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A Though attempts had been m
the government took keen interest in concentrated
country image building initiatives in 2003.

A This is when the government introduced the
ERS(Economic Strategies for Wealth and Employment
Creati on) which | ed to Ken!
growth of 7% in 2007.

A Following success of the implementation of ERS, the
Government developed t he V]
development blue print aimed at converting Kenya into
a middle income economy by the year 2030 with an
envisaged growth rate of 12% annually.
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A The vision is anchored on 3 pillars

"he economic pillar
ne social pillar
"he political pillars
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A The economic pillar aims to improve the prosperity
of all Kenyans through an economic development

programme, covering all the regions of Kenya, and
alming to achieve an average Gross Domestic
Product (GDP) growth rate of 10% per annum
beginning in 2012.
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A The social pillar seeks to build a just

and cohesive society with social equity in a
clean and secure environment.

A The political pillar aims torealize a
democratic political system founded on
Issuebased politics that respects the rule of
law, andprotects the rights and freedoms of
every individual in Kenyan society.
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A Under the vision, the government has identifie

priority centres

I Macroeconomic stability;

I Continuity in governance reforms;

I Enhanced equity and wealth creation opportunities for the
| Infrastructure;

I Energy;

I Science, technology and innovation (STI);

I Land reform;

I Human resources development; and

I Security as well as public sector reforms.
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A To embed the Vision 2030 and its operations,
arose the need to form a body to manage the
countryos |1 mage.

A So in March, 2008 the President established E
Kenya Board
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A Other factors that lead to the creation of Brand
Kenya Board included:
A Regional and global competition
A Adoption of RBM in government
A Technological Development
A Global competition

A Recent post election violence which damaged our
Image internationally and internally caused citizens
to lose hope and heightened social disharmony
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A A State Corporation.

A Established to put in place an integrated
coordinating mechanism for building and
enhancing the countryaos
and rallying its citizens behind it.

A Our mandate is to ensure that an integrated
national brand Is created, harnessed and sustained
for the long term.



QOur Aim iIs to.

A Enhance & sustain Kenyaods
regional socialeconomic development and an
economically and socially attractive place to live, visit,

work and invest.

A Nationally: Build national identity and pride in every

Kenyan.

A Internationally: Restore confidence in Kenya among

Investors, visitors, tourists and development partners.
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A To instill in every Kenyan national pride and foster
International confidence in the country by providing a
competitively prosperous and stable environment to all our
Sstakeholders;

A To Kenyansa country that is safe and free to live work,
exploit their diverse talents and realize their full potential.

A To investorsa supportive and enabling business
environment

A Foreignersan exciting safe, friendly destination to visit, live
and holiday.
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A Regional partnersa. reliable and supportive champion of
regional peace and development

A Development partnersa responsive and accountable partner

A Kenyans in Diaspora place to proudly call home, promote an
desire to return.

A To Kenyan entrepreneurs. land of great opportunity and
growth prospects, a motivating & encouraging environment.



FUNCTIONS OF THE ...,

”zen attitude change

A Branding the public service

ABranding Kenyab6ts key differ
A Value proposition for our goods & services (mark of origin)

A Branding of the Kenyan cities & towns

ALeveraging Kenyanods in the
Alnfluencing policy to enhan
climate

ADevelop & disseminate cont e
attractiveness and challenges any misconceptions that may &
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Pursuant to its mandate and functions, the

brand Kenya Boardods core values
Patriotism- The country is bigger than each one
of usi we put in first in our words and actions g
Passiori We approach our work guided by love g™
for our great nationi we remain energetic and
Inspired as we move into the future.

Integrity T We believe in truth, honesty and
morality and strive to uphold them.

Team Spiritt Wonderful things happen when
we work together

Innovation i We allow every individual to
expand their potential for the greater good.
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A Mark of Identity and Mark of Origin

A Brand Master Plan

A Stakeholder and Partners forums

A Youth Attitude Change programs.
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WHY BRAND KENYA?



RATIONALE FOR NATION - -

mcountries are competing with each other for

everything.

A To stand out a country needs a compelling and believable
advantage over others.

