4 4
Mr. T. Chiweshe 4 4
Ms. P.E. Kurasha* 4 2
Mr. P. Deketeke 4 4
Mr. F. Matanhire 4 4

Human Resources, Remuneration, Nomination and 
Pension Fund Committee Record of Attendance

NAME Meetings  Meetings
 held Attended
Ms. R. Nharaunda 4 4
Mr. L. Mhango 4 4
Mrs. S. Madzikanda 4 4
Mr. P. Deketeke 4 4
Mr. F. Matanhire 4 4
Mr. T. A. G. Sithole** 4 1

Audit and Risk Committee Record of Attendance

NAME Meetings  Meetings
 held Attended
Dr. S. A. Munyeza 6 6
Ms. R. Nharaunda 6 6
Ms. T. Chibvongodze 6 6
Mr. P. Deketeke 6 6
Mr. F. Matanhire 6 6

Business Development and Marketing Committee 
Record of Attendance

NAME Meetings  Meetings
 held Attended
Ms. K. Dube 6 6
Dr. S. A Munyeza 6 6
Mrs. S. Madzikanda 6 6
Mr. P. Deketeke 6 6
Mr. F. Matanhire 6 6
Mr. T. A. G. Sithole** 6 2

Corporate Social Responsibility Committee Record 
of Attendance

NAME Meetings  Meetings
 held Attended
Mr. L. Mhango 4 4
Mr. T. Chiweshe 4 4
Ms. P.E. R. Kurasha* 4 2
Mr. P. Deketeke 4 4
Mr. F. Matanhire 4 4

Executive Committee Record of Attendance

NAME Meetings  Meetings
 held Attended
Mr. T. A. G. Sithole 2 2
Dr. S. A. Munyeza 2 2
Ms. R. Nharaunda 2 2
Mr. L. Mhango 2 2
Ms. K. Dube 2 2
Mr. P. Deketeke 2 2
Mr. F. Matanhie 2 2

Professional Advice
The non-executive directors have access to 
independent professional advice on the Company‘s 
business at the Company’s expense

Regulatory Environment
The activities of the Group fall within the supervisory 
purview of: the Registrar of Companies, the Zimbabwe 
Stock Exchange, Zimbabwe Media Commission, and 
the Broadcasting Authority of Zimbabwe.

The Group is committed to compliance with all 
legislation and regulations and maintaining open and 
honest relationship with the regulatory authorities.

External Auditors
The Company was audited by Baker Tilly Chartered 
Accountants since 2016. The audit is carried out once a 
year at the end of the year, with a review done during 
half year for completeness and reasonableness of the 

financial statements before publication.  The auditors 
are appointed to hold office at each Annual General 
Meeting and to hold such office until the next Annual 
General Meeting.

Baker Tilly Chartered Accountants has expressed its 
willingness to continue in office as auditor to the 
Company and a resolution proposing its 
re-appointment will be put to the Annual General 
Meeting.  In reaching its decision to recommend the 
re-appointment of Baker Tilly Chartered Accountants 
as auditors, the Board took into account the fact that 
the firm had been the Group’s auditors since 2016, and 
that appropriate arrangements are in place for the 
rotation and renewal of key audit personnel.  The 
Group has not entered into any contractual restriction 
preventing it from considering a change of auditors, 
and the choice of auditors is kept under review by the 
Board from year to year.

Internal Control Environment and Risk 
Management
The Board has overall responsibility of the Group’s 
system of internal control and for reviewing its 
effectiveness, while the implementation of internal 
control is the responsibility of management.  Executive 
management has implemented an internal control 
system designed to help ensure:

 The effectiveness and efficient operation of the 
Company and its business units by enabling 
management to respond appropriately to 
significant risks to achieving the Group’s business 
objectives.

 The safeguarding of assets from inappropriate use 
or from loss and fraud and ensuring that liabilities 
are identified and managed.

 The quality of internal control and external 
reporting and compliance with applicable laws 
and regulations, and with internal policies on the 
conduct of business.

To achieve the above, the Company has a fully-fledged 
Internal Audit Department which is headed by an 
Internal Audit Manager.

The system of internal control is designed to manage, 
rather than eliminate, the risk of failure to achieve the 
Company’s objectives, and can only provide 
reasonable, and not absolute, assurance against 
material misstatement or loss.

The focus of risk management in Zimpapers is mainly 
on identifying, managing, and monitoring all known 
forms of risk across the Company.  An appropriate risk 

analysis framework is used to identify the major risks 
which the Company must manage in serving its 
stakeholders.  To achieve this, the Company takes into 
account the ever changing operating environment 
thereby necessitating regular reassessment of risk 
necessary to protect the Company.

Dividend Policy
The Board is pursuing a dividend policy consistent 
with the Company’s strategy which takes into account 
the company’s overall capital requirements, liquidity 
and profitability. The Board made a resolution to 
recommend to the Annual General Meeting the 
declaration and approval of the interim dividend paid 
in 2020 as the final dividend for the year 2020.  This is 
due to the need to preserve cash for working capital 
requirements in view of the Covid-19 impact on 
operations.

Going Concern
The Board has a reasonable expectation that the 
Company has adequate resources to continue in 
operational existence for the foreseeable future.  
Accordingly, the Company continues to adopt the 
going concern basis in preparing the Annual Report 
and Accounts.

By Order of the Board.

Daphine Tomana (Mrs)
Company Secretary

25 March 2021

The DAP Division has been the pillar of the Group contributing above 60% revenue over the years. Following a 9 
percentage point revenue decline to 61% in 2019, the Division recorded some recovery, albeit small, to 63% of the 
Group revenues. 

The CPD suffered a 3 percentage point decline in revenue contribution. This was because Typocrafters 
experienced limited trade as schools remained largely closed on account of the Covid-19 pandemic. There were 
also material supply and logistical challenges associated with restrictions in people movement. 

The RBD gained by 1 percentage point to 16% on account of better performance by the television channel, ZTN. 

Figure 3: Historical Revenue Contribution by Division 7 Year Trends

 

A trend analysis over the past 7 years shows the impact of new media on print products.

As shown by figure 3, the Newspaper Division has been recording declining revenue   contributions to the total 
Group over the years. In 2014, the newspapers were contributing 87%, which has now come down to 63% (2019: 
61%).  In 2014, the Commercial Printing Division was contributing 5%, which has now risen to 21% (2019: 24%), 
whilst the Radio Broadcasting Division is now at 16% (2019:15%) from 8% in 2014. 

Figure 4: Historical Digital Revenue Contribution 

 

In historical terms, digital revenue contribution improved to 7% from the 2% reported for both 2018 and 2019 as 
the Company continues to push for better market share in the digital market. During the course of the year, the 
company introduced e-papers and increased online performance by ZTN.

Revenue Contribution by line
Figure 5 below shows the historical revenue contribution by line.

