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E250

SMS ‘Home’ to 2600 underwriting@sric.sz 

Theft, or attempted theft accompanied by forcible and violent entry.Bursting or overflowing of water tanks or pipes,

Riot StrikesMalicious damage Malicious damageFalling objects Explosion

Hail Wind Housebreaking Accidental impactStorm Lightning Earthquake Fire Snow

Cover your home against the following perils

monthly covers your E1 million home 
and gives you calm after every storm.

T’s & C’s  Apply
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Swati Secrets: 
 

Preserving Eswatini’s 
Heritage through 
Natural Skincare

ibusiso Dlamini, who handles sales and

By Nothando Masilela

marketing at Swati Secrets, explains the 
company’s dual mission, “Swati Secrets was 
created to provide a reliable source of income 
for rural women while simultaneously 
protecting native trees.” This commitment has 
become the heart of the company’s work, 
transforming it into a brand synonymous with 
empowerment, sustainability, and the 
preservation of Eswatini’s rich natural heritage.

At the core of Swati Secrets is the practice of 
kugcoba, the traditional cracking of marula 
kernels, a practice passed down through 
generations. “Through kugcoba, we encourage 
the youth to continue this tradition, ensuring 
that our culture and values are not lost,” says 
Dlamini. This practice is not only a vital part of 
Eswatini’s cultural fabric but also a source of 
income for rural families, making it a central 
part of Swati Secrets’ business model.

A hero ingredient in Swati Secrets’ product line 
is marula oil, a powerful natural remedy praised 
for its skin benefits. “Marula oil hydrates the 
skin, reduces wrinkles, and helps heal wounds. 
It’s a multi-purpose product with anti-aging 
properties that has become a staple for 

skincare enthusiasts,” highlights Dlamini. Sourced 
ethically from local communities in the Lubombo 
region, marula oil is more than just a beauty product, 
it is a symbol of sustainable trade and empower-
ment.

oils, each with its own unique set of benefits. These 
include Ximenia Oil (Mathunduluka), perfect for dry 
skin, blemishes, acne, and reducing wrinkles; Trichilia 
Oil (uMkhuhlu), ideal for eczema and moisturizing 
the skin; and Castor Oil (uMhlafuto), which heals 
cracked heels (umkenke), sunburn, and promotes 
healthy hair.

Deep within Eswatini’s Lubombo region lies a powerful story of cultural preservation and 
economic empowerment that has captured both local and global attention. Swati Secrets, 
a company founded in 2004, is more than just a skincare brand but a mission to uplift rural 
women and protect the nation’s indigenous trees, creating a perfect harmony between 
economic growth and environmental responsibility.

S

The brand prides itself on its organic and 
natural products, with internationally 
recognized certifications that set it apart from 
competitors. “Our products are certified by 
Ecocert and USDA, ensuring that we meet the 
highest standards of quality and safety,” says 
Dlamini. This commitment to excellence has 
enabled Swati Secrets to enter international 
markets and compete on a global scale.

Through knowledge-sharing and partnerships 
with local stakeholders, Swati Secrets actively 
educates consumers about the benefits of 
indigenous skincare products and the 
importance of supporting community-driven 
initiatives. “We partner with organizations like 
Eswatini Tourism and use radio platforms to 
educate people about our products, 
emphasizing the importance of supporting 

Dlamini shares.

Expanding internationally has not been without 
its challenges, but Swati Secrets has 
strategically navigated these challenges. “We 
tackled the challenge by securing international 
certifications, which opened doors in markets 
like Europe and the USA,” Dlamini explains. 
With the help of partnerships with 
organizations such as AAP and USAID, Swati 
Secrets has made significant strides in markets 
like Taiwan and South Africa, bringing 
Eswatini’s indigenous treasures to the global 
stage.

Innovation is key to the company’s growth. In 
addition to skincare, Swati Secrets has 

marula butter, cashew butter, peanut butter, 
macadamia butter, and cooking oils such as 
macadamia oil, cashew oil, peanut oil, etc. “We 
are focused on increasing our presence in local 
retail outlets so that more people can enjoy 
these products,” Dlamini says. The company is 
also committed to sustainability, repurposing 
marula by-products into animal feed, ensuring 
that nothing goes to waste.

Swati Secrets products are available at select Pick n 
Pay outlets in Mbabane, The Crescent, The Gables, 
and Matsapha Link, as well as The Hub in Manzini. The 
products can also be found at Imbali Fair Trade at 
Swazi Candles in Malkerns and the Hilton Hotel in 
Mbabane. The company is actively working to expand 

a variety of hampers, perfect for gifting or indulging 
in the brand’s luxurious products.

Swati Secrets is more than just a skincare brand, it is 
a movement committed to preserving Eswatini’s 
heritage, empowering women, and promoting 

bringing high-quality, natural products to the world 
while remaining true to our roots.” With its focus on 
community, culture, and sustainability, Swati Secrets 
is set to continue growing and sharing nature’s 
treasures for generations to come.
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Culinary exploits, high-end fashion, wine & whiskey 
showcases, fine music, wholesome entertainment. The 
blue carpet was rolled at the launch of 2025 Standard 

Bank Luju Food & Lifestyle Festival held at Malandela’s in 
Malkerns. From artistic fashion showcases,to groovy 
entertainment and delightful tastes, the Luju Festival 
launch gave attendees the perfect glimpse into the 

EAT, SWAY, LOVE a�air of the Standard Bank Luju Food 
& Lifestyle Festival

THE SWEETEST 
LAUNCH IN TOWN
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LUJUFESTIVAL.COM

1—2
AUGUST

2025
 AFRICAN

A RETURN
TO THE

FUTURE

FASHION INDABA PROGRAMME
9:00AM   -  ARRIVAL
9:30AM   -  PANEL 1: BUILDING A SUSTAINABLE FASHION BRAND                    
10:30AM  -  INTERMISSION: ESWATINI LOCAL CLOTHING BRANDS ASSOCIATION
10:45AM   -  BREAK
11:00AM  -  PANEL 2 : THREADS OF TIME: DESIGN INNOVATION AND SUSTAINABLE PRODUCTION
12:00PM   -  Q&A AND CLOSING REMARKS

FOOD INDABA PROGRAMME
2:00 PM   -  SEED CAPITAL PANEL DISCUSSION (FARM TO TABLE INVESTMENTS)
3:00 PM   -  NOSE TO TAIL LIVESTOCK DEMO BY ITC A4A MSME PRODUCERS
3:30 PM   -  AI (ANCESTRAL INTELLIGENCE) PANEL DISCUSSION CENTRED ON ANCESTRAL INNOVATION 
     AND PALAEOLITHIC (NATURE BASED, SEASONAL) DIETS. 
4:30 PM   -  EXPLORERS MIXOLOGY MASTERCLASS 
5:00 PM   -  COCKTAILS AND NETWORKING

APPLY TO ATTEND THE FASHION INDABA OR
FOOD INDABA ON THE LUJU FESTIVAL WEBSITE

FOOD & FASHION INDABA

FOOD INDABA 2PM - 6PM

FASHION INDABA 9AM - 1PM

Onezwa Mbola
Emandulo (ZA)

Roushanna Gray
Veld and Sea (ZA)

Mhlonishwa Mabuza
COSPE (SZ)

Andile Dyalvane
Imiso Ceramics (ZA)

31ST JULY 2025 | HOUSE ON FIRE, MALKERNS

Thula Sindi
Designer (ZA)

Phumzile Ntuli
Zyle Clothing (SZ)

Nonhlanhla Lukhele
Sasa Lu Eswatini (SZ)

Maureen Massingue
Kotini Kouture (SZ)

Mbongeni Lobi
Eswatini Local Clothing

Brands Association (SZ)
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2025 FESTIVAL PROGRAMME

DISCOUNTED TICKETS  ON UNAYO:
WHATSAPP “HI” TO 7805 6364 & FOLLOW THE PROMPTS (ESWATINI ONLY)

TICKETS ALSO AVAILABLE ONLINE VIA WWW.LUJUFESTIVAL.COM

LUJUFESTIVAL.COM

1—2
AUGUST

2025
 AFRICAN

A RETURN
TO THE

FUTURE

FRIDAY 1st AUGUST
G a t e s  O p e n :  1 6 : 0 0  -  0 2 : 0 0

------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------  TRIBAL NATIVES (SZ)
———————————————————————————————————————————————————————————————— FANTACY (SZ)
————————————————————————————————————————————————————————————————— SGITHA (SZ)

———————————————————————————————————————————————————————————————— NDUMZ (SZ)
———————————————————————————————————————————————————————————————— LADYZEE (SZ)
——————————————————————————————————————————————————————————— ROSETTA D33P (ZA)

——————————————————————————————————————————————————————————— LADY ZAMAR (ZA)
———————————————————————————————————————————————————————————————— LOCCO (SZ)
————————————————————————————————————————————————————————————— MASTER P (SZ)
———————————————————————————————————————————————————————————— OBSESSION (SZ)

1 6 : 0 0
1 7 : 0 0
1 8 : 0 0
1 8 : 4 5
1 9 : 3 0
2 0 : 1 5
2 1 : 1 5
2 2 : 1 5
2 3 : 1 5
0 0 : 0 0

