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Publisher’s Note

BY DR. HANNINGTONE GAYA PHD

CEO - The Knowledge Warehouse Kenya

Borrowing heavily from a text book 
I am fond of using as reference 
material in my lectures, Business 
ethics, it is often claimed, is an 

Oxymoron (Duska 2000). By an Oxymoron, 
we mean the bringing together of two 
apparently contradictory concepts, such 
as in ‘a cheerful silence’. This suggests that 
there not, or cannot be, ethics in business: 
that business is in some way unethical, that 
is, outside of normal moral considerations. 
Most business people therefore, posit that 
the ‘game’ of business should not be subject 
to the same moral standards as the rest of 
activities. As a result, most business players 
regard business as analogous to a game of 
poker, where deception and lying are per-
fectly permissible (Carr 1968). 

To some extent, it is not surprising that 
nearly all business people think this way. A 
long list of scandals lately has highlighted 
the unethical way in which some firms are 
going about their business. The grapevine 
is alight with stories of reputable hospitals, 

Business ethics is primarily 
concerned with those issues not 
covered by the law, or where there 
is no define consensus on whether 
something is right or wrong. 

Understanding business ethics
where doctors are evaluated by the number 
of admissions they clock, the battery of 
unnecessary tests they request and a myr-
iad of drugs they subsequently prescribe.  

Clearly, it makes sense to try and 
understand why those decisions get made 
in the first place, and indeed to try and 
discover whether more acceptable business 
decisions and approached can be developed 
to guide these unethical practices that now 
pose to destabilise such institutions and the 
health sector in its entirety.

Revelations of these numerous and 
rapidly rising corporate malpractice should 
not be interpreted to mean that thinking 
and constantly talking and propping eth-
ics in business practices is irrelevant and 
anti-business. Far from it. After all, as 
various writers have shown, many everyday 
business activities require the maintenance 
of basic ethical standards, such as honesty, 
trustworthiness, and cooperation (Collins 
1994; Watson 1994; Duska 2000). 

Business activities and institutions 
easily become unsustainable where busi-
ness owners and their corporate directors 
always lie, use cheap and poor quality 
products and processes; buyers and sellers 
never trust each other, as is currently the 
case in pharmaceuticals; or where employ-
ees, such as doctors and procurement staff 
have been whipped to subservience and 
embark on unethical practices as the norm.  

According to Crane. A and Matten. D 
(2016), it is wrong to infer that scandals 
involving corporate wrongdoing mean that 
the subject of business ethics was in some 
way naïve or idealistic. Indeed, on the 
contrary, it can be argued that the subject 
of business ethics primarily exists in order 
to provide us with some answers as to why 
certain decisions should be evaluated as 
ethical or unethical, or right or wrong. 

While there will inevitably be disagree-
ments about what exactly constitutes ‘eth-
ical’ business activity, it is possible at least 
to offer a fairly uncontroversial definition 
of the subject itself. So, in a nutshell, the 

left side of the road in Kenya. Although 
this prevents chaos on the roads, the deci-
sion about which side we should drive on 
is not an ethical decision as such.  

In one sense then, business ethics 
can be said to begin where the law ends. 
Business ethics is primarily concerned 
with those issues not covered by the law, 
or where there is no define consensus 
on whether something is right or wrong. 
Discussion about the ethics of particular 
business practices may eventually lead to 
legislation once some kind of consensus 
is reached, but for most of the issues 
of interest to business ethics, the law 
typically does not currently provide guid-
ance. For this reason, it is often said that 
business ethics is about ‘grey areas’ of 
business, or where, as Trevino and Nelson 
(2014:39) put it, ‘values are in conflict’. 
An ethical Dilemma, therefore, presents 
one situation that you might face where 
values are in conflict.  

The problem of trying to make deci-
sions in the grey areas of business ethics, 
or where values may be in conflict, means 
that many of the questions we face are 
equivocal. What this suggests is that there 
simply may not be a definitive ‘right’ 
answer to many business ethics problems. 
It is often not just a matter of deciding 
between right and wrong, but between 
courses of action that different actors, for 
different reasons, both believe are right – 
or both believe are wrong.

In Kenya, consider the case of bottled 
water, milk and fuels. In the case of bottled 
water, many may argue that it promotes 
needless consumption, creates wastes, 

subject of business ethics should be viewed 
as the study of business situations, activi-
ties, and decisions where issues of right and 
wrong are addressed.