Figure 5: Revenue Contribution by Line

The change in media consumption patterns has seen the migration of audiences from print to digital platforms. 
The Company has been able to move with times and appropriate investments in new platforms have been 
made. During the year under review, advertising contribution to Group revenues at 63%, was restored to the 2017 
levels whilst print circulation has declined as audiences are migrating to digital platforms. Print circulation 
declined from 15% to 11% owing to Covid-19 as most workers were working from home enjoying digital media.

Figure 6: Hyperinflation Profit Contribution by Division

Unlike the decline in profit contributions recorded by both DAP and RBD in 2019, both significantly recovered in 
2020 whilst the CPD suffered a huge drop to 21% from the 40% recorded in 2019. The RBD improved from 8% 
to 16% whilst DAP also improved from 52% to 66%.  

Operations review
The Company performed satisfactorily under the circumstances despite the adverse effects of the Covid-19, 
liquidity constraints and associated low disposable incomes.  All the divisions remained profitable during the year 
ended 31 December 2020. 

Our strategic thrust remains on the following:

  Diversification and building on our leadership
  Innovation and investing for the future
  Continuously refining the business model, improving service delivery and product offering as well as 

embracing new technology 
  Growth through audiences

Our objectives: 
  Growing by building on core strengths and maximising opportunities 
  Transforming through cost efficiency and business model innovation
  Building value through offering a 360-degree solution in line with our vision of becoming a fully integrated 

media house.
 
In pursuit of the 360-degree solution vision, the Company is now fully represented on all platforms that include 
audio, text, and visual. I am pleased to report that the television platform received a boost following the awarding 
of a DTT broadcasting licence by BAZ. Action plans to launch the station have been put in full motion with 
equipment payments being done. 

Publishing and Digital Division
The Digital and Publishing Division remains the main contributor to Group revenue and profitability in both 
historical and hyperinflation terms. The profit contribution in hyperinflation terms for the division improved from 
52% last year to 66% for 2020. 

Figure 7: DAP Performance (Historical)

Revenue and net profit grew by 783.2% and 929.5% respectively when compared to same period last year.

Despite the change in reader habits, liquidity and the general economic challenges that continued to affect 
performance, the Division recorded performance that was above inflation for both revenue and operating profit. 
Advertising revenue recorded 835% increase whilst circulation had a 532% growth. The introduction of e-papers 
brought some significant revenue that helped the division to perform better.
 

Figure 8: DAP Performance (Hyperinflation)
The Division’s revenue in hyperinflation terms increased by 6% whilst net profit declined by 9% owing to losses 
that were recorded beginning of the year due to the effects of lockdown measures. The measures were 
subsequently relaxed, allowing the Division to improve its performance in the second half of the year.
The Division recorded impressive recovery in the second half of the year following the relaxation of the lockdown 
measures.
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Commercial Printing Division
In historical terms, the Division relatively performed better resulting in both revenue and profitability increasing 
by 508%% and 112% respectively when compared to the same period last year. However, net profit growth was 
below the year on year inflation of 348.5% as the Division incurred high local procurement costs due to limited 
forex currency availability.  

Figure 11: CPD Performance 

The Division’s net profit margin declined to 11% in 2020 when compared to 31% in 2019 as costs were increasing 
at a faster rate than the rate of revenue growth. Operating costs increased by 700% whilst revenue increased by 
509%.  The slow revenue growth was a result of constrained performance by Typocrafters as schools were closed 
due to Covid-19. Additional costs were incurred on Covid-19 related costs that included personal protective 
equipment, employee transport, testing, fumigation, and fuel amongst others.

Figure 12: CPD Hyper inflated Performance

 

In hyperinflation terms, both revenue and profit declined by 12% and 61% respectively owing to a challenging 
operating environment as explained under the historical section of the results of the Division.

Broadcasting Division
The Division continued on a positive organic growth path as both revenue and profitability increased by 743% 
and 321% respectively. 

Figure 9: RBD Performance Historical

 

This growth was driven by the increase in listenership and a diversified audience for the advertiser. 
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Figure 10: RBD Performance Hyper-inflated

 

In hyperinflation terms, revenue for the RBD grew by 17%, whilst profit was down by 7%. The drop in profit was a 
result of high costs arising from a very challenging operating environment. 

Outlook
Following the awarding of the ZTN DTT broadcasting licence, the Company is optimistic that performance will 
improve. As the Company is working on setting up the ZTN station, profit margins are expected to decline in the 
short term.

Our people, skills and heritage remains the key source of our competitiveness today, tomorrow and into the 
future as the Company remains at the centre and leadership of dissemination of information for its local and 
diaspora audiences using its diverse platforms.
 
The Company’s strategy will continue to focus on servicing the needs of the market through growing deeper 
relationships with our audiences, advertisers and various stakeholders, which will entail re-imaging our journalism 
to meet the new media trends and operating a sustainable business model. 

As mentioned in last year’s report, demand for our traditional products was anticipated to be affected by the 
Covid -19 pandemic, we foresee this extending into 2021. This will, however, happen at a slow rate as the 
vaccination programme will help the country attain herd immunity by year end. The possibility of a third wave 
cannot be ignored as the Indian variant has spread across a number of African countries. We will continue to look 
for opportunities of growing the business despite the challenging operating environment. 



Overview
The operating environment remained difficult in 2020 and the situation was worsened by the negative effects of 
the Covid-19 pandemic. The Government introduced lockdown measures in an effort to control Covid-19 
infections. The restrictions in the movement of people, Covid 19 coupled with other challenges, resulted in 
reduced economic activity and subsequently an estimated -4.1% contraction in the country’s GDP.

Despite the difficult environmental challenges, there were notable improvements in the foreign currency 
availability situation following the introduction of the auction system in the second half of the year resulting in 
price and exchange rate stability being achieved. To that end, year on year inflation fell to 348.5% as at 31 
December 2020 compared to an all high of 837.5% recorded in July 2020. 

In view of the pandemic, the Company dedicated more efforts in ensuring the safety of its employees and its 
viability by focusing on enforcing Covid 19 safety measures and a strict cash flow management regime 
respectively. Generation of foreign currency remained topical although it was significantly affected by the 
enforcement of Covid-19 measures as countries closed their borders to curb the spread of the virus. 
The disruption in the entertainment and media industry opened opportunities for the Company to diversify and 
launch multiple platforms that continued to attract diverse audiences and advertising from international brands. 
The Company made significant progress in its diversification thrust following the licensing by the Broadcasting 
Authority of Zimbabwe (BAZ) of its television station (ZTN) in November 2020.  ZTN is now poised for improved 
financial performance following the expansion of its footprint. The Company will be able to launch ZTN in line 
with the regulator’s 18 months-timeframe. The 360 degrees’ media solution provides better opportunities for the 
Company to provide captivating content on multiple platforms around the clock to create the necessary 
audiences, which offer great value to advertisers.