——————
——————
——————
——————
——————
——————
——————
——————
——————
——————

SATURDAY  2nd AUGUST
G a t e s  O p e n :  1 0 : 0 0  -  0 2 : 3 0

————————————————————————————————————————————————————————— THE BISHOP (SZ)
—————————————————————————————————————————————————————— DRUM RHYTHM (SZ)
————————————————————————————————————————————————————— THE SCIENTISTS (SZ)

———————————————————————————————————————————————————————————— MASTER P (SZ)
————————————————————————————————————————————————————————— REKORDER (SZ)

———————————————————————————————————————————————————————————— FANTACY (SZ)
—————————————————————————————————————————————————————————————————— K2K (ZA)

————————————————————————————————————————————————————————— NOMFUNDO MOH (ZA)
———————————————————————————————————————————————————————————— LOCCO (SZ)

——————————————————————————————————————————————————————————————— AYACITY (SZ)
———————————————————————————————————————————————————————————— DJ MBO (SZ)

——————
——————
——————
——————
——————
——————
——————
——————
——————
——————
——————

1 4 : 0 0
1 5 : 0 0
1 6 : 0 0
1 7 : 0 0
1 8 : 0 0
1 9 : 0 0
2 0 : 0 0
2 1 : 0 0
2 2 : 0 0
2 3 : 0 0
0 0 : 0 0

STELLA ARTOIS BEER GARDEN

FRIDAY 1st AUGUST
G a t e s  O p e n :  1 6 : 0 0  -  0 2 : 0 0

———————————————————————————————————————————————————— MARADONA (SZ)
———————————————————————————————————————————————————————— MISS T (SZ)

———————————————————————————————————————————————————————— YAMKELA (SZ)
—————————————————————————————————————————————————— SBU DE DRUM DJ (SZ)

——————
——————
——————
——————

1 8 : 3 0
2 0 : 0 0
2 1 : 3 0
2 3 : 0 0

SATURDAY 2nd AUGUST
G a t e s  O p e n :  1 0 : 0 0  -  0 2 : 3 0

————————————————————————————————————————————————————————— CHANTEL (SZ)
—————————————————————————————————————————————————— SBU DE DRUM DJ (SZ)

—————————————————————————————————————————————————————— TREND TWINS (SZ)
———————————————————————————————————————————————————————— ITSALLBLAQ (SZ)

——————
——————
——————
——————

1 9 : 0 0
2 0 : 3 0
2 2 : 0 0
2 3 : 3 0

THE BUZZ - AMPHITHEATRE

FRIDAY 1st AUGUST - SATURDAY 2nd AUGUST
KIDS ACTIVITIES:

KARAOKE, SPELLING BEE, DANCE COMPETITION, CANVAS PAINTING, BEAD CHARMS MAKING, ARTS AND 
CRAFTS, TOY LIBRARY, VR GAMING, BUBBLE HOUSE, QUAD BIKES, JUMPING CASTLES, HORSE RIDING

& MORE!

BEE HIVE

FRIDAY 1st AUGUST
G a t e s  O p e n :  1 6 : 0 0  -  0 2 : 0 0

———————————————————————————————————————————————————————————— DJ BOB (ZA) 
—————————————————————————————————————————————————————————————————— IYA (SZ) 

SIBU MANZINI FT VELEMSENI, DIBA DIBA, QIBHO INTALEKTUAL, BHOLOJA, KHOLE & ZINIA (SZ) 
——————————————————————————————————————————————————————————————— TKZEE (ZA) 

———————————————————————————————————————————————————————————— DE MTHUDA (ZA) 
———————————————————————————————————————————————— JAZZWORX & THUKUTHELA (ZA) 

——————
——————

——————
——————
——————

1 6 : 0 0
1 8 : 0 0
2 0 : 0 0
2 2 : 0 0
0 0 : 0 0
0 1 : 0 0

LUJU MAIN STAGE

SATURDAY 2nd AUGUST
G a t e s  O p e n :  1 0 : 0 0  -  0 2 : 3 0

—————————————————————————————————————————— SIYA MAKUZENI SMALL / BIG BAND (ZA) 
—————————————————————————————————————————————————————————— BUHLEBENDALO (ZA)

——————————————————————————————————————————————————————————————— SANDS (SZ) 
———————————————————————————————————————————————— SIPHO 'HOTSTIX' MABUSE (ZA) 

——————————————————————————————————————————————————— LWAH NDLUNKULU (ZA)  
—————————————————————————————————————————————————————— BLAQ DIAMOND (ZA) 

————————————————————————————————————————————————————————— TRIBAL NATIVES (SZ)

——————
——————
——————
——————
——————
——————
——————

1 4 : 0 0
1 6 : 0 0
1 8 : 0 0
2 0 : 0 0
2 2 : 0 0
0 0 : 0 0
0 1 : 1 5

FRIDAY 1st AUGUST
G a t e s  O p e n :  1 6 : 0 0  -  0 2 : 0 0

—— CLAY COOKING & SEED SILO MAKING WORKSOP WITH IMISO CERAMICS & MASIPHEKE 
————— KWV WINE PAIRING AND BLIND TASTING MASTERCLASS WITH SASKIA LESCH (ZA)

——————
——————

1 7 : 0 0
1 8 : 3 0

SATURDAY 2nd AUGUST
G a t e s  O p e n :  1 0 : 0 0  -  0 2 : 3 0

————————————————————————————————— FARM TO FORK LUJU COOKOFF COMPETITION
———————————— FIRE, SMOKE & WILD FLAVOUR: A FORAGED JOURNEY THROUGH THE SENSES

WITH ROUSHANNA GRAY
———————————— RAISED, FARMED OR FORAGED ANCESTRAL MEALS WITH ONEZWA MBOLA

——————
——————

——————

1 1 : 0 0
1 2 : 3 0

1 4 : 0 0

CULINARY PROGRAMME - AMPHITHEATRE

FRIDAY 1st AUGUST
G a t e s  O p e n :  1 6 : 0 0  -  0 2 : 0 0

—————————————————————————————— THEMBA MDLALOSE & PROSPER MAKHANYA (SZ)
——————————————————————————————————————————————————— XIXEL LANGA (MZ)

—————————————————————————————————————————————————————— PHILA DLOZI (ZA)

——————
——————
——————

1 9 : 0 0
2 1 : 0 0
2 3 : 0 0

SATURDAY  2nd AUGUST
G a t e s  O p e n :  1 0 : 0 0  -  0 2 : 3 0

——————————————————————————————————————————————————— TALENT 'N' MOTION (SZ)
————————————————————————————————————————————————— AMIGO DA CASA (SZ)
————————————————————————————————————————————— UMSAMO WE CULTURE (SZ)

——————————————————————————————————————————————————— ANDILE YENANA (ZA)
————————————————————————— MASTERCARD LUJU FASHION SHOW (SZ/ZA/MZ/ZW)

————————————————————————————————————————————— THE FEATHER DUSTERS (SZ)
—————————————————————————————————————————————————————— LORDKEZ (ZA)

——————
——————
——————
——————
——————
——————
——————

1 2 : 0 0
1 3 : 0 0
1 5 : 0 0
1 7 : 0 0
1 9 : 0 0
2 1 : 0 0
2 3 : 0 0

MASTERCARD STAGE
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2025 FESTIVAL PROGRAMME

DISCOUNTED TICKETS  ON UNAYO:
WHATSAPP “HI” TO 7805 6364 & FOLLOW THE PROMPTS (ESWATINI ONLY)

TICKETS ALSO AVAILABLE ONLINE VIA WWW.LUJUFESTIVAL.COM

LUJUFESTIVAL.COM

1—2
AUGUST

2025
 AFRICAN

A RETURN
TO THE

FUTURE

FRIDAY 1st AUGUST
G a t e s  O p e n :  1 6 : 0 0  -  0 2 : 0 0

------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------  TRIBAL NATIVES (SZ)
———————————————————————————————————————————————————————————————— FANTACY (SZ)
————————————————————————————————————————————————————————————————— SGITHA (SZ)

———————————————————————————————————————————————————————————————— NDUMZ (SZ)
———————————————————————————————————————————————————————————————— LADYZEE (SZ)
——————————————————————————————————————————————————————————— ROSETTA D33P (ZA)

——————————————————————————————————————————————————————————— LADY ZAMAR (ZA)
———————————————————————————————————————————————————————————————— LOCCO (SZ)
————————————————————————————————————————————————————————————— MASTER P (SZ)
———————————————————————————————————————————————————————————— OBSESSION (SZ)

1 6 : 0 0
1 7 : 0 0
1 8 : 0 0
1 8 : 4 5
1 9 : 3 0
2 0 : 1 5
2 1 : 1 5
2 2 : 1 5
2 3 : 1 5
0 0 : 0 0

——————
——————
——————
——————
——————
——————
——————
——————
——————
——————

SATURDAY  2nd AUGUST
G a t e s  O p e n :  1 0 : 0 0  -  0 2 : 3 0

————————————————————————————————————————————————————————— THE BISHOP (SZ)
—————————————————————————————————————————————————————— DRUM RHYTHM (SZ)
————————————————————————————————————————————————————— THE SCIENTISTS (SZ)