It is worth stressing that by ‘right’ and 
‘wrong’ we mean morally right and wrong, 
as opposed to, for example, commercially, 
strategically, or financially right or wrong. 
Moreover, by ‘business’ ethics, we do not 
mean only commercial businesses, but also 
hospitals, government organizations, pres-
sure groups, non-for-profit businesses, char-
ities and other organizations. 

To use local examples for illustrations, 
questions of how to manage employees fair-
ly, or what constitutes deception in adver-
tising, are equally as important for orga-
nizations in ICT, Universities or political 
parties as they are for Facebook, Samsung, 
or Deutsche Bank.

Having defined business ethics in terms 
of issues of right and wrong, one might 
quite naturally question whether this is in 
any way distinct from the law. Surely the 
law is also about issues of right and wrong?

This is true, and there is considerable 
overlap between ethics and the law. In fact, 
the law is essentially an institutionaliza-
tion or codification of ethics into specific 
social rules, regulations, and proscriptions. 
Nevertheless, the two are not equivalent. 

The law might be said to be a defini-
tion of the minimum acceptable standards 
of behaviour. However, the law does not 
explicitly cover every possible ethical issue 
in business or for that matter outside of 
business. For example, just as there is no 
law preventing you from being unfaithful 
to your significant other although this is 
perceived by many to be unethical, so there 
is no law preventing businesses from testing 
their products on animals or preventing 
their employees from joining a union, again, 
issues that many feel very strongly about. 

Similarly, it is possible to think of issues 
that are covered by the law but which are 
not really about ethics. For example, the 
law prescribes that we should drive on the 

and has been deceptively advertised 
as superior to tap water. Proponents, 
such as Nestle, contend that it meets 
customers’ need for convenience, it 
encourages more healthy lifestyles by 
substituting for sugary drinks, and 
has low carbon footprint compared to 
other bottled drinks (Kitts 2013). 

With issues such as bottled water, 
as well as countless others including 
sweatshop working conditions, exec-
utive compensation, or corporate tax 
avoidance, we can see that business 
ethics problems tend to be very con-
troversial and open to widely different 
points of view. In this sense, busi-
ness ethics is not like subjects such 
as accounting, finance, engineering, or 
business law where you are supposed 
to learn specific procedures and facts 
in order to make objectively correct 
decisions. 

Rather, it is about gathering rele-
vant evidence, and systematically ana-
lysing it through particular lenses and 
tools, in order to come to an informed 
decision that takes account of the most 
important considerations. So, appre-
ciating business ethics should help 
you make better decisions, but this 
is not the same as making unequivo-
cally right decisions. Business ethics 
is principally about developing good 
judgement.  

This article borrows heavily from Business 
Ethics-Managing Corporate Citizenship 
and Sustainability in the Age of 
Globalization by Andrew Crane and Dirk 
Matten (2016)
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News Feature
ETHICS

KENNETH AMAESHI

Professor of Business and Sustainable 
Development, University of Edinburgh

Chief executive officers 
(CEOs), like ordinary citi-
zens, are driven by their val-
ues and convictions. These 

may not necessarily be just ‘good for 
business’. Examples abound. Tim 
Cook, CEO of Apple, speaks strongly 
for the LGBT community. Salesforce 
CEO Marc Benioff speaks strong-

A useful guide for CEOs 
on how to make ethical 

decisions in business
The CEO needs to be 

consistent in practice, 
while ensuring good 
internal and external 

alignment with the 
values and purpose of 

the business

ly against pay inequality. Laurence 
Douglas Fink, chairman and CEO 
of BlackRock, is passionate about 
the incorporation of environmen-
tal, social, and governance risks in 
investment decisions and is against 
shareholders taking very short-term 
views.

One thing common among these 
examples is that the debate on how 
good or bad leaders’ convictions are 
for business is not yet settled.

When it comes to social injustice 
or politics, business leaders can no 
longer stand by and watch from the 
side-lines. They must take action: 
their employees, customers and 
society expect them to. But their 
political views might not align with 
some of their employees or corporate 
partners, so how are they supposed 
to take a stand and please everybody 
at the same time?

It’s the safer, faster and more rewarding way to get things done.
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News Feature
ETHICS

New ways to relate to society
Stakeholders are not unreasonable. 

They understand that individuals are free 
to uphold and air views they are passion-
ate about. They respect such leaders, even 
when they disagree with them. What they 
do not like is prevarication and hypocrisy. 
They can easily see through that when it 
happens.

