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Introduction

• Country Branding 

• Developing  a Brand Master Plan
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• Developing  a Brand Master Plan

• Country Positioning : Tourism, Hospitality, & 
Leisure 



Country Branding

• Creation of a  national identity and image that has been 
consciously distilled 

• Activation of national identity through a set of core 
differentiators (sports, people, sites, sounds, events, 
facilities, incentives, locations, culture and heritage.
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• It means a critical mass of people can have a generalized 
perspective about the country.



………cont’d

Various world designations invoke specific associations;

• China………(cost efficiency – the world’s factory)

• Germany…...(engineering prowess)
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• Japan…….. electronics

• Wall Street …… Finance

• France……..(perfumes & wines)

• Jamaica …… Reggae, Sprinters 

• Nigeria …… Nollywood

• Kenya??



• When it appears depressed

• When its image is lost in a bigger negative
image (Africa vs. East Africa)

• When other forces are positioning it wrongly

When does a destination need branding?
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• When other forces are positioning it wrongly
e.g. media and politicians,

• When awareness about its strength is low

• When its position is threatened.



In destination branding the belief is that:

• A  name conveys images that help people interact with that 
destination as they make a choice

• A country is like a person or product hence it can have a clear 
distinctive and appealing identity.  A country without this 

Rationale  for destination branding
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distinctive and appealing identity.  A country without this 
gets lost among other destinations.

• Country branding is undertaken coupled with well 

coordinated political, social , economical and social initiatives



Attributes of strong country brands 

� Able to attract global goodwill and attention

� Can withstand Crisis

� Smoothly transit change of regimes

� Keep citizens inspired and focused

� In general have higher levels of predictability

Therefore can attract and or retain tourists, investment, and talent.

Five key dimensions that make up a country brand: 
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Five key dimensions that make up a country brand: 

1) Value System, 

2) Quality of Life, 

3) Good for Business,

4) Heritage and Culture and 

5) Tourism.



Top 10 Country Brands 2011
[source: FutureBrand CBI 2011-2012]

1. Canada

2. Switzerland 

3. New Zealand

4. Japan 

5. Australia
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6. United States

7. Sweden

8. Finland

9. France

10. Italy



Country Rank in Africa Global rank

Mauritius 1 22

South Africa 2 35

Namibia 3 37

Botswana 4 53

Egypt 5 57

Morocco  6 62

Tanzania 7 68

Kenya 8 77

Algeria 9 85

Sierra Leone 10 86

Country Brands: Africa Vs. World
[source: FutureBrand CBI  2011-2012]

Tourism, Hospitality & Leisure  Branding 10th February    2012

Sierra Leone 10 86

Cameroon 11 87

Mozambique 12 88

Ghana 13 91

Sudan 14 93

Ethiopia 15 95

Tunisia 16 98

Uganda 17 99

Rwanda 18 102

Congo 19 103

Senegal 20 104

Nigeria 21 108

Libya 22 110

Zimbabwe 23 112



Some challenges in destination  
branding

• National identity and image

• Attitude

• Tradition
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• Tradition

• Basic services and infrastructure 

• Budgets



BRAND MASTER PLAN…..The Process

This project was essentially 7 phases, staggered out in three 

stages

Phase 1 Phase 3
Country 
Diagnostics

Country 
Image & 
Identity 
Design

Phase 0
Project 
inception

Phase 2
Brand 
Positioning 
& 
Architectu
re

Phase 4
Population 
Engagement

Phase 5
Internal 
Coms 
Strategy

Phase 6
External 
Coms 
Strategy

Phase 7
Brand  
Master plan

Kick off

• Inception 

report

• Project timeline

Stage 2 Stage 3
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• Project timeline