———————————————————————————————————————————————————————————— MASTER P (SZ)
————————————————————————————————————————————————————————— REKORDER (SZ)
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———————————————————————————————————————————————————————————— DJ MBO (SZ)
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——————
——————
——————
——————
——————
——————
——————
——————
——————
——————
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1 6 : 0 0
1 7 : 0 0
1 8 : 0 0
1 9 : 0 0
2 0 : 0 0
2 1 : 0 0
2 2 : 0 0
2 3 : 0 0
0 0 : 0 0
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2 3 : 0 0
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——————
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2 0 : 3 0
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2 3 : 3 0
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——————
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——————
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2 0 : 0 0
2 2 : 0 0
0 0 : 0 0
0 1 : 0 0
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——————
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1 4 : 0 0
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1 9 : 0 0
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————————————————————————————————————————————————— AMIGO DA CASA (SZ)
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——————————————————————————————————————————————————— ANDILE YENANA (ZA)
————————————————————————— MASTERCARD LUJU FASHION SHOW (SZ/ZA/MZ/ZW)
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1 2 : 0 0
1 3 : 0 0
1 5 : 0 0
1 7 : 0 0
1 9 : 0 0
2 1 : 0 0
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MASTERCARD STAGE
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 Purpose driven 
growth at its tastiest.
KFC Eswatini is turning up the heat with 
the opening of three brand-new 
restaurants,KFC Crescent, KFC Siteki, 
and KFC Nkonyeni,bringing its total 
footprint to a sizzling 14 locations 
across the Kingdom! But this expansion 
is about more than just delicious fried 
chicken. It’s a bold step forward in 
KFC’s mission to grow with purpose 
and uplift the communities it serves.
Staying true to its people-first 
approach, KFC has a policy of hiring 
employees from the areas surrounding 
each store. That means more jobs and 
more opportunities for locals to be part 
of the KFC family,making this milestone 
a win for everyone.
Greg Hill, General Operations Manager 
for KFC Eswatini, shared his excitement 
about the brand’s growth, saying, “Our 
expansion is driven by a passion to lead 
with inclusivity, build with purpose, 
create jobs, and grow our brand in 
every area we operate. I’m humbled by 
these achievements and proud to 
celebrate the incredible work of our 
partners and team members as we 
continue sharing the joy of our 
best-tasting fried chicken with more of 
the country.”

Beyond business, KFC Eswatini contin-
ues to show up as a force for good. 
With the support of loyal customers, 
the company has made meaningful 
investments in community upliftment. 
From sponsoring the Scara Thindwa 
Foundation with E825,000 to boost 
youth soccer and girls’ sports, to 
donating E240,000 to the Philani 
Maswati Charity’s agricultural project 
for sustainable livelihoods, KFC is 
making a real impact.
The brand also backs the International 
Youth Fellowship (IYF), promoting 
leadership and mind education among 
young people, and proudly supports 
local sporting talent like celebrated 
cyclist Thandeka Vilane, whose achieve-
ments continue to inspire a new 
generation of athletes.
And it doesn’t stop there,KFC regularly 
donates hot meals to smaller communi-
ty initiatives and responds to local 
needs across the country, proving that 
generosity is part of their secret recipe 
for success.
With this latest expansion, KFC Eswatini 
is showing that bold business moves 
and heartfelt community engagement 
can go hand-in-hand. It’s purpose-
driven growth at its tastiest.

KFC 
ESWATINI 

African Alliance Chairperson,Sithofeni Ginindza with
Cabinet Ministers at a tree-planting ceremony.
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 Purpose driven 
growth at its tastiest.
KFC Eswatini is turning up the heat with 
the opening of three brand-new 
restaurants,KFC Crescent, KFC Siteki, 
and KFC Nkonyeni,bringing its total 
footprint to a sizzling 14 locations 
across the Kingdom! But this expansion 
is about more than just delicious fried 
chicken. It’s a bold step forward in 
KFC’s mission to grow with purpose 
and uplift the communities it serves.
Staying true to its people-first 
approach, KFC has a policy of hiring 
employees from the areas surrounding 
each store. That means more jobs and 
more opportunities for locals to be part 
of the KFC family,making this milestone 
a win for everyone.
Greg Hill, General Operations Manager 
for KFC Eswatini, shared his excitement 
about the brand’s growth, saying, “Our 
expansion is driven by a passion to lead 
with inclusivity, build with purpose, 
create jobs, and grow our brand in 
every area we operate. I’m humbled by 
these achievements and proud to 
celebrate the incredible work of our 
partners and team members as we 
continue sharing the joy of our 
best-tasting fried chicken with more of 
the country.”

Beyond business, KFC Eswatini contin-
ues to show up as a force for good. 
With the support of loyal customers, 
the company has made meaningful 
investments in community upliftment. 
From sponsoring the Scara Thindwa 
Foundation with E825,000 to boost 
youth soccer and girls’ sports, to 
donating E240,000 to the Philani 
Maswati Charity’s agricultural project 
for sustainable livelihoods, KFC is 
making a real impact.
The brand also backs the International 
Youth Fellowship (IYF), promoting 
leadership and mind education among 
young people, and proudly supports 
local sporting talent like celebrated 
cyclist Thandeka Vilane, whose achieve-
ments continue to inspire a new 
generation of athletes.
And it doesn’t stop there,KFC regularly 
donates hot meals to smaller communi-
ty initiatives and responds to local 
needs across the country, proving that 
generosity is part of their secret recipe 
for success.
With this latest expansion, KFC Eswatini 
is showing that bold business moves 
and heartfelt community engagement 
can go hand-in-hand. It’s purpose-
driven growth at its tastiest.

KFC 
ESWATINI 

African Alliance Chairperson,Sithofeni Ginindza with
Cabinet Ministers at a tree-planting ceremony.
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 Navigating The Complex 
Dynamics Of Money In Modern Relationships

In today's world, money 
isn't just about the num-
bers—it's about power and 
sometimes, hidden truths. 
As relationships evolve and 
traditional roles shift, 
understanding the delicacy 
of financial dynamics has 
become more crucial than 
ever. From couples hiding 
bank accounts to women 
earning more than their 
partners, the landscape of 
financial responsibility in 
relationships is changing 
dramatically.

The
Currency

of Love:
n many parts of the world, 
especially urbanized communi-

ties, women are not just breadwinners; 
they’re the primary earners. This 
change has implications, challenging 
traditional notions of masculinity and 
gender roles while prompting couples 
to redefine their financial partnerships.

Money is often intertwined with power 
dynamics. When one partner earns 
significantly more, questions of control, 
independence, and decision-making 
come to the fore. Some couples 
embrace this shift, viewing it as an 
opportunity for equality and mutual 
respect. Others struggle with insecuri-
ties or cultural expectations that 
dictate men should be the primary 
providers. For many women earning 
more, comes an added layer of 
complexity, balancing financial 
independence with partnership 
equality. 

Financial Responsibility: Who Should 
Carry the Load?

Traditional notions often point at men 
as the primary financial providers. 
However, modern relationships are 
redefining responsibility. At its core, 
money is a tool—neither inherently 
good nor bad. Its true value lies in how 
couples choose to manage it. Let us 
delve into the stats and the shift as 
observed by a relationship expert and 
some ways partners can handle their 
finances and ultimately harmonize the 
relationship through tips from a 
certified financial advisor. 

Our guest contributor, Mfanaleni 
Mkhatshwa, with years of experience 

advisor and academia, sheds 
research-backed insight on this shift in 
the money dynamics of relationships 
and some of the challenges that this 
gives birth to.

Mfanaleni Mkhantshwa’s
Statistical Overview
According to William Barclay, "the 
whole attitude of the ancient world 
was that no woman could dare take 
any decision for herself,"thus relegat-
ing women to a position analogous to 
that of a minor under her husband's 
guardianship (Mavundla et al, 2020). 
This perception, deeply entrenched in 
the doctrine of marital power, 
remained the defining factor of the 
whole concept of family, community, 
political, and religious life. Neverthe-
less, the 21st century has observed the 
widespread advancement of women in 
practically every facet of society. In 
their book Bullet Proof Marriage: Your 
shield against divorce, Renato and 
Cristiane Cardoso note that as women 
emerge from the simple 
stay-at-home-mother role to a more 
active and sophisticated role in 
society, educationally, financially, and 
leadership-wise, they are positioned 
for power, independence, and equality 
with men (Renato & Cristiane). The 
rise in women outearning their male 
partners reflects broader societal 
changes. In the United States, the Pew 
Research Center reports that the 
share of women as primary or sole  

By  Fezile Mkhatshwa & Ayanda Dlamini

I

breadwinners in opposite-sex marriages 
has tripled over the past 50 years, 
reaching 16% in 2022. Additionally, 
Black wives are more likely to out-earn 
their husbands (26%) compared to 
White (17%), Asian (14%), and Hispanic 
(13%) wives. Another study found that 
women promoted to top positions, 
often earning more than their husbands, 
faced a doubled risk of divorce within 
three years compared to men. This 
aligns with a study from Indonesia, 
which found that women's income has a 

divorce rates, with women's indepen-
dence among the poor driving higher 
divorce rates.

These studies provide a comparative 
lens that may be relevant to African 
contexts where similar dynamics of 
economic empowerment are emerging. 
An article from The New York Times 
(January 6, 2019) titled A Quiet Revolu-
tion: More Women Seek Divorces in 
Conservative West Africa highlights 
that in countries like Niger, women are 
increasingly seeking divorces due to 
their husbands' inability to earn a living 
and changing societal expectations. 
Though not directly linked with wom-
en's higher-earning causality, South 
Africa's higher divorce rate (2.1 per 
1,000 in 2023) correlates with a female 
labor force participation rate of around 
52.38% in 2023, suggesting a possible 
link. 