The former CEO of Unilever, Paul 
Polman, was passionate about sustainable 
development goals. He did not hide this 
passion. He even challenged the market on 
quarterly reporting of performance, prefer-
ring a long-term agenda. Unilever did not 
suffer as a result.

Contrary to Polman’s position on sus-
tainability was the view of Steve Jobs, the 
former CEO of Apple. Despite his stance, 
he was believed as someone who stood for 
his passion in technology and innovation.

In other words, the problem is not nec-
essarily having a political view. But what 
happens when a leader’s decisions have an 
indirect negative impact on the business? 
An example could be boycotting a market 
because of social injustice, and this leading 
to reduced revenues.

Imagine a situation where a CEO 
decides to take a strong stand against 
bribery and corruption. Or perhaps the 
business operates in an environment where 
bribery and corruption is rife and nor-
mal or where wielders of state power are 
inclined towards poor governance. This 
is common in many emerging economies 
with very weak market and democratic 
institutions.

In such situations, it would appear that 
doing the right thing is a luxury (unless 
it pays). The incentive to act responsibly 
would be very low –- leading to a frag-
mented two-tier market system. How can a 
CEO who still wants to do the right thing 
compete in such a harsh environment?

Innovation and creativity might hold 
the key to success here. Colleagues and 
I have published a book, Africapitalism, 
Sustainable Business and Development in 
Africa, that sets out new ways for business-
es to relate to society and meet its needs.

In it we share what we call C.L.E.A.R. 
strategies, each letter standing for an action 

business can take to contribute to sustain-
able development goals.

FIVE COURSES OF ACTION

Collaborate
The idea here is for CEOs to enrol 

other actors in their institutional change 
initiatives (such as setting standards). This 
might involve partnerships with non-busi-
ness actors like the NGOs. There are also 
occasions when it might be better for CEOs 
to go it alone, especially where there is a 
clear competitive advantage to be gained 
by doing so. A CEO needs to decide on 
when and how to collaborate in pursuing a 
responsible business practice agenda.

Lobby
CEOs keen to do the right thing in chal-
lenging and threatening environments are 
usually better off lobbying the relevant 
authorities and governance actors. They 
can ask that the players adhere to the rules, 
where they exist, or ask for the rules to be 
changed where they do not support doing 
the right thing.

Educate
Sometimes doing the right thing is not 
appropriately rewarded because stakehold-
ers lack an understanding of the issues. For 
example, consumers may not be prepared 
to pay for green products and sustainable 
innovation. Then the CEO may want to 
engage and educate the relevant stakehold-
er groups. Enlightened consumers could 
become a new market or pressure group 

to raise the bar for the entire industry. 
The same applies to other stakeholder 
groups such as regulators, employees and 
investors.

Align
The CEO needs to be consistent in practice, 
while ensuring good internal and external 
alignment with the values and purpose of 
the business. He or she does not want to be 
seen as “green-washing”. A good example 
of this would be the leaders of BP in the 
early 2000s. At that time, BP claimed to 
aspire towards good green (environmental) 
credentials, but it was part of a coalition 
lobbying the US government against cli-
mate change policies that would have cat-

alysed the emergence of the green economy 
in the US. This can be damaging.

Renewal
All of the strategies highlighted above 
will need to be continuously reinforced, 
and not just treated as one-off activities. 
That way, the CEO recreates and adapts 
to the ethical demands of the operating 
environment.

In sum, ethical challenges and dilem-
mas will never go away. But the way 
responsible leaders deal with them will 
make or break them. Sticking to one’s 
beliefs and convictions, stepping aside – 
or down – when beliefs and convictions 
become overwhelmingly detrimental to 
business, and being innovative at doing 
the right thing appear to hold the key to 
effective responsible leadership.  

Ethical challenges and dilemmas will never go away. But the way 
responsible leaders deal with them will make or break them.
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News Feature
ENVIRONMENT

Recycling: Poorer 
countries can now refuse 
plastic waste imports

Research shows how cheap 
plastics leach persistent organic 
pollutants into the environment 
– a particularly nasty group of 
chemicals that are toxic, travel 
through air and water over long 
distances, accumulate in animal 
tissue (including humans), and 
last a long time. 

JEN ALLAN

Lecturer in Environmental Politics, Cardiff 
University

Rich countries tend to produce the 
most plastic waste in the world per 
person and have better systems for 
managing it. But this same plastic 

is also a commodity that’s sold and traded 
in a global industry that generates US$200 
billion every year.