The Company’s competitive advantage remains its people, who have been able to transform it and save its 
position as the biggest and sole listed media company in Zimbabwe. The team has continued to monitor global 
trends and implement solutions that work in the local environment at the same time generating content with a 
global appeal.

Financial Performance
In a very challenging operating environment where the media industry was one of the hardest hit sectors by the 
pandemic, the Company recorded a 3% growth in revenues to ZWL$1, 345,000,460 compared to ZWL$1 300 
144,343 for the same period last year. The growth was mainly from the Digital and Publishing Division, driven by 
advertising revenues.
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Introduction
Zimpapers views good governance as a vital 
ingredient of operating a successful business, so that it 
can provide assurance to shareholders, customers and 
regulators that the Company’s businesses are being 
properly managed and controlled.

The Company’s approach to governance is 
underpinned by the following core values: Customer 
success/satisfaction, equal opportunity employment, 
quality products and services, efficiency, profitability 
and continuous innovation.

Zimpapers employees are also governed by an 
Internal Code of Conduct.  This Code of Conduct 
incorporates the Company’s operating financial and 
behavioural policies in a set of integrated values, 
including the ethical standards required of members 
of the Company in their interface with one another 
and with all stakeholders.

Board of Directors
The Board of Directors comprises ten members who 
are all non-executive directors except two, the 
Company Chief Executive and the Chief Finance 
Officer.  The Chairperson of the Board is also a 
non-executive director.

The Board meets quarterly to monitor the 
performance of the company and to ensure proper 
control over the strategic direction of the Company.  In 
addition to these regular meetings, the Board has 
delegated certain responsibilities to the Audit and Risk 
Committee, the Human Resources, Remuneration, 
Nomination and Pension Fund Committee, the 
Corporate Social Responsibility Committee and the 
Business Development and Marketing Committee.  In 
addition there is an Executive Committee comprising 
of Chairpersons of all Board Committees which meets 
only where necessary to consider ad hoc matters.

Audit and Risk Committee
Zimpapers has an Audit and Risk Committee that 
assists the Board in the fulfilment of their duties.  The 
Committee deals with issues of compliance, internal 
control, risk management, review of financial 
statements and related audit matters.  The Committee 
is chaired by a non-executive director, has a majority of 
non-executive directors and incorporates the 
Company Chief Executive and the Chief Finance 
Officer as the only executive members.  The 
Committee meets on a quarterly basis, and at least 
twice a year with the Company’s external auditors to 
discuss accounting, auditing, internal control, financial 
reporting and risk management matters.  The external 
auditors have unrestricted access to the Audit and Risk 
Committee.

Corporate Social Responsibility Committee
Zimpapers has a Corporate Social Responsibility 
Committee which is constituted of three 
non-Executive Directors and also incorporates the 
Company Chief Executive and Chief Finance Officer.  
The Committee’s responsibilities are to establish, 
review and recommend to Zimpapers policies and 
procedures that help to maintain a business 
environment committed to high standards of ethics 
and integrity, corporate social responsibility and 
compliance. It also establishes the company’s 
guidelines and practises with respect to contributions 
to charitable, educational, political and other tax 
exempt organisations.   

Human Resources, Remuneration, Nomination and 
Pension Fund Committee
Zimpapers has a Human Resources, Remuneration, 
Nomination and Pension Fund Committee which is 
constituted of three non-executive directors and also 
incorporates the Company Chief Executive and the 
Chief Finance Officer. The Committee’s major 
responsibilities are to ensure that the directors, 
executives and staff are fairly remunerated.  The 
Committee also reviews the broad terms and 
conditions of service for all staff to ensure that they are 
fair and competitive, and also to ensure that the 
industrial relations climate within the Company is 
cordial and harmonious.  

Business Development and Marketing Committee
Zimpapers has a Business Development and 
Marketing Committee which is constituted of three 
non-Executive Directors and incorporates the 
Company Chief Executive Officer, Chief Finance Officer 
and Chief Marketing Officer. The Committee’s major 
responsibilities are to oversee the development and 
implementation of strategic business initiatives 
aligned with Zimpapers strategic plan.  The 
Committee also reviews and also where appropriate 
make recommendations to the Board on business 
growth and diversification opportunities.  It also 
responds to emerging issues related to business 
development and in this regard reviewing the general 
market conditions and how they may present or limit 
new business development opportunities.  

Executive Committee
Zimpapers also has an Executive Committee which is 
constituted of the Board Chairman and the 
Chairpersons of all Board Committees.  The 
Committee can be called on short notice in between 
Board meetings for purposes of discussing urgent 
matters which cannot wait for the normal Board 
meetings.  Its decisions would be ratified at the next 
Board meeting.

Company Secretary
All directors have access to the advice and professional 
services of the qualified and experienced Company 
Secretary who is responsible for ensuring that Board 
procedures and applicable rules and regulations are 
fully observed.  The Company Secretary provides 
guidance to the Board as a whole and to individual 
directors with regards to how their responsibilities 
should be discharged.  The Company Secretary 
oversees the induction of new directors and assists the 
Board Chairman and the Chief Executive Officer to 
determine the Board agendas and Board related 
issues.  The Company Secretary acts as the advisor in 
the effective functioning of the Board ensuring 
appropriate alignment of information flows between 
the Board and its Committees.  The Company 
Secretary is also responsible for ensuring that the 
Board receives accurate, timely and clear information 
and ensures that the Board complies with the 
National Code on Governance.

Independence of Non-Executive Directors
All the ten directors, save for the Company Chief 
Executive and the Chief Finance Officer, are 
non-executive directors, and are independent in 
character and judgment and with no relationships or 
circumstances which are likely to affect, or could 
appear to affect their judgement.

Director’s Interests
Currently the Board Chairperson holds 0,001709% 
shareholding (984,660.shares) in Zimpapers and the 
Chief Executive Officer holds 0.18% shareholding 
(1,008,311 shares) under the Zimpapers Management 
Share Trust.  No other director has any interest in the 
Company.  Each year, directors of the Company are 
required to submit in writing whether they have any 
material interest in any contract of significance with 
the Company which could have given rise to a related 
conflict of interest.  No such conflicts were reported 
this year. 

Rotation and Re-election of Directors
The Articles of Association of the Company require 
that any newly appointed Directors should be 
subjected to election at the next following AGM after 
their appointment and also that at least one third of 
the directors should retire by rotation each year 
(excluding those appointed by the Board during the 
year).

Accordingly, at the Annual General Meeting to be held 
on the 29th June 2021, the Shareholders will be 
required to confirm the resignation of Ms. R. 
Nharaunda, Dr. S. A. Munyeza and Ms. P. E. R. Kurasha.  
The Shareholders will also be asked to confirm the 

resignation by rotation of Mr. L. Mhango and Mrs. S. 
Madzikanda. The Board having reviewed the 
performance of these two Directors and their 
contributions, recommend that they be re-elected as 
Directors at the Annual General Meeting..