A Such an advantage may be cultural, social, economic or

pol i1 ti cal and expressed 1In
jewels) and achievements be they:

- Climate - Locations

- Personalities - Products

- Government - Personalities

- Policies - Institutions

- Sports

A Various countries of the world are known for specific things.
(contrast competitive vs. comparative). These form the
country images
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A In country branding, the belief is that a
country's name conveys images that help
people interact with that country and evaluate
products and services as they make various
consumption decisions and choices.

A The belief is that a country is like a person or
product hence it can have a clear distinctive
and appealing identity. A country without this
gets lost among other countries.
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A When it hasbecomesick or depressed

A When its image is lost in a bigger negative image
(Africa vs. Kenya)

A When other forces are positioning it wrongly e.g.
media, politicians, pirates,rioting studentsetc

A When awarenessiboutits strengthis low
A When its position is threatened
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Poor infrastructure

Strained or overstretched basic services
naccessible facilities

High costs of doing business

High levels of unemployment and

General negativity and despondency among the
citizens

Undeveloped talents

Unplanned cities and towns and rapid growth of
iInformal settlement

High levels of insecurity and crime

o o To Do Do Do Do Do I
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Overall, countries with strong brands:
A Attract global good will and attention

A Signal unity, stability economic growth and
peace

A Can withstand social, economic and political
Crisis
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A It is a holistic approach cutting across all
spheres of the economy.

A It touches on people, policies, business, trade
Foreign direct investment, tourism, culture anc
International relations (diplomacy), places,
Institutions, events and sports etc.

A Often, it is strategically summarized into a
single value adding proposition that is focusec
on giving a country an authentic, believable
and deliverable image.



BENEFITS OF COUNTRY

A Citizensi gives them a rally point around which to
marshal their potential and exploit their talents

A Investorsi Provides a welcoming and consistently
attractive investment

A Governmenti Improves planning and
management of crosses

A Globallyi attract global goodwill and attention as
well as participation in world bodies

A Visitors and touristsi Improves livability and
visitability of a place

A In general it helps to expand the social and
economic possibilities of the country



BENEFITS OF COUNTRY

Showcasing And Enhancing
1. Our ablility to grow top export products like tea
and coffee
A country rich in minerals
Our climate and landscapes
Our arts, culture and heritage
Our iconsi the great men and women of our
country
Our democracy and our newly promulgated
Constitution
Our market potential
Our innovations
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Despite the wealth and richness of Kenya, certain issues stan

barrlers to our |mage

Ethnicity T The many problems facing Kenya and indeed £
Political instabllity, Irrational development, outmoded value
and regressive consciousness can all be traced to ethnicit
Limited control over media and media contents

Little or no control over the supply chain of the high quality
products exported from the region (e. g tea, coffee, flowers
we are unable to leverage them to promote our images as
lose their originality along the supply chain

Problems of infrastructure both surface and service
Infrastructure

Strained basic services e.g. electricity, water, education, h
services
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A Country Diagnostic
A Brand Architecture
A Country Positioning
A Communication
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KENYAN DIASPORA AND
INVESTMENT



OBJECTIVES oo
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A To inform the Diaspora of the role of Brand Kenya
Board and clearly communicate our mandate

A To engage them in identifying their roles as Brand
Kenya ambassadors

A To engage them in establishing what their opinions
are on the identity of Kenya

A To foster a sense of patriotism and develop and grow a
positive image of Kenya abroad

A To sensitize Kenyans as ambassadors of the Nation
while abroad to ensure correct information about the
country is disseminated

A To encourage them to invest in Kenya
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The focus of interactions with the Diaspora
will be :

Unite Kenyans

Provide them with positive information
that enhances

M1 National Pride
M1 Patriotism

And present investment opportunities back
home
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mHHED ACTIVITIES

A Information dissemination workshops

A Interactive workshops to engage Diaspora in
shaping the brand identity

A Conference showcasing Kenyan sub brands that
present a platform to help build a brand identity
(Safaricom, Equity, Nakumatt, Kenya Commercial
Bank, Tea, coffee etc)

A Branding activities to coincide with national
holidays and festivals, to help foster a sense of
patriotism

A Exhibitions and fairs to promote Kenyan products
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The activities will be carried out In
partnership with:

A Kenyan Communities Abroad
A Kenyan Foreign Missions Abroad
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A Several countries in the world have taken
measures to design policies and pass legislations
that create conducive environments for the
Diaspora to participate effectively in economic,
political and social affairs