Exporting plastic waste is one-way rich 
countries dispose of their waste. By selling 
waste to firms that then send it to coun-
tries where recycling costs are cheaper, rich 
countries can avoid the unpleasant task 
of finding somewhere at home to dispose 
of it. Unfortunately, most of this waste is 
shipped to countries that aren’t equipped 
to properly manage it.

When wealthy countries export their 
plastic waste to poorer countries with 
weaker recycling capacity, those plastics 
are often dumped, eventually polluting the 
land and sea. But a recent UN decision 
could help those countries most affected 
by plastic litter and with the least capac-
ity to manage it. Due to a little-known 
treaty called the Basel Convention, poorer 
countries can now say no to the deluge of 
exported waste.

An enduring injustice
The Basel Convention was adopted by 

the UN in 1989 to manage the flow of toxic 
waste sent from rich to poor countries. It’s 
cheaper for wealthy countries to relocate 
their waste to areas with lower costs and 
oversight, and so opportunities to abuse the 
system emerge.

Italian waste management firms made 
headlines in 1988 because they stored haz-
ardous wastes in a Nigerian fishing village, 
in drums labelled as building materials. For 
years Canada delayed repatriating waste – 
including nappies – dumped by a Canadian 
firm in the Philippines. The refuse has been 
sitting in the sun there since 2013.

The images of plastic waste piling up 
on beaches in many developing countries, 
including on some of the world’s most 
remote islands, prompted an effort led by 
Norway to use the Basel Convention for its 
original purpose.

The negotiations held in Geneva over 
two weeks were intended to bring urgent 
action to address a complex issue. A few 
countries, such as Argentina and the US, 
were more cautious, as exporters of plastic 
waste themselves. They, like the recycling 
industry, warned that regulations could 
make it more difficult to recycle plastic, at a 
time when much more needs to be recycled. 
Statements went on for hours as developing 
countries recounted the plastics littering 
their lands, seas, beaches and even glaciers.

Norway brought forward a proposal to 
change how the treaty regulates plastics, 
by moving many types of plastics from the 
“non-hazardous” category to a list of wastes 
“of special concern.”

Starting in 2020, this will require devel-
oping countries to be informed if these 
plastics are in a waste shipment. With this 
information, countries can give, or revoke, 
their “prior informed consent”. For the 
first time, developing countries can refuse 
a shipment of plastics with the backing of 
international law.

Making the recycling industry fairer
This decision only applies to low-value, 

hard-to-recycle plastics. Think of food packaging 
or single-use water bottles: the plastics are soiled or 
mixed together (the lid, label, and bottle are different 
types of plastic), making them difficult to recycle. 
Most recyclers don’t want these plastics, which don’t 
generate a profit and increasingly are dumped in the 
landfills of poor countries.

Research shows how cheap plastics leach per-
sistent organic pollutants into the environment – a 
particularly nasty group of chemicals that are toxic, 
travel through air and water over long distances, 
accumulate in animal tissue (including humans), and 
last a long time. More than 233 marine species have 
ingested plastic and litter has reached the deepest 
parts of the ocean.

The trade in global plastics is one driver of this 
problem, so giving developing countries the right to 
know what is entering their country and to refuse it 
is an appropriate solution to waste dumping.

China, previously the world’s largest importer 
of plastics for recycling, banned the import of cheap 
and contaminated plastics in 2018, displacing plastic 
waste to other countries. China’s neighbours, such as 
Indonesia, and Malaysia, shouldered a heavier bur-
den, particularly since countries like the UK continue 
to export over 600,000 tonnes of plastic a year.

Rich countries tend to produce the most plastic 
waste in the world per person and have better sys-
tems for managing it. If cheap and easy routes for 
dumping plastics close, wealthier countries may have 
to find ways to compel recycling companies to deal 
with their cheap plastics domestically.

This agreement is only the start, but it could 
empower poorer countries to refuse the deluge of 
plastics that ultimately end up lingering on their 
shores. In time, it may help redress some of the burn-
ing injustices in the global waste trade.  

Giving developing countries the right to know 
what is entering their country and to refuse it is an 
appropriate solution to waste dumping.
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News Feature
PEOPLE

BY DR. HANNINGTONE GAYA PHD

CEO - The Knowledge Warehouse Kenya

Today, perhaps more than ever, CEOs of state 
owned enterprises, need role models to show 
the way through challenging times – to 
imagine creative solutions to problems, com-

municate effectively across boundaries and lead 
responsibly amid declining trust in private and 
public sector institutions. The need to learn for CEOs 
cuts across the private sector as well as it does the 
public sector. However, there is more wastage and 
revenue leakages in the public sector, in comparison 
to the private sector. Private sector also benefit from 
stronger boards of directors and good corporate 
governance practices.