Attendance Record
The table below sets out the number of meetings held 
and individual directors’ attendance.  Where individual 
directors did not attend all scheduled meetings, 
apologies were received and accepted by the 
Chairman before commencement of the meetings.

NB: *  This Director resigned in August 2020.
  ** The Board Chairperson attended these 

Committee meetings to have a fuller 
appreciation of the deliberations.

 
Main Board Record Attendance

NAME Meetings Meetings 
 held Attended
Mr. T.A. G. Sithole 4 4
Dr. S. A. Munyeza 4 4
Ms. K. Dube 4 4
Ms. R. Nharaunda 4 4
Mr. L. Mhango 4 4
Mrs. S. Madzikanda 4 4
Ms. T. L. Chibvongodze 4 4
Mr. T. Chiweshe 4 4
Ms. P.E. Kurasha* 4 2
Mr. P. Deketeke 4 4
Mr. F. Matanhire 4 4

Human Resources, Remuneration, Nomination and 
Pension Fund Committee Record of Attendance

NAME Meetings  Meetings
 held Attended
Ms. R. Nharaunda 4 4
Mr. L. Mhango 4 4
Mrs. S. Madzikanda 4 4
Mr. P. Deketeke 4 4
Mr. F. Matanhire 4 4
Mr. T. A. G. Sithole** 4 1

Audit and Risk Committee Record of Attendance

NAME Meetings  Meetings
 held Attended
Dr. S. A. Munyeza 6 6
Ms. R. Nharaunda 6 6
Ms. T. Chibvongodze 6 6
Mr. P. Deketeke 6 6
Mr. F. Matanhire 6 6

Business Development and Marketing Committee 
Record of Attendance

NAME Meetings  Meetings
 held Attended
Ms. K. Dube 6 6
Dr. S. A Munyeza 6 6
Mrs. S. Madzikanda 6 6
Mr. P. Deketeke 6 6
Mr. F. Matanhire 6 6
Mr. T. A. G. Sithole** 6 2

Corporate Social Responsibility Committee Record 
of Attendance

NAME Meetings  Meetings
 held Attended
Mr. L. Mhango 4 4
Mr. T. Chiweshe 4 4
Ms. P.E. R. Kurasha* 4 2
Mr. P. Deketeke 4 4
Mr. F. Matanhire 4 4

Executive Committee Record of Attendance

NAME Meetings  Meetings
 held Attended
Mr. T. A. G. Sithole 2 2
Dr. S. A. Munyeza 2 2
Ms. R. Nharaunda 2 2
Mr. L. Mhango 2 2
Ms. K. Dube 2 2
Mr. P. Deketeke 2 2
Mr. F. Matanhie 2 2

Professional Advice
The non-executive directors have access to 
independent professional advice on the Company‘s 
business at the Company’s expense

Regulatory Environment
The activities of the Group fall within the supervisory 
purview of: the Registrar of Companies, the Zimbabwe 
Stock Exchange, Zimbabwe Media Commission, and 
the Broadcasting Authority of Zimbabwe.

The Group is committed to compliance with all 
legislation and regulations and maintaining open and 
honest relationship with the regulatory authorities.

External Auditors
The Company was audited by Baker Tilly Chartered 
Accountants since 2016. The audit is carried out once a 
year at the end of the year, with a review done during 
half year for completeness and reasonableness of the 

financial statements before publication.  The auditors 
are appointed to hold office at each Annual General 
Meeting and to hold such office until the next Annual 
General Meeting.

Baker Tilly Chartered Accountants has expressed its 
willingness to continue in office as auditor to the 
Company and a resolution proposing its 
re-appointment will be put to the Annual General 
Meeting.  In reaching its decision to recommend the 
re-appointment of Baker Tilly Chartered Accountants 
as auditors, the Board took into account the fact that 
the firm had been the Group’s auditors since 2016, and 
that appropriate arrangements are in place for the 
rotation and renewal of key audit personnel.  The 
Group has not entered into any contractual restriction 
preventing it from considering a change of auditors, 
and the choice of auditors is kept under review by the 
Board from year to year.

Internal Control Environment and Risk 
Management
The Board has overall responsibility of the Group’s 
system of internal control and for reviewing its 
effectiveness, while the implementation of internal 
control is the responsibility of management.  Executive 
management has implemented an internal control 
system designed to help ensure:

 The effectiveness and efficient operation of the 
Company and its business units by enabling 
management to respond appropriately to 
significant risks to achieving the Group’s business 
objectives.

 The safeguarding of assets from inappropriate use 
or from loss and fraud and ensuring that liabilities 
are identified and managed.

 The quality of internal control and external 
reporting and compliance with applicable laws 
and regulations, and with internal policies on the 
conduct of business.

To achieve the above, the Company has a fully-fledged 
Internal Audit Department which is headed by an 
Internal Audit Manager.

The system of internal control is designed to manage, 
rather than eliminate, the risk of failure to achieve the 
Company’s objectives, and can only provide 
reasonable, and not absolute, assurance against 
material misstatement or loss.

The focus of risk management in Zimpapers is mainly 
on identifying, managing, and monitoring all known 
forms of risk across the Company.  An appropriate risk 

analysis framework is used to identify the major risks 
which the Company must manage in serving its 
stakeholders.  To achieve this, the Company takes into 
account the ever changing operating environment 
thereby necessitating regular reassessment of risk 
necessary to protect the Company.

Dividend Policy
The Board is pursuing a dividend policy consistent 
with the Company’s strategy which takes into account 
the company’s overall capital requirements, liquidity 
and profitability. The Board made a resolution to 
recommend to the Annual General Meeting the 
declaration and approval of the interim dividend paid 
in 2020 as the final dividend for the year 2020.  This is 
due to the need to preserve cash for working capital 
requirements in view of the Covid-19 impact on 
operations.

Going Concern
The Board has a reasonable expectation that the 
Company has adequate resources to continue in 
operational existence for the foreseeable future.  
Accordingly, the Company continues to adopt the 
going concern basis in preparing the Annual Report 
and Accounts.

By Order of the Board.

Daphine Tomana (Mrs)
Company Secretary

25 March 2021

The DAP Division has been the pillar of the Group contributing above 60% revenue over the years. Following a 9 
percentage point revenue decline to 61% in 2019, the Division recorded some recovery, albeit small, to 63% of the 
Group revenues. 

The CPD suffered a 3 percentage point decline in revenue contribution. This was because Typocrafters 
experienced limited trade as schools remained largely closed on account of the Covid-19 pandemic. There were 
also material supply and logistical challenges associated with restrictions in people movement. 

The RBD gained by 1 percentage point to 16% on account of better performance by the television channel, ZTN. 

Figure 3: Historical Revenue Contribution by Division 7 Year Trends

 

A trend analysis over the past 7 years shows the impact of new media on print products.