A The participation of the Kenyan Diaspora in the
economy will spur the
economic reforms to modernize the economy and
augment growth as per th&ISION 2030
Development Process.
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I A Its estimated that there are approximately
two million Kenyan workers working

abroad.
A Over 147,000 Kenyans in the USA,
A Over 5,200 in Germany,
A Over 1,300 in Sweden,
A Over 1,500 in Netherlands,
A Over 7,500 in Australia,
A Over 21,000 in Canada and,
A Over 130,000 in the UK.
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The Kenyan Diaspora contributes to
development in various ways including:

A Building business networks and creating
social capital

A Through foreign Direct Investment
(FDI)

A Sending money to friends and relatives
In their countries of originrcommonly
known as Remittances



Cont daeé BRAND@KENYA

—_\

A Getting involved in political processes

A Market development for products from
Kenya

A Promoting tourism and Kenyan culture
A Science and Technology transfer

A Positive influence and intangible
knowledge transfer and

A Philanthropy among others
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memittances Inflow 2004 to 2010 In

US$ '000

YEARLY REMMITTANCES FROM 2004 TO 2009 (US $)
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”B Income stands at

US$350,893 as of April
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Population: 38.6 million.
Population Density: 55per sq.km
Workforce population: 11.85 million.
Literacy rate age 15 and over: 85.1%.
GDP per capita: $320(at purchasing power
parity,$1035).

Main Languages: English, Kiswahili

Ethnic Tribes: 42

Climate varies from tropical along coast in
Mombasa to the arid in interior

Religion - Mainly Christian.

Sizeable population of Muslims, Hindu other
religions A member of the Commonwealth
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AConsulates and Embassies of most countries

AHospitalsi International standard medical
care

AHotelsi Five star accommodation

AOnline money transfers services with all
Banks

AMajor credit cards accepted everywhere

ANatural minerals and resourceslimestone,
soda ash, salt, gemstones, fluorspar, zinc,
diatomite, gypsum, wildlife, hydropower
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- Key information - Communication

A Liberalized Telecommunication sector.
A Fully Digital Network.

A Fixed line connectivity: 300,000.

A Mobile Connectivity: over 18 million.

A Internet Users: 2 million.

A Satellite services: International Broadcast,
VSAT, Voicecast.

A Global Connectivity: Satellite Links.
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jsectors: Agriculture, Tourism, Financial Services,

Business Process Outsourcing, Energy Sector,
Infrastructure.

A Growth Rate : 3%

A Official Currency; Kenya Shillings.

A Major Exports: Tea, Horticultural products, Coffee,
Petroleum products, fish, cement and tourism.

A National Carrier: Kenya Airways- The pride of Africa

A Market Access: Easy with effective domestic demand.



KENYA
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A East African Community {Population 126 million}

A COMESA {19 states, population 400 million.}

A United States of America under the Africa Growth and
opportunity Act

A Exports to the European Union are entitled to trade
preferences such as duty free entry of industrial and a
wide range of agricultural products.

A Technology: Connectivity through the Fiber Optic
cable enabling the reduction of cost and high internet
speed. This has resulted in a drastic cost reduction of
all internet provided services.



KENYA®S GDP GROWT HewANE

. 2002 |2003 |2004 |2005 2007 |2008
GDP 0.

Per 830.8 859.2 882.2 21725 2013.6 10154 1110.3 121-
Capita
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A The East West Communication Perception index ranked
Kenya as follows in the years 2009 and 2010

A 2009

R R R R G
171 170 178 171 176
A 2010
QL JQ2 3 o4
155 126

A The perception of Kenya is increasing
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al Competitiveness Index 2009/2010 by the
World Economic Forum, Kenya was ranked 98ut of 133
economies.

A Among the 12 pillars evaluated, Kenya was ranked very
highly in:
Innovation 7 48"
Business sophistication 59"
Financial market sophisticationn 37"
Labour market efficiencyi 40

:
:
:
:
A The areas that pulled down the rank were:
I Macroeconomic Stabilityi 1215t
i Health and primary educatiori 110"
i Institutions 1 107"
i Business cost of crime and violengel 22
i Business cost of terroris 127"
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A Of note in these figures is that under the individual pillars,
Kenya had impressive rankings in the following:

Educational expenditurg 13"

' Quality of Education systems 34

I
|
i Company spending on research and developmerg7h
.
|
|

Financing through local equity market 20"
Ease of access to loah8"

| State of cluster development 39

A These figures are all as a result of the reforms in the public
and private sectors in the past years.
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OPPORTUNITIES



Agriculture  Agro processing BRAND@KENYA

APartnership with farmer in the growing and processing of fruits
and vegetables

Alnvestment in the Production of Yoghurt, milk, ghee, yoghurt
flavors and Leather products.