Divorce statistics on the potential 
relationship between divorce rates and 
high-earning women are particularly 
elusive for Eswatini. This scarcity of 
specific data linking women's income to 
divorce rates makes it challenging to 
draw definitive conclusions in this 
regard, highlighting a research gap. 
Nonetheless, in the past five years, 
Eswatini has seen a concerning rise in 
divorce rates, with financial pressures 
identified as a major contributing factor. 
According to the First Quarter Report 
for the Financial Year 2025/2026, 23 
marriages are recorded, while 209 
ended in divorce within three months. 
According to the Annual Vital Statistics 
Report, in 2023, divorces surged by 
70%, from 232 in 2022 to 395 in 2023. 
The 2024/2025 report by the Ministry 

marriages ended in tears, with 307 
divorces and 159 nullified. 

Challenges
While this marks a significant step 
towards gender equality, it has intro-
duced unexpected challenges within 
marriages. Research reveals a startling 
connection between a wife's higher 
income and increased marital instability, 
including a 50% higher likelihood of 
divorce and a fivefold increase in 

infidelity from financially dependent 
male partners. Let's break it down;

Power Imbalances & Relationship 
Strain
When women earn more, it can disrupt 
traditional power dynamics, leading to 
feelings of insecurity or emasculation in 
male partners. Societal expectations of 
men as primary providers contribute to 
tension, as men may feel their role is 
undermined. Qualitative insights from 
therapists, such as Beatty Cohan, 
emphasize that open communication 
about financial roles is crucial to 
mitigate these imbalances, yet many 
couples struggle to navigate these 
dynamics, leading to relationship strain.

Unequal Division of Household 
Responsibilities
Even when women are primary earners, 
they often bear a disproportionate 
share of household responsibilities. 
According to research, in the U.S. 
marriages where wives outearn 
husbands, wives spend more time on 
caregiving (6.4 hours vs. 5 hours 
weekly) and housework (4.8 hours vs. 
2.8 hours) compared to their husbands, 
who allocate more time to leisure (29.9 
hours vs. 21.1 hours). This "second shift" 
can lead to resentment and exhaustion, 
further straining the marriage. We see 
similarities in the local context.

Societal Expectations and 
Gender Roles
Traditional gender norms can exacer-
bate tensions between women and 
men. These norms can pressure couples 
to conform to traditional roles, leading 
to arguments and dissatisfaction. In 
cultures with stronger patriarchal 
norms, such as in Eswatini, these 
tensions may be more pronounced, 
though specific studies are limited.

Colisile Tfwala, a Certified Finance 
Coach and Trainer, and Author, 
offers practical insights on managing 
finances within romantic relation-
ships. Her advice is relevant whether 
you're married, engaged, or in a 
serious relationship.

“When we talk about financial literacy, it 
isn’t just about Emalangeni and cents,” 
she explains. “It’s about mindset, values, 
and vision. Before entering a romantic 
relationship, it’s crucial to understand 
the spirituality and psychology of 
money, along with the practical aspects 
of daily money management."

She emphasizes the importance of 
self-awareness: “You need to under-
stand your relationship with money, 
your money personality, your identity, 
your life’s purpose, and your vision for 
the future. Money is simply a tool meant 
to support that purpose. Marrying 
someone who doesn’t know their 
purpose or how to direct their finances 
toward it, can be dangerous.”

Tfwala also stresses the practical side of 
financial literacy. “Whether you’re a 
woman, a man, or a young adult 
stepping into independence, you must 
learn how to budget, how debt works, 
and how to manage your financial 
behavior. Money is more about behavior 
than logic. In Eswatini, many people shy 
away from these conversations and 
later end up in emotionally taxing or 
financially abusive relationships. But 
financial literacy brings confidence and 
clarity into your relationships, protect-
ing both your heart and your wallet.”

When quizzed about the benefits of 
shared financial decision-making in 
relationships, Tfwala highlights the 
value of unity and collaboration. 
“Shared financial decision-making 
fosters transparency, trust, and a strong 
sense of partnership,” she explains. 
“When both individuals are involved in 
budgeting, tracking expenses, and 
making investment choices, it builds a 
team mindset, something especially 
powerful within a marriage. Instead of 
pointing fingers when finances get 
tight, couples start strategizing togeth-
er. They become co-visionaries.”

Colisile emphasizes the importance of 
having a shared vision. “When I coach 
couples, the first thing I ask is whether 
they have a vision board for their family. 
A clear, documented vision helps guide 
financial decisions and keeps both 
partners aligned. It transforms money 
from a source of conflict into a tool for 
building shared dreams.”
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 Navigating The Complex 
Dynamics Of Money In Modern Relationships

In today's world, money 
isn't just about the num-
bers—it's about power and 
sometimes, hidden truths. 
As relationships evolve and 
traditional roles shift, 
understanding the delicacy 
of financial dynamics has 
become more crucial than 
ever. From couples hiding 
bank accounts to women 
earning more than their 
partners, the landscape of 
financial responsibility in 
relationships is changing 
dramatically.

The
Currency

of Love:
n many parts of the world, 
especially urbanized communi-

ties, women are not just breadwinners; 
they’re the primary earners. This 
change has implications, challenging 
traditional notions of masculinity and 
gender roles while prompting couples 
to redefine their financial partnerships.

Money is often intertwined with power 
dynamics. When one partner earns 
significantly more, questions of control, 
independence, and decision-making 
come to the fore. Some couples 
embrace this shift, viewing it as an 
opportunity for equality and mutual 
respect. Others struggle with insecuri-
ties or cultural expectations that 
dictate men should be the primary 
providers. For many women earning 
more, comes an added layer of 
complexity, balancing financial 
independence with partnership 
equality. 

Financial Responsibility: Who Should 
Carry the Load?

Traditional notions often point at men 
as the primary financial providers. 
However, modern relationships are 
redefining responsibility. At its core, 
money is a tool—neither inherently 
good nor bad. Its true value lies in how 
couples choose to manage it. Let us 
delve into the stats and the shift as 
observed by a relationship expert and 
some ways partners can handle their 
finances and ultimately harmonize the 
relationship through tips from a 
certified financial advisor. 

Our guest contributor, Mfanaleni 
Mkhatshwa, with years of experience 

advisor and academia, sheds 
research-backed insight on this shift in 
the money dynamics of relationships 
and some of the challenges that this 
gives birth to.

Mfanaleni Mkhantshwa’s
Statistical Overview
According to William Barclay, "the 
whole attitude of the ancient world 
was that no woman could dare take 
any decision for herself,"thus relegat-
ing women to a position analogous to 
that of a minor under her husband's 
guardianship (Mavundla et al, 2020). 
This perception, deeply entrenched in 
the doctrine of marital power, 
remained the defining factor of the 
whole concept of family, community, 
political, and religious life. Neverthe-
less, the 21st century has observed the 
widespread advancement of women in 
practically every facet of society. In 
their book Bullet Proof Marriage: Your 
shield against divorce, Renato and 
Cristiane Cardoso note that as women 
emerge from the simple 
stay-at-home-mother role to a more 
active and sophisticated role in 
society, educationally, financially, and 
leadership-wise, they are positioned 
for power, independence, and equality 
with men (Renato & Cristiane). The 
rise in women outearning their male 
partners reflects broader societal 
changes. In the United States, the Pew 
Research Center reports that the 
share of women as primary or sole  

By  Fezile Mkhatshwa & Ayanda Dlamini
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breadwinners in opposite-sex marriages 
has tripled over the past 50 years, 
reaching 16% in 2022. Additionally, 
Black wives are more likely to out-earn 
their husbands (26%) compared to 
White (17%), Asian (14%), and Hispanic 
(13%) wives. Another study found that 
women promoted to top positions, 
often earning more than their husbands, 
faced a doubled risk of divorce within 
three years compared to men. This 
aligns with a study from Indonesia, 
which found that women's income has a 

divorce rates, with women's indepen-
dence among the poor driving higher 
divorce rates.

These studies provide a comparative 
lens that may be relevant to African 
contexts where similar dynamics of 
economic empowerment are emerging. 
An article from The New York Times 
(January 6, 2019) titled A Quiet Revolu-
tion: More Women Seek Divorces in 
Conservative West Africa highlights 
that in countries like Niger, women are 
increasingly seeking divorces due to 
their husbands' inability to earn a living 
and changing societal expectations. 
Though not directly linked with wom-
en's higher-earning causality, South 
Africa's higher divorce rate (2.1 per 
1,000 in 2023) correlates with a female 
labor force participation rate of around 
52.38% in 2023, suggesting a possible 
link. 

Divorce statistics on the potential 
relationship between divorce rates and 
high-earning women are particularly 
elusive for Eswatini. This scarcity of 
specific data linking women's income to 
divorce rates makes it challenging to 
draw definitive conclusions in this 
regard, highlighting a research gap. 
Nonetheless, in the past five years, 
Eswatini has seen a concerning rise in 
divorce rates, with financial pressures 
identified as a major contributing factor. 
According to the First Quarter Report 
for the Financial Year 2025/2026, 23 
marriages are recorded, while 209 
ended in divorce within three months. 
According to the Annual Vital Statistics 
Report, in 2023, divorces surged by 
70%, from 232 in 2022 to 395 in 2023. 
The 2024/2025 report by the Ministry 

marriages ended in tears, with 307 
divorces and 159 nullified. 