As shown by figure 3, the Newspaper Division has been recording declining revenue   contributions to the total 
Group over the years. In 2014, the newspapers were contributing 87%, which has now come down to 63% (2019: 
61%).  In 2014, the Commercial Printing Division was contributing 5%, which has now risen to 21% (2019: 24%), 
whilst the Radio Broadcasting Division is now at 16% (2019:15%) from 8% in 2014. 

Figure 4: Historical Digital Revenue Contribution 

 

In historical terms, digital revenue contribution improved to 7% from the 2% reported for both 2018 and 2019 as 
the Company continues to push for better market share in the digital market. During the course of the year, the 
company introduced e-papers and increased online performance by ZTN.

Revenue Contribution by line
Figure 5 below shows the historical revenue contribution by line.

Figure 5: Revenue Contribution by Line

The change in media consumption patterns has seen the migration of audiences from print to digital platforms. 
The Company has been able to move with times and appropriate investments in new platforms have been 
made. During the year under review, advertising contribution to Group revenues at 63%, was restored to the 2017 
levels whilst print circulation has declined as audiences are migrating to digital platforms. Print circulation 
declined from 15% to 11% owing to Covid-19 as most workers were working from home enjoying digital media.

Figure 6: Hyperinflation Profit Contribution by Division

Unlike the decline in profit contributions recorded by both DAP and RBD in 2019, both significantly recovered in 
2020 whilst the CPD suffered a huge drop to 21% from the 40% recorded in 2019. The RBD improved from 8% 
to 16% whilst DAP also improved from 52% to 66%.  

Operations review
The Company performed satisfactorily under the circumstances despite the adverse effects of the Covid-19, 
liquidity constraints and associated low disposable incomes.  All the divisions remained profitable during the year 
ended 31 December 2020. 

Our strategic thrust remains on the following:

  Diversification and building on our leadership
  Innovation and investing for the future
  Continuously refining the business model, improving service delivery and product offering as well as 

embracing new technology 
  Growth through audiences

Our objectives: 
  Growing by building on core strengths and maximising opportunities 
  Transforming through cost efficiency and business model innovation
  Building value through offering a 360-degree solution in line with our vision of becoming a fully integrated 

media house.
 
In pursuit of the 360-degree solution vision, the Company is now fully represented on all platforms that include 
audio, text, and visual. I am pleased to report that the television platform received a boost following the awarding 
of a DTT broadcasting licence by BAZ. Action plans to launch the station have been put in full motion with 
equipment payments being done. 

Publishing and Digital Division
The Digital and Publishing Division remains the main contributor to Group revenue and profitability in both 
historical and hyperinflation terms. The profit contribution in hyperinflation terms for the division improved from 
52% last year to 66% for 2020. 

Figure 7: DAP Performance (Historical)

Revenue and net profit grew by 783.2% and 929.5% respectively when compared to same period last year.

Despite the change in reader habits, liquidity and the general economic challenges that continued to affect 
performance, the Division recorded performance that was above inflation for both revenue and operating profit. 
Advertising revenue recorded 835% increase whilst circulation had a 532% growth. The introduction of e-papers 
brought some significant revenue that helped the division to perform better.
 

Figure 8: DAP Performance (Hyperinflation)
The Division’s revenue in hyperinflation terms increased by 6% whilst net profit declined by 9% owing to losses 
that were recorded beginning of the year due to the effects of lockdown measures. The measures were 
subsequently relaxed, allowing the Division to improve its performance in the second half of the year.
The Division recorded impressive recovery in the second half of the year following the relaxation of the lockdown 
measures.

Commercial Printing Division
In historical terms, the Division relatively performed better resulting in both revenue and profitability increasing 
by 508%% and 112% respectively when compared to the same period last year. However, net profit growth was 
below the year on year inflation of 348.5% as the Division incurred high local procurement costs due to limited 
forex currency availability.  

Figure 11: CPD Performance 

The Division’s net profit margin declined to 11% in 2020 when compared to 31% in 2019 as costs were increasing 
at a faster rate than the rate of revenue growth. Operating costs increased by 700% whilst revenue increased by 
509%.  The slow revenue growth was a result of constrained performance by Typocrafters as schools were closed 
due to Covid-19. Additional costs were incurred on Covid-19 related costs that included personal protective 
equipment, employee transport, testing, fumigation, and fuel amongst others.

Figure 12: CPD Hyper inflated Performance

 

In hyperinflation terms, both revenue and profit declined by 12% and 61% respectively owing to a challenging 
operating environment as explained under the historical section of the results of the Division.

Broadcasting Division
The Division continued on a positive organic growth path as both revenue and profitability increased by 743% 
and 321% respectively. 

Figure 9: RBD Performance Historical

 

This growth was driven by the increase in listenership and a diversified audience for the advertiser. 

Figure 10: RBD Performance Hyper-inflated

 

In hyperinflation terms, revenue for the RBD grew by 17%, whilst profit was down by 7%. The drop in profit was a 
result of high costs arising from a very challenging operating environment. 

Outlook
Following the awarding of the ZTN DTT broadcasting licence, the Company is optimistic that performance will 
improve. As the Company is working on setting up the ZTN station, profit margins are expected to decline in the 
short term.

Our people, skills and heritage remains the key source of our competitiveness today, tomorrow and into the 
future as the Company remains at the centre and leadership of dissemination of information for its local and 
diaspora audiences using its diverse platforms.
 
The Company’s strategy will continue to focus on servicing the needs of the market through growing deeper 
relationships with our audiences, advertisers and various stakeholders, which will entail re-imaging our journalism 
to meet the new media trends and operating a sustainable business model. 

As mentioned in last year’s report, demand for our traditional products was anticipated to be affected by the 
Covid -19 pandemic, we foresee this extending into 2021. This will, however, happen at a slow rate as the 
vaccination programme will help the country attain herd immunity by year end. The possibility of a third wave 
cannot be ignored as the Indian variant has spread across a number of African countries. We will continue to look 
for opportunities of growing the business despite the challenging operating environment. 
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Overview
The operating environment remained difficult in 2020 and the situation was worsened by the negative effects of 
the Covid-19 pandemic. The Government introduced lockdown measures in an effort to control Covid-19 
infections. The restrictions in the movement of people, Covid 19 coupled with other challenges, resulted in 
reduced economic activity and subsequently an estimated -4.1% contraction in the country’s GDP.

Despite the difficult environmental challenges, there were notable improvements in the foreign currency 
availability situation following the introduction of the auction system in the second half of the year resulting in 
price and exchange rate stability being achieved. To that end, year on year inflation fell to 348.5% as at 31 
December 2020 compared to an all high of 837.5% recorded in July 2020. 