To find out who today’s CEOs look to for guid-
ance, in the 2013 survey, CEOs asked them to share 
an example of someone from literature or history 
who exhibited good leadership, and what the CEOs 
admired most about them. The survey was interested 
in the types of leaders the CEOs named as well as 
their reasons for naming them. The variety of char-
acters and character traits reveal both strengths and 
possible shortcomings in the minds of today’s global 
CEOs. Not surprising, the top ten people named by 

Top leaders 
most admired
by leading 
CEOs
It’s clear that the role and expectations of 
leadership are changing – and with it the 
qualities needed to be a leader. 

CEOs across seven regions and over 60 countries 
were:
 Winston Churchill
 Steve Jobs
 Mahatma Gandhi
 Nelson Mandela
 Jack Welch
 Abraham Lincoln
 Margaret Thatcher
 Ronald Reagan
 John F Kennedy
 Bill Clinton/Napoleon Bonaparte

The reasons were as diverse as the leaders named. 
Firstly was the influence of geography, culture and 
gender. The survey results was startling and indicated 
how universally admired some leaders were, across 
different geographies and cultures. For example, 
Winston Churchill was named by CEOs based in 30 
countries spanning six regions. And Steve Jobs was 
named by CEOs in 37 countries and six regions.

The survey was also interested in finding out the 
extent to which culture and geography influenced 
CEOs’ choices. Would CEOs look for guidance in the 
distant past - in markets that have shaped global cap-
italism over the past two centuries? Or would they 
look at the countries that are leading 21st century 

economic growth? Here, the survey 
found that emerging market CEOs 
were more likely to look across 
boundaries for role models while 
also paying homage to local heroes. 
Meanwhile, the first world CEOs had 
more homogeneous, home-grown 
tastes. This might reflect their mar-
kets’ dominant economic standing 
in recent history - but could also be 
an obstacle to their ability to adapt 
to different cultural traits that are 
gaining or regaining prominence as 
the global economy rebalances.

All in all, fifteen female lead-
ers were named, of which Margaret 
Thatcher was the only one to make 
the top ten – indeed the only woman 
to garner more than a few men-
tions. The next most-named women 
were Angela Merkel, Ayn Rand, 
Mother Teresa and Queen Elizabeth 
I. Here again, the breadth of their 
appeal was evident – for example, 
Angela Merkel was named by CEOs 
in Africa, Germany and Venezuela. 
Female CEOs were more than four 

times more likely to select female 
leaders than male CEOs: 17% of 
women CEOs chose women leaders, 
with 78% choosing male leaders. 4% 
of male CEOs, meanwhile, named 
female leaders and 95% named male 
leaders.

The survey question, ‘What 
types of leaders and leadership qual-
ities do CEOs most admire? attract-
ed the predominance of political/
military leaders - mainly from the 
post-war era - chosen by 60% of 
CEOs. Next were business leaders, 
chosen by a quarter of CEOs. But 
despite the commonalities in their 
spheres of life, the leaders who were 
chosen represented a wide range 
of typologies. For example, there 
were war makers like Napoleon and 
Alexander the Great, tough reform-
ers like Margaret Thatcher and Jack 
Welch and leaders through adversity 
like Winston Churchill and Abraham 
Lincoln. There were peacemakers 
like Mahatma Gandhi and Nelson 
Mandela and consensus-builders like 
Bill Clinton. 

And there were innovators like 
Bill Gates and Steve Jobs.

Beyond this, CEOs also cited a 
range of qualities about the lead-
ers they chose. Those with a strong 
vision were most admired, but moti-
vational, caring, innovative, per-
sistent and ethical qualities were also 
held in high regard. It may be that 
choices of leader are driven at least 
in part by the prevailing mood of the 
time, which could explain why so 
many CEOs chose leaders who were 
persistent in the face of adversity – 
as well as transformational leaders 
and leaders who did the ‘right thing’.

What’s also notable is the wide 
range of qualities used by different 
CEOs to describe the same leader 
– and how the same qualities were 
used to describe very different types 
of leaders. Leaders who use different 
means to achieve the same objective, 
and who embody a range of skills 
and attributes are very much the 

leaders needed for today – those 
who can steer their organisations in 
dynamic ways and quickly respond 
to changes in the environment.

Most of the leaders named are 
remembered for their quotes. Some 
memorable quotes include:

“People don’t resist change; peo-
ple just resist being changed.” 