Challenges
While this marks a significant step 
towards gender equality, it has intro-
duced unexpected challenges within 
marriages. Research reveals a startling 
connection between a wife's higher 
income and increased marital instability, 
including a 50% higher likelihood of 
divorce and a fivefold increase in 

infidelity from financially dependent 
male partners. Let's break it down;

Power Imbalances & Relationship 
Strain
When women earn more, it can disrupt 
traditional power dynamics, leading to 
feelings of insecurity or emasculation in 
male partners. Societal expectations of 
men as primary providers contribute to 
tension, as men may feel their role is 
undermined. Qualitative insights from 
therapists, such as Beatty Cohan, 
emphasize that open communication 
about financial roles is crucial to 
mitigate these imbalances, yet many 
couples struggle to navigate these 
dynamics, leading to relationship strain.

Unequal Division of Household 
Responsibilities
Even when women are primary earners, 
they often bear a disproportionate 
share of household responsibilities. 
According to research, in the U.S. 
marriages where wives outearn 
husbands, wives spend more time on 
caregiving (6.4 hours vs. 5 hours 
weekly) and housework (4.8 hours vs. 
2.8 hours) compared to their husbands, 
who allocate more time to leisure (29.9 
hours vs. 21.1 hours). This "second shift" 
can lead to resentment and exhaustion, 
further straining the marriage. We see 
similarities in the local context.

Societal Expectations and 
Gender Roles
Traditional gender norms can exacer-
bate tensions between women and 
men. These norms can pressure couples 
to conform to traditional roles, leading 
to arguments and dissatisfaction. In 
cultures with stronger patriarchal 
norms, such as in Eswatini, these 
tensions may be more pronounced, 
though specific studies are limited.

Colisile Tfwala, a Certified Finance 
Coach and Trainer, and Author, 
offers practical insights on managing 
finances within romantic relation-
ships. Her advice is relevant whether 
you're married, engaged, or in a 
serious relationship.

“When we talk about financial literacy, it 
isn’t just about Emalangeni and cents,” 
she explains. “It’s about mindset, values, 
and vision. Before entering a romantic 
relationship, it’s crucial to understand 
the spirituality and psychology of 
money, along with the practical aspects 
of daily money management."

She emphasizes the importance of 
self-awareness: “You need to under-
stand your relationship with money, 
your money personality, your identity, 
your life’s purpose, and your vision for 
the future. Money is simply a tool meant 
to support that purpose. Marrying 
someone who doesn’t know their 
purpose or how to direct their finances 
toward it, can be dangerous.”

Tfwala also stresses the practical side of 
financial literacy. “Whether you’re a 
woman, a man, or a young adult 
stepping into independence, you must 
learn how to budget, how debt works, 
and how to manage your financial 
behavior. Money is more about behavior 
than logic. In Eswatini, many people shy 
away from these conversations and 
later end up in emotionally taxing or 
financially abusive relationships. But 
financial literacy brings confidence and 
clarity into your relationships, protect-
ing both your heart and your wallet.”

When quizzed about the benefits of 
shared financial decision-making in 
relationships, Tfwala highlights the 
value of unity and collaboration. 
“Shared financial decision-making 
fosters transparency, trust, and a strong 
sense of partnership,” she explains. 
“When both individuals are involved in 
budgeting, tracking expenses, and 
making investment choices, it builds a 
team mindset, something especially 
powerful within a marriage. Instead of 
pointing fingers when finances get 
tight, couples start strategizing togeth-
er. They become co-visionaries.”

Colisile emphasizes the importance of 
having a shared vision. “When I coach 
couples, the first thing I ask is whether 
they have a vision board for their family. 
A clear, documented vision helps guide 
financial decisions and keeps both 
partners aligned. It transforms money 
from a source of conflict into a tool for 
building shared dreams.”
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In this exclusive conversation with Thakzin, we uncover a 
quiet force in the music world, one shaped by humble 
confidence, intentionality, and a deep belief that not 
everything needs to be said aloud. Sometimes, the quality 
of work speaks loudest. And in Thakzin’s case, it speaks 
volumes.

hakzin, born Thabang Mathebula, is a South African DJ 
and producer with roots in both South Africa and 

Mozambique. Raised in Ivory Park near Midrand, he discov-
ered his passion for music early on and has been honing his 
craft for nearly two decades. While still in school, he chose to 
sacrifice much of his social life to focus on perfecting his 
sound—never imagining that this dedication would one day 
make him a globally sought-after artist, known for his 
electrifying performances and distinct, genre-defying 
production style.

Thakzin’s musical versatility has been thoroughly tested and 
proven, with his work seamlessly blending genres like 
Afrotech, AfroHouse, Deep House, and subtle touches of 
Amapiano and Gqom. His dynamic sound has led to a 
number of standout collaborations, including the hit track 
Yes God with Mörda and Oscar Mbo, Mama Thula with Zakes 
Bantwini, Indlu Iyasha with DJ Lag, and Mohigan Sun and 
Horns in the Sun with DJ Kent. And that’s just the begin-
ning—his growing catalog continues to showcase his ability 
to innovate across the electronic music spectrum.

Among his many contributions to the music industry, Thakzin 
made a groundbreaking impact on the house music scene by 
pioneering the subgenre known as 3Step. What began in his 
studio has since evolved into an explosive movement, 
spreading across South Africa, into Eswatini, and reaching 
audiences worldwide. Locally, Thakzin has brought his 
high-energy sets to stages such as the Farmers Market, 
House Musiq Fest, and most recently, the 2025 MTN Bushfire 
Festival. Despite his rising global presence, Thakzin remains 
grounded, o�ering fans glimpses into his everyday life and 
revealing the depth, discipline, and humility behind the music

Q: What would you say has been the biggest influence on 
your musical journey?
Life itself. Growing up surrounded by a variety of musical 
styles, especially with a musician as a parent, music has 
always been part of my environment. I feel like a sponge, 
constantly absorbing sounds from everywhere, not just the 
genres I create. It’s the essence and concept of music that 
inspires me most. Artists like Fela Kuti, whose music I 
discovered through my father’s playlists, have had a subtle 
but lasting impact on what I produce today, even if it’s not 
immediately obvious in my sound.

Q:  How are you able to maintain a clean social media 
presence- when does Thabang come alive?
Honestly, my life is pretty low-key and boring. Ever since high 
school, I’ve always been that quiet guy who’d head straight 
home once the bell rang.

By: Fezile Mkhatshwa

LET THE MUSIC SPEAKThakzinThakzin
I’m not the type to be out there or 
constantly in the spotlight like some 
others in the industry. I prefer to keep 
to myself, not as a branding strategy 
or because someone advised me to, 
but simply because I like keeping my 
personal life separate from my work. 
When I’m at a gig, I’m in work mode; 
when I’m home, I’m just me. Over time, 
I’ve grown comfortable with that 
balance. And from what I’ve seen in 
this industry, it’s a healthier way to live, 
staying grounded, avoiding the fast 
life, and not getting drawn into things 
that don’t really concern you

Q: You often seem uncomfortable 
receiving praise for your work and 
compliments in general. Is that a 
misunderstanding of your personality, 
or are you still adjusting to the 
recognition that comes with your 
growth as a musician?

It’s not necessarily discomfort, it’s 
more about being cautious. Not every 
compliment is as sincere as it sounds, 
and I’ve learned to pay attention to 
what isn’t being said just as much as 
what is. I try to stay grounded and not 
become reliant on praise, especially in 
an age where social media can create a 
false sense of validation.

That said, I truly value genuine 
feedback. I take it seriously, I reflect on 
it, and I use it to understand how 
others experience my work. But I’m 
also aware of how too much praise, 
especially too soon, can alter a 
person’s path. I’ve seen what it can do, 
how it can stunt growth by creating a 
false sense of arrival.

Take the fact that I’m credited with 
creating an entire sub-genre, 3 Step, as 
an example. That is a significant 
acknowledgment, no doubt. But I don’t 
let it inflate my ego. It was simply a 
moment of alignment where I explored 
new boundaries and it worked. There’s 
still so much more to learn, to evolve, 
to push. Music is much bigger than any 
of us, and I want to stay open to where 
it can take me next. So if I seem 
hesitant with compliments, it’s just my 
way of keeping perspective.

Q: As your profile grows, how do you 
plan to manage your privacy and 
mystique? 

I don’t have all the answers yet. I’m still 
figuring it out, but I want to stay 
authentic. I’ve noticed that stepping 
out more has helped me gain confi-
dence. I’m learning to balance being 
visible without losing myself or 
becoming too predictable.

Q: When do you feel most comfort-
able expressing yourself? 

I'm still quite shy, and feel most 
comfortable on stage or at shows that 
I’ve curated. I love discovering new 
places and connecting with audiences 
where I feel their energy aligns with 
mine. It’s about growth and exploring 
di�erent environments and anything 
that needs me to be ingenuine, too 
hyper, too flashy is not for me.

Q: Besides having an international 
management team, you also perform 
at international gigs to diverse 
crowds. How do you maintain the 
authenticity of your craft across 
di�erent environments while still 
staying relevant to each audience?