In view of the pandemic, the Company dedicated more efforts in ensuring the safety of its employees and its 
viability by focusing on enforcing Covid 19 safety measures and a strict cash flow management regime 
respectively. Generation of foreign currency remained topical although it was significantly affected by the 
enforcement of Covid-19 measures as countries closed their borders to curb the spread of the virus. 
The disruption in the entertainment and media industry opened opportunities for the Company to diversify and 
launch multiple platforms that continued to attract diverse audiences and advertising from international brands. 
The Company made significant progress in its diversification thrust following the licensing by the Broadcasting 
Authority of Zimbabwe (BAZ) of its television station (ZTN) in November 2020.  ZTN is now poised for improved 
financial performance following the expansion of its footprint. The Company will be able to launch ZTN in line 
with the regulator’s 18 months-timeframe. The 360 degrees’ media solution provides better opportunities for the 
Company to provide captivating content on multiple platforms around the clock to create the necessary 
audiences, which offer great value to advertisers.

The Company’s competitive advantage remains its people, who have been able to transform it and save its 
position as the biggest and sole listed media company in Zimbabwe. The team has continued to monitor global 
trends and implement solutions that work in the local environment at the same time generating content with a 
global appeal.

Financial Performance
In a very challenging operating environment where the media industry was one of the hardest hit sectors by the 
pandemic, the Company recorded a 3% growth in revenues to ZWL$1, 345,000,460 compared to ZWL$1 300 
144,343 for the same period last year. The growth was mainly from the Digital and Publishing Division, driven by 
advertising revenues.
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Introduction
Zimpapers views good governance as a vital 
ingredient of operating a successful business, so that it 
can provide assurance to shareholders, customers and 
regulators that the Company’s businesses are being 
properly managed and controlled.

The Company’s approach to governance is 
underpinned by the following core values: Customer 
success/satisfaction, equal opportunity employment, 
quality products and services, efficiency, profitability 
and continuous innovation.

Zimpapers employees are also governed by an 
Internal Code of Conduct.  This Code of Conduct 
incorporates the Company’s operating financial and 
behavioural policies in a set of integrated values, 
including the ethical standards required of members 
of the Company in their interface with one another 
and with all stakeholders.

Board of Directors
The Board of Directors comprises ten members who 
are all non-executive directors except two, the 
Company Chief Executive and the Chief Finance 
Officer.  The Chairperson of the Board is also a 
non-executive director.

The Board meets quarterly to monitor the 
performance of the company and to ensure proper 
control over the strategic direction of the Company.  In 
addition to these regular meetings, the Board has 
delegated certain responsibilities to the Audit and Risk 
Committee, the Human Resources, Remuneration, 
Nomination and Pension Fund Committee, the 
Corporate Social Responsibility Committee and the 
Business Development and Marketing Committee.  In 
addition there is an Executive Committee comprising 
of Chairpersons of all Board Committees which meets 
only where necessary to consider ad hoc matters.

Audit and Risk Committee
Zimpapers has an Audit and Risk Committee that 
assists the Board in the fulfilment of their duties.  The 
Committee deals with issues of compliance, internal 
control, risk management, review of financial 
statements and related audit matters.  The Committee 
is chaired by a non-executive director, has a majority of 
non-executive directors and incorporates the 
Company Chief Executive and the Chief Finance 
Officer as the only executive members.  The 
Committee meets on a quarterly basis, and at least 
twice a year with the Company’s external auditors to 
discuss accounting, auditing, internal control, financial 
reporting and risk management matters.  The external 
auditors have unrestricted access to the Audit and Risk 
Committee.

Corporate Social Responsibility Committee
Zimpapers has a Corporate Social Responsibility 
Committee which is constituted of three 
non-Executive Directors and also incorporates the 
Company Chief Executive and Chief Finance Officer.  
The Committee’s responsibilities are to establish, 
review and recommend to Zimpapers policies and 
procedures that help to maintain a business 
environment committed to high standards of ethics 
and integrity, corporate social responsibility and 
compliance. It also establishes the company’s 
guidelines and practises with respect to contributions 
to charitable, educational, political and other tax 
exempt organisations.   

Human Resources, Remuneration, Nomination and 
Pension Fund Committee
Zimpapers has a Human Resources, Remuneration, 
Nomination and Pension Fund Committee which is 
constituted of three non-executive directors and also 
incorporates the Company Chief Executive and the 
Chief Finance Officer. The Committee’s major 
responsibilities are to ensure that the directors, 
executives and staff are fairly remunerated.  The 
Committee also reviews the broad terms and 
conditions of service for all staff to ensure that they are 
fair and competitive, and also to ensure that the 
industrial relations climate within the Company is 
cordial and harmonious.  

Business Development and Marketing Committee
Zimpapers has a Business Development and 
Marketing Committee which is constituted of three 
non-Executive Directors and incorporates the 
Company Chief Executive Officer, Chief Finance Officer 
and Chief Marketing Officer. The Committee’s major 
responsibilities are to oversee the development and 
implementation of strategic business initiatives 
aligned with Zimpapers strategic plan.  The 
Committee also reviews and also where appropriate 
make recommendations to the Board on business 
growth and diversification opportunities.  It also 
responds to emerging issues related to business 
development and in this regard reviewing the general 
market conditions and how they may present or limit 
new business development opportunities.  

Executive Committee
Zimpapers also has an Executive Committee which is 
constituted of the Board Chairman and the 
Chairpersons of all Board Committees.  The 
Committee can be called on short notice in between 
Board meetings for purposes of discussing urgent 
matters which cannot wait for the normal Board 
meetings.  Its decisions would be ratified at the next 
Board meeting.

Company Secretary
All directors have access to the advice and professional 
services of the qualified and experienced Company 
Secretary who is responsible for ensuring that Board 
procedures and applicable rules and regulations are 
fully observed.  The Company Secretary provides 
guidance to the Board as a whole and to individual 
directors with regards to how their responsibilities 
should be discharged.  The Company Secretary 
oversees the induction of new directors and assists the 
Board Chairman and the Chief Executive Officer to 
determine the Board agendas and Board related 
issues.  The Company Secretary acts as the advisor in 
the effective functioning of the Board ensuring 
appropriate alignment of information flows between 
the Board and its Committees.  The Company 
Secretary is also responsible for ensuring that the 
Board receives accurate, timely and clear information 
and ensures that the Board complies with the 
National Code on Governance.

Independence of Non-Executive Directors
All the ten directors, save for the Company Chief 
Executive and the Chief Finance Officer, are 
non-executive directors, and are independent in 
character and judgment and with no relationships or 
circumstances which are likely to affect, or could 
appear to affect their judgement.

Director’s Interests
Currently the Board Chairperson holds 0,001709% 
shareholding (984,660.shares) in Zimpapers and the 
Chief Executive Officer holds 0.18% shareholding 
(1,008,311 shares) under the Zimpapers Management 
Share Trust.  No other director has any interest in the 
Company.  Each year, directors of the Company are 
required to submit in writing whether they have any 
material interest in any contract of significance with 
the Company which could have given rise to a related 
conflict of interest.  No such conflicts were reported 
this year. 