So we need to enable people, and 
that’s how I think of my role as CEO 
– Chief Enabling Officer – enabling 
my people, enabling my organisation 
to embrace the change that they 
are facing. If you enable them, then 
change will happen (Peter Terium, 
Chief Executive Officer of RWE AG).

I think a milestone event in any 
reading was Deng Xiaoping’s south-
ern journey in 1992. That, I think, 
was the acceleration point of the 
reform process in China and the 
country’s growth. I don’t see too 
many examples in history where 
one man has had such an effect on 

more than a billion people’s liveli-
hoods and development (Alex Arena, 
Group Managing Director of HKT).

I am amazed by Steve Jobs and 
what he managed to accomplish. His 
products helped shape global trends 
in consumer electronics and com-
puter animation. He had a talent to 
foresee what consumers wanted and 
a knack for convincing them that his 
products were just what they needed. 
I think that he was an extraordinary 
person (Valentina Stanovova, Senior 
Vice-President of Capital Group).

Ghandi led a non-violent revolu-
tion and achieved change in his com-
munity through peaceful resistance. 

He was a leader admired 

Leaders who use different means 
to achieve the same objective, 
and who embody a range of skills 
and attributes are very much the 
leaders needed for today.
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for his courage, persistence 
and ability to overcome the tough-
est situations and to succeed in 
the end. Ghandi rediscovered a 
culture, and revalued and empow-
ered it (Julio Patricio Supervielle, 
Grupo Supervielle’s CEO and Banco 
Supervielle’s Chairman).

The leaders who catch my atten-
tion are those who form points of 
view, can effectively communicate 
those views and then put them into 
practice. For me, I draw a great 
deal of inspiration from Sir Winston 
Churchill... [He] once said that cour-
age is rightly esteemed as the first 
amongst human qualities because, 
with that, all others are guaran-
teed (Stephen A Elop, President and 
Chief Executive Officer of Nokia).

I’ve really respected leaders with 
great courage and Franklin Delano 
Roosevelt was a wonderful exam-
ple of that. He steered the country 
through difficult economic times and 
war, and he also had an extreme 
physical malady that incapacitated 
him in his late 30s. He showed great 
moral conviction, great physical 
conviction, and he led the country 
well (Douglas D. Tough, Chairman 
and Chief Executive Officer of 
International Flavours & Fragrances, 
Inc).

... now you see great leaders 
coming up very quickly because of 
how they solved a specific problem 
and how practical they were in how 
they built teams. It doesn’t real-
ly matter what their positions are 
(Alonso Quintana, Chief Executive 
Officer of ICA).

... I look at Winston Churchill, I 
look at Margaret Thatcher, I look at 
Tony Blair: each of them, I thought, 
were effective political leaders 
because they were good at reading 
the mood of the time, and pragmat-
ically finding ways to drive policies 
that were consistent with it (Andrew 
Brandler, Chief Executive Officer of 
CLP Holdings Ltd).

It’s clear that the role and expec-

Leaders 
must spend 
much 
more time 
engaging 
with a 
wide range 
of stake-
holders 

tations of leadership are changing 
– and with it the qualities needed to 
be a leader. The revolution in digital 
communication, for example, and 
the greater transparency it requires 
of organisations, means that leaders 
must spend much more time engag-
ing with a wide range of stakehold-
ers. Investor pressures and regulato-
ry requirements, meanwhile, create 
conflicts between meeting short-term 
targets and longer-term strategies. 
The ambidextrous leadership qual-
ities that CEOs admire increasingly 
set the bar for good leadership today.

But are they enough to take 
businesses to the next level – one 
that allows businesses to fundamen-
tally challenge the role they play in 
addressing social issues and influ-
encing global outcomes? Although 
the survey had specific questions 
about role models from history or 
literature, almost no CEOs cited fic-
tional characters and very few cited 

philosophers, writers or artists. 
While these findings might play 

right into the stereotype of effective 
CEOs as realists rather than dream-
ers, they’re also concerning: the 
challenges facing the world today 
need imagination and character to 
solve. They need, for example, the 
ability to envision how the way the 
CEOs act will influence society and 
the environment for decades and 
centuries to come. Solving today’s 
challenges also requires empathy 
to engage with a range of differ-
ent stakeholders - a sensitivity that 
many CEOs cultivate from child-
hood in the stories and books they 
plough through and the characters 
encountered.