One thing I appreciate about my team 
is that they never try to change who I 
am as an artist. I bring my core identity 
to every stage, no matter where I’m 
performing. I do adapt to the energy of 
each crowd, but I stay true to my 
sound, that’s important to me. A lot of 
international artists tailor their sets so 
drastically that their performance in 
Europe, for example, sounds complete-
ly di�erent from what they’d play in 
South Africa or even in Eswatini. I 
prefer to stay consistent because 
event organizers book me for my 
sound. It would be a disservice to show 
up and play something unrecognizable.

That said, there are moments when a 
crowd might not immediately connect 
with what I’m playing, especially in 
places where my sound isn’t as familiar. 
I see those moments as opportunities 
to educate. I read the energy as soon 
as I step on stage and reshape my set 
in a way that guides the audience into 

my world. Over time, as you keep 
sharing your music, you start to find 
those cities and crowds where the 
energy naturally aligns, regardless of 
culture or language. Those are the 
moments that remind me why I do this.

Q: What are your thoughts on 
independence as an artist? 

Independence is often misunderstood. 
It involves understanding what being 
independent truly means—having 
control over your work, partnerships, 
and how you manage your brand. It’s 
not about working alone but rather 
about creating strategic collaborations 
while maintaining ownership of your 
craft.

Q: Are there common misconceptions 
about you that people often misun-
derstand?  

People often think I’m reserved or that 
I don’t want to be in the spotlight. I’m 
just particular about my personal 
space—I dislike being on the phone or 
living for content creation all the time. I 
prefer simplicity and music. 
Q: How do you see your growth 
impacting your personal life?

My music is deeply connected to who I 
am, but as my career has grown, 
certain simple things have become 
more di�cult, such as being in crowd-
ed places or constantly flying. I’ve 
developed a stronger need for quiet 
and privacy. It’s really about finding a 
balance between the demands of the 
career and protecting my peace of 
mind. One thing that always grounds 
me is taking time o� to visit my 
mother’s house. Just being there, 
enjoying a plate of mince and pasta, 
my favorite meal, is enough to reset 
everything. It reminds me of where I 
come from and helps me stay 
centered.
Thank you for your time. Keep 
blessing us with the music that moves 
us.

       I do adapt to 
the energy of each 
crowd, but I stay 
true to my sound, 
that’s important 
to me.
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In this exclusive conversation with Thakzin, we uncover a 
quiet force in the music world, one shaped by humble 
confidence, intentionality, and a deep belief that not 
everything needs to be said aloud. Sometimes, the quality 
of work speaks loudest. And in Thakzin’s case, it speaks 
volumes.

hakzin, born Thabang Mathebula, is a South African DJ 
and producer with roots in both South Africa and 

Mozambique. Raised in Ivory Park near Midrand, he discov-
ered his passion for music early on and has been honing his 
craft for nearly two decades. While still in school, he chose to 
sacrifice much of his social life to focus on perfecting his 
sound—never imagining that this dedication would one day 
make him a globally sought-after artist, known for his 
electrifying performances and distinct, genre-defying 
production style.

Thakzin’s musical versatility has been thoroughly tested and 
proven, with his work seamlessly blending genres like 
Afrotech, AfroHouse, Deep House, and subtle touches of 
Amapiano and Gqom. His dynamic sound has led to a 
number of standout collaborations, including the hit track 
Yes God with Mörda and Oscar Mbo, Mama Thula with Zakes 
Bantwini, Indlu Iyasha with DJ Lag, and Mohigan Sun and 
Horns in the Sun with DJ Kent. And that’s just the begin-
ning—his growing catalog continues to showcase his ability 
to innovate across the electronic music spectrum.

Among his many contributions to the music industry, Thakzin 
made a groundbreaking impact on the house music scene by 
pioneering the subgenre known as 3Step. What began in his 
studio has since evolved into an explosive movement, 
spreading across South Africa, into Eswatini, and reaching 
audiences worldwide. Locally, Thakzin has brought his 
high-energy sets to stages such as the Farmers Market, 
House Musiq Fest, and most recently, the 2025 MTN Bushfire 
Festival. Despite his rising global presence, Thakzin remains 
grounded, o�ering fans glimpses into his everyday life and 
revealing the depth, discipline, and humility behind the music

Q: What would you say has been the biggest influence on 
your musical journey?
Life itself. Growing up surrounded by a variety of musical 
styles, especially with a musician as a parent, music has 
always been part of my environment. I feel like a sponge, 
constantly absorbing sounds from everywhere, not just the 
genres I create. It’s the essence and concept of music that 
inspires me most. Artists like Fela Kuti, whose music I 
discovered through my father’s playlists, have had a subtle 
but lasting impact on what I produce today, even if it’s not 
immediately obvious in my sound.

Q:  How are you able to maintain a clean social media 
presence- when does Thabang come alive?
Honestly, my life is pretty low-key and boring. Ever since high 
school, I’ve always been that quiet guy who’d head straight 
home once the bell rang.

By: Fezile Mkhatshwa

LET THE MUSIC SPEAKThakzinThakzin
I’m not the type to be out there or 
constantly in the spotlight like some 
others in the industry. I prefer to keep 
to myself, not as a branding strategy 
or because someone advised me to, 
but simply because I like keeping my 
personal life separate from my work. 
When I’m at a gig, I’m in work mode; 
when I’m home, I’m just me. Over time, 
I’ve grown comfortable with that 
balance. And from what I’ve seen in 
this industry, it’s a healthier way to live, 
staying grounded, avoiding the fast 
life, and not getting drawn into things 
that don’t really concern you

Q: You often seem uncomfortable 
receiving praise for your work and 
compliments in general. Is that a 
misunderstanding of your personality, 
or are you still adjusting to the 
recognition that comes with your 
growth as a musician?

It’s not necessarily discomfort, it’s 
more about being cautious. Not every 
compliment is as sincere as it sounds, 
and I’ve learned to pay attention to 
what isn’t being said just as much as 
what is. I try to stay grounded and not 
become reliant on praise, especially in 
an age where social media can create a 
false sense of validation.

That said, I truly value genuine 
feedback. I take it seriously, I reflect on 
it, and I use it to understand how 
others experience my work. But I’m 
also aware of how too much praise, 
especially too soon, can alter a 
person’s path. I’ve seen what it can do, 
how it can stunt growth by creating a 
false sense of arrival.

Take the fact that I’m credited with 
creating an entire sub-genre, 3 Step, as 
an example. That is a significant 
acknowledgment, no doubt. But I don’t 
let it inflate my ego. It was simply a 
moment of alignment where I explored 
new boundaries and it worked. There’s 
still so much more to learn, to evolve, 
to push. Music is much bigger than any 
of us, and I want to stay open to where 
it can take me next. So if I seem 
hesitant with compliments, it’s just my 
way of keeping perspective.

Q: As your profile grows, how do you 
plan to manage your privacy and 
mystique? 

I don’t have all the answers yet. I’m still 
figuring it out, but I want to stay 
authentic. I’ve noticed that stepping 
out more has helped me gain confi-
dence. I’m learning to balance being 
visible without losing myself or 
becoming too predictable.

Q: When do you feel most comfort-
able expressing yourself? 

I'm still quite shy, and feel most 
comfortable on stage or at shows that 
I’ve curated. I love discovering new 
places and connecting with audiences 
where I feel their energy aligns with 
mine. It’s about growth and exploring 
di�erent environments and anything 
that needs me to be ingenuine, too 
hyper, too flashy is not for me.

Q: Besides having an international 
management team, you also perform 
at international gigs to diverse 
crowds. How do you maintain the 
authenticity of your craft across 
di�erent environments while still 
staying relevant to each audience?

One thing I appreciate about my team 
is that they never try to change who I 
am as an artist. I bring my core identity 
to every stage, no matter where I’m 
performing. I do adapt to the energy of 
each crowd, but I stay true to my 
sound, that’s important to me. A lot of 
international artists tailor their sets so 
drastically that their performance in 
Europe, for example, sounds complete-
ly di�erent from what they’d play in 
South Africa or even in Eswatini. I 
prefer to stay consistent because 
event organizers book me for my 
sound. It would be a disservice to show 
up and play something unrecognizable.

That said, there are moments when a 
crowd might not immediately connect 
with what I’m playing, especially in 
places where my sound isn’t as familiar. 
I see those moments as opportunities 
to educate. I read the energy as soon 
as I step on stage and reshape my set 
in a way that guides the audience into 

my world. Over time, as you keep 
sharing your music, you start to find 
those cities and crowds where the 
energy naturally aligns, regardless of 
culture or language. Those are the 
moments that remind me why I do this.

Q: What are your thoughts on 
independence as an artist? 

Independence is often misunderstood. 
It involves understanding what being 
independent truly means—having 
control over your work, partnerships, 
and how you manage your brand. It’s 
not about working alone but rather 
about creating strategic collaborations 
while maintaining ownership of your 
craft.

Q: Are there common misconceptions 
about you that people often misun-
derstand?  

People often think I’m reserved or that 
I don’t want to be in the spotlight. I’m 
just particular about my personal 
space—I dislike being on the phone or 
living for content creation all the time. I 
prefer simplicity and music. 
Q: How do you see your growth 
impacting your personal life?