Rotation and Re-election of Directors
The Articles of Association of the Company require 
that any newly appointed Directors should be 
subjected to election at the next following AGM after 
their appointment and also that at least one third of 
the directors should retire by rotation each year 
(excluding those appointed by the Board during the 
year).

Accordingly, at the Annual General Meeting to be held 
on the 29th June 2021, the Shareholders will be 
required to confirm the resignation of Ms. R. 
Nharaunda, Dr. S. A. Munyeza and Ms. P. E. R. Kurasha.  
The Shareholders will also be asked to confirm the 

resignation by rotation of Mr. L. Mhango and Mrs. S. 
Madzikanda. The Board having reviewed the 
performance of these two Directors and their 
contributions, recommend that they be re-elected as 
Directors at the Annual General Meeting..

Attendance Record
The table below sets out the number of meetings held 
and individual directors’ attendance.  Where individual 
directors did not attend all scheduled meetings, 
apologies were received and accepted by the 
Chairman before commencement of the meetings.

NB: *  This Director resigned in August 2020.
  ** The Board Chairperson attended these 

Committee meetings to have a fuller 
appreciation of the deliberations.

 
Main Board Record Attendance

NAME Meetings Meetings 
 held Attended
Mr. T.A. G. Sithole 4 4
Dr. S. A. Munyeza 4 4
Ms. K. Dube 4 4
Ms. R. Nharaunda 4 4
Mr. L. Mhango 4 4
Mrs. S. Madzikanda 4 4
Ms. T. L. Chibvongodze 4 4
Mr. T. Chiweshe 4 4
Ms. P.E. Kurasha* 4 2
Mr. P. Deketeke 4 4
Mr. F. Matanhire 4 4

Human Resources, Remuneration, Nomination and 
Pension Fund Committee Record of Attendance

NAME Meetings  Meetings
 held Attended
Ms. R. Nharaunda 4 4
Mr. L. Mhango 4 4
Mrs. S. Madzikanda 4 4
Mr. P. Deketeke 4 4
Mr. F. Matanhire 4 4
Mr. T. A. G. Sithole** 4 1

Audit and Risk Committee Record of Attendance

NAME Meetings  Meetings
 held Attended
Dr. S. A. Munyeza 6 6
Ms. R. Nharaunda 6 6
Ms. T. Chibvongodze 6 6
Mr. P. Deketeke 6 6
Mr. F. Matanhire 6 6

Business Development and Marketing Committee 
Record of Attendance

NAME Meetings  Meetings
 held Attended
Ms. K. Dube 6 6
Dr. S. A Munyeza 6 6
Mrs. S. Madzikanda 6 6
Mr. P. Deketeke 6 6
Mr. F. Matanhire 6 6
Mr. T. A. G. Sithole** 6 2

Corporate Social Responsibility Committee Record 
of Attendance

NAME Meetings  Meetings
 held Attended
Mr. L. Mhango 4 4
Mr. T. Chiweshe 4 4
Ms. P.E. R. Kurasha* 4 2
Mr. P. Deketeke 4 4
Mr. F. Matanhire 4 4

Executive Committee Record of Attendance

NAME Meetings  Meetings
 held Attended
Mr. T. A. G. Sithole 2 2
Dr. S. A. Munyeza 2 2
Ms. R. Nharaunda 2 2
Mr. L. Mhango 2 2
Ms. K. Dube 2 2
Mr. P. Deketeke 2 2
Mr. F. Matanhie 2 2

Professional Advice
The non-executive directors have access to 
independent professional advice on the Company‘s 
business at the Company’s expense

Regulatory Environment
The activities of the Group fall within the supervisory 
purview of: the Registrar of Companies, the Zimbabwe 
Stock Exchange, Zimbabwe Media Commission, and 
the Broadcasting Authority of Zimbabwe.

The Group is committed to compliance with all 
legislation and regulations and maintaining open and 
honest relationship with the regulatory authorities.

External Auditors
The Company was audited by Baker Tilly Chartered 
Accountants since 2016. The audit is carried out once a 
year at the end of the year, with a review done during 
half year for completeness and reasonableness of the 

financial statements before publication.  The auditors 
are appointed to hold office at each Annual General 
Meeting and to hold such office until the next Annual 
General Meeting.

Baker Tilly Chartered Accountants has expressed its 
willingness to continue in office as auditor to the 
Company and a resolution proposing its 
re-appointment will be put to the Annual General 
Meeting.  In reaching its decision to recommend the 
re-appointment of Baker Tilly Chartered Accountants 
as auditors, the Board took into account the fact that 
the firm had been the Group’s auditors since 2016, and 
that appropriate arrangements are in place for the 
rotation and renewal of key audit personnel.  The 
Group has not entered into any contractual restriction 
preventing it from considering a change of auditors, 
and the choice of auditors is kept under review by the 
Board from year to year.

Internal Control Environment and Risk 
Management
The Board has overall responsibility of the Group’s 
system of internal control and for reviewing its 
effectiveness, while the implementation of internal 
control is the responsibility of management.  Executive 
management has implemented an internal control 
system designed to help ensure:

 The effectiveness and efficient operation of the 
Company and its business units by enabling 
management to respond appropriately to 
significant risks to achieving the Group’s business 
objectives.

 The safeguarding of assets from inappropriate use 
or from loss and fraud and ensuring that liabilities 
are identified and managed.

 The quality of internal control and external 
reporting and compliance with applicable laws 
and regulations, and with internal policies on the 
conduct of business.

To achieve the above, the Company has a fully-fledged 
Internal Audit Department which is headed by an 
Internal Audit Manager.

The system of internal control is designed to manage, 
rather than eliminate, the risk of failure to achieve the 
Company’s objectives, and can only provide 
reasonable, and not absolute, assurance against 
material misstatement or loss.

The focus of risk management in Zimpapers is mainly 
on identifying, managing, and monitoring all known 
forms of risk across the Company.  An appropriate risk 

analysis framework is used to identify the major risks 
which the Company must manage in serving its 
stakeholders.  To achieve this, the Company takes into 
account the ever changing operating environment 
thereby necessitating regular reassessment of risk 
necessary to protect the Company.

Dividend Policy
The Board is pursuing a dividend policy consistent 
with the Company’s strategy which takes into account 
the company’s overall capital requirements, liquidity 
and profitability. The Board made a resolution to 
recommend to the Annual General Meeting the 
declaration and approval of the interim dividend paid 
in 2020 as the final dividend for the year 2020.  This is 
due to the need to preserve cash for working capital 
requirements in view of the Covid-19 impact on 
operations.

Going Concern
The Board has a reasonable expectation that the 
Company has adequate resources to continue in 
operational existence for the foreseeable future.  
Accordingly, the Company continues to adopt the 
going concern basis in preparing the Annual Report 
and Accounts.