AFi sh production due to Burun
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AOver 12 million mobile phone subscriber covering Kenya

AKenyan linked globally with 3 submarine fiber optic cables

AHighly trained work force

AOpportunities for Micro-Finance Institutions and Ce
operatives.
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AScholarship programmes started by Diaspora

AMentorship programmes

ASkills transfer programmes

AJoint programmes for Training in Business Development and HR
development for Government Employees.
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Kenya can contribute in the energy production for both Domestic
and Industrial use by investment in:
A Solar Panel Distribution and Wind power.
AGas energy distribution, mining, bio fuels and petroleum
ADomestic Appliances and
AManufacturing of Candles.



Investment opportunities
Tourism
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AJoint investment in hotels, camping, Conference facilities, tours and Travel, Eco
Villages ,Fast food Restaurants and Cultural Tourism

Alnnovative ideas such as tours of Nairobi, cultural fairs, investment in entertainmen
spots.



Construction
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Ppingo Ridge

AConstruction; Great demand for cement

and construction material another area of

partnership.

AOpportunities from the government to
Invest in construction in Kenya through
the National Housing Corporation and the ,
Ministry of Housing. LoarySefront Apatmertsin Wataru


http://hassconsult.co.ke/hass/index.php?option=com_banners&task=click&bid=9
http://hassconsult.co.ke/hass/index.php?option=com_banners&task=click&bid=10

Transportation Sector BRAND(Q)KENYA

Alnvestment opportunities exist in Long Haul Vehicles and
urban public system.

AOpening up of the new road systems will lead to the
Nairobi goods storage facilities being utilised more.



Wholesale and Retall SectorBRAND(o)KENYA

AThe Diaspora are interested in Supermarket and retail convenient
stores and joint ventures in this area.
APublic Private Partnerships in the sector



EASE OF DOING BUSINESS IN
KENYA
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A Registration of business takes 21 days with the average
East African time being 15 days

A Work permits are readily available for foreigners
wishing to work in Kenya in liaison with the Kenyan
consulates

A Entry into Kenya is open to everyone with valid travel
and entry documents

A Business opportunities and ideas are endless in Kenya
so long as they are not illegal

A Kenya has adequate human resource to serve as a work
force in any industry however specialised.



WHY IN¥E§ L_IIN KENYAEW@KEN“
Gateway to Eastern, Central and Southern
Africa (400 million)
Nairobi - Regional business and air hub
Well developed human resources
Distinctive culture.
For example world class runners
Competitive strengths in an array of clusters
Tourism
Agribusiness, for example cut flowers, coffee,
a
A Logistics
A Strong Entrepreneurial local Culture
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AL00 to 150% investment allowance
ACapital goods are zero rated
ADuty exemption and VAT waiver for
machinery and equipment
AEPZ programme (SEZ)

10 year tax holiday

Exempt from withholding tax and stamp
duty
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A Kenyan products have access to the following
markets:

A EAC with a population of 126 million people

A COMESA with an estimated population of 400
million people

A United States of America under the African
Growth and Opportunity Act (AGOA)

A European Unionrexports to the EU are entitled to
trade preferences such as duty free entry of
iIndustrial and a wide range of agricultural products



GUARANTE VESTORG
ns in the Diaspota enable Kenyans

laspora to invest without fear of suffering tax and
penalties on undisclosed income

Aenya Constitutionguarantees against expropriation of
private property except for purposes of public use or security
MRemoval of exchange controlguarantees investors
repatriation of capital, profits and interests.

AvMember of the Multi-lateral Investment Guarantee Agency
(MIGA), an affiliate of the World Bank that insures foreign
Investments against noitcommercial risks

Avember of the International Centre for Settlement of
Investment Disputes (ICSID)vhich arbitrates cases between
foreign investors and host governments

Avlember of the Africa Trade Insurance Agency (ATIA)
which insures investors against political risks