Nearer home, could we name the 
leaders Kenya CEOs most admire 
and give our detailed and well 
thought out reasons? The answer 
is in the Jan 2020 issue of the 
BUSINESS MONTHLY.  

I don’t like that man. I 
must get to know him 
better. 
- Abraham Lincoln

Lead from the back — 
and let others believe 
they are in front
- Nelson Mandela

An eye for eye only 
ends up making the 
whole world blind 
- Mahatma Gandhi

Innovation distinguish-
es between a leader 
and a follower
- Steve Jobs 

In war, you can only be 
killed once, but in poli-
tics, many times.
- Winston Churchill

I’ve learned that mistakes 
can often be as good a 
teacher as success
- Jack Welch
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Kenya has become a 
Mecca for luxury brands. 
Attracted by 9,482 ultra-
high net worth individuals 

(2018 figures) out of a population of 
49 million people (people with over 
$30 million in net assets, exclud-
ing their primary residence) and 
thousands more budding million-
aires, luxury brands are moving into 
Kenya in droves. While the country 
offers exciting prospects for the slew 
of luxury automobile, beverage and 
hotel brands setting shop, significant 
challenges still lie ahead. BUSINESS 
MONTHLY compiled this report.

The number of the HNWIs is 
projected to increase by 22 percent 
to 11,584 individuals over the next 
three years to 2023, a much faster 
growth compared to the 13 percent 
increase recorded since 2013 with 
8,400 HNWIs.

Out of the 9,482 HNWIs in 
2018, 125 were ultra-high-net-
worth individuals. Only four individ-
uals crossed into this wealth bracket 
last year, with the number expected 
to jump to 155 UHNWIs by 2023, 
representing a 24 percent growth.

Nairobi hosts most of the coun-
try’s ultra-wealthy-net worth of at 
least Sh 3 billion-with 82 residing in 
the capital as of 2018 and this num-
ber is expected to rise to over 102 
over the next five years, according 
to GlobalData WealthInsight’s data. 

The top sectors that generated 
wealth in the country last two years 

were financial services and invest-
ments at 17 percent of the total; 
technology and telecommunications 
at 15 percent; retail, fashion and 
luxury goods at 11 percent and 
media at 7 percent.

Basic materials such as 
extractive industry that includes 
mining, oil and gas stood at 6 per-
cent.

A new crop of globetrotting 
Kenyans who are flush with cash 
and filled with adventure is driv-
ing demand for globally acclaimed 
luxury brands. According to New 
World Wealth, an organization that 
provides information on the global 
wealth sector with a special focus 
on Africa and the Middle East, 
the Kenyan luxury goods market 
expanded by 80 percent between 
2013 and 2019.

The growth in the luxury goods 
market is further expected to be 
sustained by the growing number 
of millionaires the country’s capital, 
Nairobi. The city under the sun, 
as Nairobi is popularly called, is 
among the fastest-growing African 
cities for millionaires, KPMG says.

“There are a lot of opportunities 
in the luxury market, more Kenyans 
are becoming brand oriented, more 
international companies are setting 
base in the country, the econom-
ic power for the middle class is 
growing,” said luxury consultant, 
Maryanne Maina.

The predominantly youthful 
population in Kenya is also expect-
ed to sustain the momentum in 
the luxury goods market. Fflur 
Roberts, head of Luxury at market 
intelligence firm, Euromonitor 

Luxury brands 
eye Kenya

 2019 direct importation of luxury cars such as Porsches, 
Mercedes Benzes and BMWs are by far the clearest 
indication that a new crop of cash laden Kenyan 
consumers has emerged. 

BY DR. HANNINGTONE GAYA PHD

CEO - The Knowledge Warehouse 
Kenya
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International, says that the 
typical African luxury consumer 
is significantly younger than the 
typical luxury consumer in mature 
markets such as Western Europe, 
where consumers tend to be in their 
50s and 60s.

“They (African luxury consum-
ers) are in their late twenties or thir-
ties so it’s very much new wealth, 
and they will be looking towards 
luxury as a means of showing status 
and success,” says Roberts.

 2019 direct importation of lux-
ury cars such as Porsches, Mercedes 
Benzes and BMWs are by far the 
clearest indication that a new crop 
of cash laden Kenyan consumers 
has emerged.  