My music is deeply connected to who I 
am, but as my career has grown, 
certain simple things have become 
more di�cult, such as being in crowd-
ed places or constantly flying. I’ve 
developed a stronger need for quiet 
and privacy. It’s really about finding a 
balance between the demands of the 
career and protecting my peace of 
mind. One thing that always grounds 
me is taking time o� to visit my 
mother’s house. Just being there, 
enjoying a plate of mince and pasta, 
my favorite meal, is enough to reset 
everything. It reminds me of where I 
come from and helps me stay 
centered.
Thank you for your time. Keep 
blessing us with the music that moves 
us.

       I do adapt to 
the energy of each 
crowd, but I stay 
true to my sound, 
that’s important 
to me.
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“Quitting my 8–5 job to pursue 
HoneyChildStyle full-time was 
the most empowering moment of 
my life.” – Pinky Glover
By Ayanda Dlamini

Embarking on a journey 
in the fashion industry is 
an ambitious endeavour 
that requires creativity, 
business acumen, and 
relentless passion. 

Beyond technical skills and creative 
vision, the foundation of building a 
thriving fashion brand rests upon 
you, especially your character traits.

As a creative entre-
preneur, you’ll 
embark on a 
unique journey, 
weaving 
together 
your artistic 
vision 
with your 
busi-
ness 
savvy. 
It’s a 
delicate 
dance, a 
perfect 
balance 
between the 
right and left 
brains, where 
your creativity 
meets your strate-
gic thinking.

For starters, it’s important to under-
stand that building a successful 
fashion brand demands a diverse 
array of traits, including resilience, 
adaptability, business insight, vision-
ary leadership, and curiosity.

Fashion label, HoneyChildStyle, 
founder Pinky Glover believes that 
to make it in this industry, one needs 
support, especially from family.

HoneyChildStyle is a unisex, 
trans-seasonal, and transitional 
loungewear brand designed for 
comfort, confidence, and everyday 
style. They focus on high-quality 
pieces like t-shirts and tracksuits, 
while also introducing seasonal items 
such as dresses, sleepwear, suits, 
and lounge sets. Their sizing is inten-
tionally inclusive, with some pieces 
going up to 4XL. The store is located 
at Serendipity Complex in Mbabane. 

Glover needs no introduction in this 
field. Her love for fashion started 
when she was just a toddler. We’ve 
seen her gracing several festivals 
and events, always looking like the 
queen she is.

“A strong support system has made 
a huge difference, from family to 
mentors to peers. I’ve also leaned 
heavily on the relationships I built 

during my corporate 
career. Having people 

to advise and support 
you in moments of 

uncertainty is price-
less. My experience 

in the corporate 
world instilled 

in me a solid 
work ethic 

and deep 
appreci-
ation for 

customer 
service, 

which I carry 
into everything 

we do at 
HoneyChildStyle,” 

she says.

Back to her love for 
fashion, Pinky recalls 

one of her earliest memo-
ries: making a fur coat for her cousin’s 
Barbie doll using the lining from a car 
seat cover. She would spend hours 
sewing outfits for that Barbie.

“It was my first taste of creativity 
and self-expression. I believe 
the spark was inherited from my 
grandmother, who was a gifted 
seamstress. Her sewing room was 
her happy place, and watching 
her create left a lasting impres-
sion on me. After completing my 
law degree, I finally followed my 
heart and enrolled at the London 
International School of Fashion. 
Although I didn’t complete the 
course, my love for fashion never 
wavered, and today, that passion 
lives on through HoneyChildStyle.”

“l always knew l wanted to be a 
designer, while my family encour-
aged me to pursue a more ‘practical’ 
degree - hence the law degree, but I 

remained passionate about fashion. 
When I came into a small inher-
itance, I used it to study fashion.”

The name HoneyChildSty’e was 
inspired by her circle of girlfriends. 

“We used to affectionately call each 
other ‘honeychild.’ That term came to 
represent sisterhood, style, and confi-
dence—all things I wanted the brand 
to embody. Today, as the brand has 
grown to include menswear, we often 
use the abbreviation HCS.”

A: What are your brand’s biggest 
strengths? What has made you 
stand out from the crowd?
P: Our greatest strength is our 
authenticity. HoneyChildStyle 
is deeply rooted in community, 
empowerment, and timeless design. 
We’re intentional about inclusivity 
from our sizing to our collaborations 
and our ability to merge comfort 
with fashion-forward pieces gives 
us an edge. Our events, like The 
Hive Market, allow us to uplift other 
female entrepreneurs, which builds 
brand loyalty beyond the clothing.

A: The fashion industry is known for 
being fickle and fast-moving. What 
are some of the biggest challenges 
you face as a fashion business owner?
P: One of our biggest challenges is 
manufacturing. Many local manu-
facturers in Eswatini are hesitant to 
work with small or emerging brands, 
which forces us to source production 
internationally. This means additional 
expenses for customs, VAT, and ship-
ping, all of which drive up our costs 
and impact our pricing.

It also makes it harder to compete 
with larger retailers like Woolworths 
and Truworths, who benefit from 
economies of scale. Our reliance on 
manufacturers in countries like South 
Africa, China, and Turkey limits our 
flexibility and slows down turna-
round times.

Local production is both our 
greatest hurdle and an area where 
we see potential. We’re actively 
working to build partnerships with 
reliable suppliers in hopes of even-
tually manufacturing locally. Not 
only would this reduce costs and 

increase efficiency, but it would 
also allow us to create jobs and 
support the local economy.

A: How do you define success for 
your brand?
P: To me, success is building a brand 
that thrives commercially but also 
makes a difference. HoneyChildStyle 
is not just a fashion label; it’s a 
movement. A recent example is our 
Women’s Month campaign, where 
we are launching a limited-edition 
t-shirt that promotes female empow-
erment. A portion of the proceeds 
will support a local women’s advo-
cacy organization, which we’ll reveal 
in due course. That, to me, is the kind 
of success that matters, style with 
purpose.

A: Looking back at your journey, 
what has been the most defining 
moment(s)?

P: Quitting my job to pursue 
HoneyChildStyle full-time was the 
most empowering moment of my life. 
For years, the business was a side 
hustle, and naturally, it never truly 
flourished because I wasn’t giving it 
the attention it deserved. Taking that 
leap of faith was scary, but it was the 
beginning of everything. I’ve never 
looked back. Now, as we prepare 
to launch our special edition t-shirt 
campaign this August, I’m reminded 
of why I chose this path: to create 
fashion that uplifts, inspires, and 
leaves a mark.

A: Can you tell us more about the 
upcoming campaign?
This August, HoneyChildStyle is 
launching a heartfelt Women’s 
Month campaign titled “She is 
the Honey”, a celebration of the 
softness, strength, and resilience 
that women bring into our lives. 
At the heart of the campaign is a 
limited-edition t-shirt honouring 
the many ways women nurture, 
lead, and uplift. A portion of the 
proceeds from each shirt sold will 
go to The Brave Girl Initiative, a 
local organization empowering 
young girls in Eswatini.

But this campaign is about more 
than fashion, it’s about story-
telling and community. We’ll be 
spotlighting real women from our 
community, alongside influencers, 

who will share what makes them 
“the honey”: their quiet strength, 
grace, and ability to inspire others.

Importantly, She is the Honey also 
invites men to take part. Whether by 
purchasing a shirt or sharing stories 
of the women who inspire them, 
mothers, wives, sisters, daughters, 
and friends, we’re calling on the 
men of eSwatini to help us honour 
the women who deserve to be seen, 
heard, and celebrated.

A: What inspired you and your team 
to venture into this campaign?
P: For me, this campaign is deeply 
personal. HoneyChildStyle has 
always been about more than 
fashion; it’s about creating a 
space where women feel seen, 
celebrated, and supported. I was 
raised by strong, graceful women 
like my grandmother, a seamstress 

and entrepreneur who shaped our 
family with quiet strength.

Their legacy inspired me to honour 
the women who came before us 
while making space for the women 
we’re becoming. Partnering with 
The Brave Girl Initiative felt like a 
natural fit, they’re doing powerful 
work to uplift the next generation. 
This campaign is our way of cele-
brating the past, supporting the 
present, and investing in the 
future of women.

A: Where do you see your 
brand in the next 5 years?
P: In five years, I see 
HoneyChildStyle becom-
ing a recognized African 
fashion brand. We plan 
to expand beyond 
eSwatini, 
with 
physical 
stores in 
key cities 
across 
the conti-
nent, grow 
our e-com-
merce 
platforms 
for global 
accessibility, 
and collabo-
rate with African 
designers to 

create limited-edition capsule collec-
tions. Through fashion, we also want 
to continue playing a meaningful role 
in social impact with initiatives like 
our upcoming campaign, celebrating, 
supporting, and uplifting the women 
in our community.

A: What advice would you give 
to someone looking to follow in 
your footsteps and start a fashion 
business?
P: Fall in love with both the creativity 
and the business side of fashion. 
Designing beautiful clothes is just 
one part, you need to understand 
your customer, how to reach them, 
and how to turn your ideas into a 
sustainable brand. Set clear goals, 
plan strategically, and stay commit-
ted, even when challenges come. In 
fashion, success is as much about 
resilience as it is about talent.

Thank you for your time, Miss 
Glover.
It’s been a pleasure! Thank you for 
having me!