• List of 

documents 

required from 

client
Discovery

• Qualitative 

research 

• Quantitative 

research

• Opportunity 

modeling

Development

• Brand 

definition 

and 

positioning

• Brand 

architectur

e

• Design 

insights

Creation

• Full understanding of the corporate brand 

strengths and weaknesses

• Identified positioning opportunities to 

create an aligned and strategically relevant 

corporate brand position

• List of architecture issues

Destination

• Final Brand 

Kenya 

master 

plan

• Brand 

Kenya 

Council 

plan

• Evaluation 

templates



THE PROCESS …. SUMMARIZED

Country Diagnostic

Brand  Analysis –

Opportunity Model
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Internal /

External Communication

Brand Positioning 

Statement

Brand Proposition



BRAND MASTER PLAN…Methodology

RELEVANC

E
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THE BRANDING GAP

The research shows how we are perceived and how we perceive ourselves.

• Vision 2030 is geared towards making Kenya a middle income society by 
the year 2030 years and some of the key projects are in the energy , ICT 
and education sectors 

• From the survey , the perceptions that have a strong rating <60% are : 
Safari, friendly people , tribalism and poverty 
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• The country's ambition has weak association  with > than 10% rating for  
a good investment hub, a modern country, a country ahead in 
technology (as shown below)

• Brands bridge the gap between reality and perception



Tourism Brand Opportunity: 

A controlled step outside the usual but still 

filled with adventure and mysticism
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Hospitality Brand Opportunity:
A raw opportunity on the verge of tipping point
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THE BRAND PLATFORM
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THE BRAND VISION
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POSITIONING STATEMENT

• The brand diagnostic showed there was a  dichotomy between Kenya’s 

aspirations of growth and modernisation and the external perception of 

the Safari clichés.

• There was need to leverage the long heritage of Kenya as a touristic 

destination, that “owns” the wide open space African adventure mysticism

• There was also the  need to drive the message of tolerance and newly 

found respect for the value system as urbanisation challenges Kenya’s 

social fabric
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social fabric

• Thus the Positioning  we arrived at was 

A surprisingly familiar exotic destination 
with high  economic potential where, 

people and nature live in harmony



BRAND PERSONALITY

Resilient Collaborative

Entrepreneurial
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Brave

Respectful Open

Warm

BRAND 

PERSONALITY



THE BRAND PROPOSITION

• The brand proposition builds on the positioning statement above 

• The  four opportunities were analysed together to give a single minded 

proposition

FDI TOURISMEXPORTS CITIZENS+ ++
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• They incorporated the brand personality and values 

=

FDI TOURISMEXPORTS CITIZENS

Kenya , bursting with generosity , 
rewarding beyond expectations

++



BRAND PROPOSITION
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Brand Application
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Konza Technology City
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Konza Technology City
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Private Sector Adopted FlagshipPrivate Sector Adopted Flagship
Privately run municipality Privately run municipality 



END PRODUCT: TYPICAL DIESEL ELECTRIC MULTIPLE UNIT FOR PROPOSED NAIROBI RAIL 

COMMUTER SERVICES
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TYPICAL INTERIOR OF A MODERN DEMU 

COACH
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THE END PRODUCT: TYPICAL MODERN RAIL COMMUTER STATION



THE PROPOSED STATE-OF-THE-ART RAILWAY TERMINI AT NAIROBI
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A104/A109 ATHI RIVER INTERCHANGE

3636



TYPICAL MODEL OF MUSEUM HILL INTERCHANGE

Tourism, Hospitality & Leisure  Branding 10th February    2012

PROJECT: NAIROBI – THIKA ROAD (A2)



WORK IN PROGRESS
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PROJECT: NAIROBI – THIKA ROAD (A2)



Nairobi Commuter rail project

Syokimau station
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Nairobi Commuter rail project

Syokimau station



�Mombasa conference center (Bamburi)

– Land acquired

� Resort cities (Diani, Kilifi, Isiolo)

– Land identified for Isiolo resort city

� Several under-utilized parks branded

Tourism, hospitality & leisure - branding

� Several under-utilized parks branded

� Quite a bit more remains to be done

- African quinine

- Sports tourism & branding

- Heritage

- Lifestyle & Language
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