By Order of the Board.

Daphine Tomana (Mrs)
Company Secretary

25 March 2021

The DAP Division has been the pillar of the Group contributing above 60% revenue over the years. Following a 9 
percentage point revenue decline to 61% in 2019, the Division recorded some recovery, albeit small, to 63% of the 
Group revenues. 

The CPD suffered a 3 percentage point decline in revenue contribution. This was because Typocrafters 
experienced limited trade as schools remained largely closed on account of the Covid-19 pandemic. There were 
also material supply and logistical challenges associated with restrictions in people movement. 

The RBD gained by 1 percentage point to 16% on account of better performance by the television channel, ZTN. 

Figure 3: Historical Revenue Contribution by Division 7 Year Trends

 

A trend analysis over the past 7 years shows the impact of new media on print products.

As shown by figure 3, the Newspaper Division has been recording declining revenue   contributions to the total 
Group over the years. In 2014, the newspapers were contributing 87%, which has now come down to 63% (2019: 
61%).  In 2014, the Commercial Printing Division was contributing 5%, which has now risen to 21% (2019: 24%), 
whilst the Radio Broadcasting Division is now at 16% (2019:15%) from 8% in 2014. 

Figure 4: Historical Digital Revenue Contribution 

 

In historical terms, digital revenue contribution improved to 7% from the 2% reported for both 2018 and 2019 as 
the Company continues to push for better market share in the digital market. During the course of the year, the 
company introduced e-papers and increased online performance by ZTN.

Revenue Contribution by line
Figure 5 below shows the historical revenue contribution by line.

Figure 5: Revenue Contribution by Line

The change in media consumption patterns has seen the migration of audiences from print to digital platforms. 
The Company has been able to move with times and appropriate investments in new platforms have been 
made. During the year under review, advertising contribution to Group revenues at 63%, was restored to the 2017 
levels whilst print circulation has declined as audiences are migrating to digital platforms. Print circulation 
declined from 15% to 11% owing to Covid-19 as most workers were working from home enjoying digital media.

Figure 6: Hyperinflation Profit Contribution by Division

Unlike the decline in profit contributions recorded by both DAP and RBD in 2019, both significantly recovered in 
2020 whilst the CPD suffered a huge drop to 21% from the 40% recorded in 2019. The RBD improved from 8% 
to 16% whilst DAP also improved from 52% to 66%.  

Operations review
The Company performed satisfactorily under the circumstances despite the adverse effects of the Covid-19, 
liquidity constraints and associated low disposable incomes.  All the divisions remained profitable during the year 
ended 31 December 2020. 

Our strategic thrust remains on the following:

  Diversification and building on our leadership
  Innovation and investing for the future
  Continuously refining the business model, improving service delivery and product offering as well as 

embracing new technology 
  Growth through audiences

Our objectives: 
  Growing by building on core strengths and maximising opportunities 
  Transforming through cost efficiency and business model innovation
  Building value through offering a 360-degree solution in line with our vision of becoming a fully integrated 

media house.
 
In pursuit of the 360-degree solution vision, the Company is now fully represented on all platforms that include 
audio, text, and visual. I am pleased to report that the television platform received a boost following the awarding 
of a DTT broadcasting licence by BAZ. Action plans to launch the station have been put in full motion with 
equipment payments being done. 

Publishing and Digital Division
The Digital and Publishing Division remains the main contributor to Group revenue and profitability in both 
historical and hyperinflation terms. The profit contribution in hyperinflation terms for the division improved from 
52% last year to 66% for 2020. 

Figure 7: DAP Performance (Historical)

Revenue and net profit grew by 783.2% and 929.5% respectively when compared to same period last year.

Despite the change in reader habits, liquidity and the general economic challenges that continued to affect 
performance, the Division recorded performance that was above inflation for both revenue and operating profit. 
Advertising revenue recorded 835% increase whilst circulation had a 532% growth. The introduction of e-papers 
brought some significant revenue that helped the division to perform better.
 

Figure 8: DAP Performance (Hyperinflation)
The Division’s revenue in hyperinflation terms increased by 6% whilst net profit declined by 9% owing to losses 
that were recorded beginning of the year due to the effects of lockdown measures. The measures were 
subsequently relaxed, allowing the Division to improve its performance in the second half of the year.
The Division recorded impressive recovery in the second half of the year following the relaxation of the lockdown 
measures.

Commercial Printing Division
In historical terms, the Division relatively performed better resulting in both revenue and profitability increasing 
by 508%% and 112% respectively when compared to the same period last year. However, net profit growth was 
below the year on year inflation of 348.5% as the Division incurred high local procurement costs due to limited 
forex currency availability.  

Figure 11: CPD Performance 

The Division’s net profit margin declined to 11% in 2020 when compared to 31% in 2019 as costs were increasing 
at a faster rate than the rate of revenue growth. Operating costs increased by 700% whilst revenue increased by 
509%.  The slow revenue growth was a result of constrained performance by Typocrafters as schools were closed 
due to Covid-19. Additional costs were incurred on Covid-19 related costs that included personal protective 
equipment, employee transport, testing, fumigation, and fuel amongst others.

Figure 12: CPD Hyper inflated Performance

 

In hyperinflation terms, both revenue and profit declined by 12% and 61% respectively owing to a challenging 
operating environment as explained under the historical section of the results of the Division.

Broadcasting Division
The Division continued on a positive organic growth path as both revenue and profitability increased by 743% 
and 321% respectively. 

Figure 9: RBD Performance Historical

 

This growth was driven by the increase in listenership and a diversified audience for the advertiser. 

Figure 10: RBD Performance Hyper-inflated

 

In hyperinflation terms, revenue for the RBD grew by 17%, whilst profit was down by 7%. The drop in profit was a 
result of high costs arising from a very challenging operating environment. 

Outlook
Following the awarding of the ZTN DTT broadcasting licence, the Company is optimistic that performance will 
improve. As the Company is working on setting up the ZTN station, profit margins are expected to decline in the 
short term.

Our people, skills and heritage remains the key source of our competitiveness today, tomorrow and into the 
future as the Company remains at the centre and leadership of dissemination of information for its local and 
diaspora audiences using its diverse platforms.
 
The Company’s strategy will continue to focus on servicing the needs of the market through growing deeper 
relationships with our audiences, advertisers and various stakeholders, which will entail re-imaging our journalism 
to meet the new media trends and operating a sustainable business model. 

As mentioned in last year’s report, demand for our traditional products was anticipated to be affected by the 
Covid -19 pandemic, we foresee this extending into 2021. This will, however, happen at a slow rate as the 
vaccination programme will help the country attain herd immunity by year end. The possibility of a third wave 
cannot be ignored as the Indian variant has spread across a number of African countries. We will continue to look 
for opportunities of growing the business despite the challenging operating environment. 
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