Taking that leap of faith was scary, 
but it was the beginning of everything
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the most empowering moment of 
my life.” – Pinky Glover
By Ayanda Dlamini

Embarking on a journey 
in the fashion industry is 
an ambitious endeavour 
that requires creativity, 
business acumen, and 
relentless passion. 

Beyond technical skills and creative 
vision, the foundation of building a 
thriving fashion brand rests upon 
you, especially your character traits.

As a creative entre-
preneur, you’ll 
embark on a 
unique journey, 
weaving 
together 
your artistic 
vision 
with your 
busi-
ness 
savvy. 
It’s a 
delicate 
dance, a 
perfect 
balance 
between the 
right and left 
brains, where 
your creativity 
meets your strate-
gic thinking.

For starters, it’s important to under-
stand that building a successful 
fashion brand demands a diverse 
array of traits, including resilience, 
adaptability, business insight, vision-
ary leadership, and curiosity.

Fashion label, HoneyChildStyle, 
founder Pinky Glover believes that 
to make it in this industry, one needs 
support, especially from family.

HoneyChildStyle is a unisex, 
trans-seasonal, and transitional 
loungewear brand designed for 
comfort, confidence, and everyday 
style. They focus on high-quality 
pieces like t-shirts and tracksuits, 
while also introducing seasonal items 
such as dresses, sleepwear, suits, 
and lounge sets. Their sizing is inten-
tionally inclusive, with some pieces 
going up to 4XL. The store is located 
at Serendipity Complex in Mbabane. 

Glover needs no introduction in this 
field. Her love for fashion started 
when she was just a toddler. We’ve 
seen her gracing several festivals 
and events, always looking like the 
queen she is.

“A strong support system has made 
a huge difference, from family to 
mentors to peers. I’ve also leaned 
heavily on the relationships I built 

during my corporate 
career. Having people 

to advise and support 
you in moments of 

uncertainty is price-
less. My experience 

in the corporate 
world instilled 

in me a solid 
work ethic 

and deep 
appreci-
ation for 

customer 
service, 

which I carry 
into everything 

we do at 
HoneyChildStyle,” 

she says.

Back to her love for 
fashion, Pinky recalls 

one of her earliest memo-
ries: making a fur coat for her cousin’s 
Barbie doll using the lining from a car 
seat cover. She would spend hours 
sewing outfits for that Barbie.

“It was my first taste of creativity 
and self-expression. I believe 
the spark was inherited from my 
grandmother, who was a gifted 
seamstress. Her sewing room was 
her happy place, and watching 
her create left a lasting impres-
sion on me. After completing my 
law degree, I finally followed my 
heart and enrolled at the London 
International School of Fashion. 
Although I didn’t complete the 
course, my love for fashion never 
wavered, and today, that passion 
lives on through HoneyChildStyle.”

“l always knew l wanted to be a 
designer, while my family encour-
aged me to pursue a more ‘practical’ 
degree - hence the law degree, but I 

remained passionate about fashion. 
When I came into a small inher-
itance, I used it to study fashion.”

The name HoneyChildSty’e was 
inspired by her circle of girlfriends. 

“We used to affectionately call each 
other ‘honeychild.’ That term came to 
represent sisterhood, style, and confi-
dence—all things I wanted the brand 
to embody. Today, as the brand has 
grown to include menswear, we often 
use the abbreviation HCS.”

A: What are your brand’s biggest 
strengths? What has made you 
stand out from the crowd?
P: Our greatest strength is our 
authenticity. HoneyChildStyle 
is deeply rooted in community, 
empowerment, and timeless design. 
We’re intentional about inclusivity 
from our sizing to our collaborations 
and our ability to merge comfort 
with fashion-forward pieces gives 
us an edge. Our events, like The 
Hive Market, allow us to uplift other 
female entrepreneurs, which builds 
brand loyalty beyond the clothing.

A: The fashion industry is known for 
being fickle and fast-moving. What 
are some of the biggest challenges 
you face as a fashion business owner?
P: One of our biggest challenges is 
manufacturing. Many local manu-
facturers in Eswatini are hesitant to 
work with small or emerging brands, 
which forces us to source production 
internationally. This means additional 
expenses for customs, VAT, and ship-
ping, all of which drive up our costs 
and impact our pricing.

It also makes it harder to compete 
with larger retailers like Woolworths 
and Truworths, who benefit from 
economies of scale. Our reliance on 
manufacturers in countries like South 
Africa, China, and Turkey limits our 
flexibility and slows down turna-
round times.

Local production is both our 
greatest hurdle and an area where 
we see potential. We’re actively 
working to build partnerships with 
reliable suppliers in hopes of even-
tually manufacturing locally. Not 
only would this reduce costs and 

increase efficiency, but it would 
also allow us to create jobs and 
support the local economy.

A: How do you define success for 
your brand?
P: To me, success is building a brand 
that thrives commercially but also 
makes a difference. HoneyChildStyle 
is not just a fashion label; it’s a 
movement. A recent example is our 
Women’s Month campaign, where 
we are launching a limited-edition 
t-shirt that promotes female empow-
erment. A portion of the proceeds 
will support a local women’s advo-
cacy organization, which we’ll reveal 
in due course. That, to me, is the kind 
of success that matters, style with 
purpose.

A: Looking back at your journey, 
what has been the most defining 
moment(s)?

P: Quitting my job to pursue 
HoneyChildStyle full-time was the 
most empowering moment of my life. 
For years, the business was a side 
hustle, and naturally, it never truly 
flourished because I wasn’t giving it 
the attention it deserved. Taking that 
leap of faith was scary, but it was the 
beginning of everything. I’ve never 
looked back. Now, as we prepare 
to launch our special edition t-shirt 
campaign this August, I’m reminded 
of why I chose this path: to create 
fashion that uplifts, inspires, and 
leaves a mark.

A: Can you tell us more about the 
upcoming campaign?
This August, HoneyChildStyle is 
launching a heartfelt Women’s 
Month campaign titled “She is 
the Honey”, a celebration of the 
softness, strength, and resilience 
that women bring into our lives. 
At the heart of the campaign is a 
limited-edition t-shirt honouring 
the many ways women nurture, 
lead, and uplift. A portion of the 
proceeds from each shirt sold will 
go to The Brave Girl Initiative, a 
local organization empowering 
young girls in Eswatini.

But this campaign is about more 
than fashion, it’s about story-
telling and community. We’ll be 
spotlighting real women from our 
community, alongside influencers, 

who will share what makes them 
“the honey”: their quiet strength, 
grace, and ability to inspire others.

Importantly, She is the Honey also 
invites men to take part. Whether by 
purchasing a shirt or sharing stories 
of the women who inspire them, 
mothers, wives, sisters, daughters, 
and friends, we’re calling on the 
men of eSwatini to help us honour 
the women who deserve to be seen, 
heard, and celebrated.

A: What inspired you and your team 
to venture into this campaign?
P: For me, this campaign is deeply 
personal. HoneyChildStyle has 
always been about more than 
fashion; it’s about creating a 
space where women feel seen, 
celebrated, and supported. I was 
raised by strong, graceful women 
like my grandmother, a seamstress 

and entrepreneur who shaped our 
family with quiet strength.

Their legacy inspired me to honour 
the women who came before us 
while making space for the women 
we’re becoming. Partnering with 
The Brave Girl Initiative felt like a 
natural fit, they’re doing powerful 
work to uplift the next generation. 
This campaign is our way of cele-
brating the past, supporting the 
present, and investing in the 
future of women.

A: Where do you see your 
brand in the next 5 years?
P: In five years, I see 
HoneyChildStyle becom-
ing a recognized African 
fashion brand. We plan 
to expand beyond 
eSwatini, 
with 
physical 
stores in 
key cities 
across 
the conti-
nent, grow 
our e-com-
merce 
platforms 
for global 
accessibility, 
and collabo-
rate with African 
designers to 

create limited-edition capsule collec-
tions. Through fashion, we also want 
to continue playing a meaningful role 
in social impact with initiatives like 
our upcoming campaign, celebrating, 
supporting, and uplifting the women 
in our community.

A: What advice would you give 
to someone looking to follow in 
your footsteps and start a fashion 
business?
P: Fall in love with both the creativity 
and the business side of fashion. 
Designing beautiful clothes is just 
one part, you need to understand 
your customer, how to reach them, 
and how to turn your ideas into a 
sustainable brand. Set clear goals, 
plan strategically, and stay commit-
ted, even when challenges come. In 
fashion, success is as much about 
resilience as it is about talent.

Thank you for your time, Miss 
Glover.
It’s been a pleasure! Thank you for 
having me!

Taking that leap of faith was scary, 
but it was the beginning of everything
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PURCHASE YOUR DISCOUNTED LUJU
GARDEN TICKETS ON UNAYO 

Save the following cellphone number (+268) 7805 6364

Text "Hi" on WhatsApp to the number to prompt the Menu options

Select 'Luju Food & Lifestyle Festival'

Enter your Personal Information

Select ticket type and number of tickets to make a purchase

You will receive a Voucher Number

Your Voucher Number is processed under 'Pay for Goods' on the 
Unayo App

Once the payment is completed, you will receive a link to download 
your ticket. You will additionally receive a ticket on e-mail.

N.B: Please keep the link safe, as it is equivalent to the event ticket. 
Kindly note that there are limited tickets available. T's & C's apply.
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