Besides demand for luxury 
cars, more Kenyans now exhibit an 
inclination toward luxury beverag-
es. Moët Hennessy Louis Vuitton 
(LVMH), the largest luxury group 
in the world, noted that Kenyans are 
increasingly looking towards sin-
gle malt whiskies and champagne 
as luxurious alternatives to beer. 
LVMH’s observations couldn’t be 
any further from the truth. The 
Scotch Whiskey Association (SWA), 
which represents the industry 
in Scotland, released a report in 
November 2014 saying that scotch 
exports to Kenya in 2013 stood at 
£3.37 million (Sh462 million), a 62 
percent increase from £2.08 million 
(Sh285 million) in 2012.

Any venture into Nairobi’s 
vibrant nightlife scene reveals a city-
wide love for Moet Hennessy’s flag-
ship spirit: Hennessy cognac.

 In the most exclusive drinking 
spots, reserved for politicians and 
C-Suite executives, the cognac is 
sipped neat during after-hours meet-
ings, while in the more lively venues, 
young bankers and lawyers order 
a bottle for a table of friends and 
drink it on ice.

Thanks to the promising growth 
outlook, well-known luxury brands 
like Hennessy are establishing 

ket allows global luxury brands to 
remain well appraised with develop-
ments in the local market that they 
would otherwise have missed. 

Kenya’s luxury car market is 
changing. Luxury SUVs have gained 
popularity in Kenya over luxury 
Sedans. “Luxury sedan car sales 
have actually been eroded,” he said. 
“It’s not cool to be seen in a Merc 
(Mercedes Sedan) any more, it’s cool 

would be very dangerous for that 
brand,” says Euromonitor’s Roberts. 

Zegna, a maker of luxury 
tailor-made Italian suits, sells to 
Kenyan consumers through Little 
Red, a Nairobi premier luxury 
designer clothing shop. Other luxury 
apparel brands that sell through 
Little Red include: Brioni, Isaia, 
Steffano Ricci, Salvatore Ferragamo 
and Giorgio Armani, signaling luxu-
ry brands’ disposition toward local 
distributors. 

Besides apparel, another sector 
where luxury brands have deeply 
involved local distributors is the 
automotive sector. As an example, 
luxury brands BMW, Jaguar and 
Land Rover distribute in Kenya 
through Inchcape Motors, a local 
dealership located at the Oracle 
tower on Chiromo Road. The use of 
local distributors who have exten-
sive knowledge about the local mar-

Nairobi hosts most of 
the country’s ultra-
wealthy-net worth of 
at least Sh 3 billion-
with 82 residing in the 
capital as of 2018.

regional offices in Africa as they 
look to extend the reach of their 
products. 

It takes time to train local con-
sumers, to tell them the story of 
the brand and the history. This is 
the value of being here, of being in 
the local market. For top alcohol 
brands, it takes up to 10 years to 
recruit a customer who will remain 
loyal to the brand. Brands often 
prove more compelling for consum-
ers than origin countries- Hennessy, 
varieties of which can retail for more 
than $1000 in Nairobi’s stores, is 
believed by many to be a British 
spirit despite French-Irish origins.

Local knowledge
It is interesting to note that 

luxury brands are using the same 
approach to enter not just the 
Kenyan market, but other luxury 
markets in Africa as well. Luxury 
brands tend to enter African mar-
kets through distributors, benefiting 
from local knowledge of their part-
ners but still retaining a significant 
amount of control over how their 
name is marketed in that country. 

“Getting a new brand in a new 
market where they don’t fully under-
stand the operating environment 

to be seen in an SUV. When one is 
seen behind the wheel of a Range 
Rover, nobody knows where and 
when one made his or her money, 
hence the appeal for the Range 
Rover luxury SUVs. 

Global luxury spirits are also 
leveraging on local knowledge to 
penetrate the market. 

British multinational alcoholic 
beverages company, Diageo, is using 
East Africa Breweries Limited’s 
(EABL) acute knowledge of the 
Kenyan consumer to expand the 
growth of its reserve brands, which 
represents the luxury division of 
Diageo. EABL, Diageo’s Kenyan 
outfit, have partnered with its top 
distributors to distribute and run a 
luxury retail outlet at Yaya Center.

 The retail outlet, allows Diageo 
to channel its luxury brands such 
as John Walker & Sons Odyssey to 
consumers through EABL.
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opening in the last couple of years.
Some of the latest major luxury 

hotels that have recently expanded in 
Kenya include Radisson Blue Hotel 
and Residence Nairobi Arboretum 
and Hilton Garden Inn.

Infrastructure gaps
In addition to insecurity, another 

factor that may affect the growth 
of luxury brands in Kenya is infra-
structure gaps. This holds true not 
just for the Kenyan market, but for 
other luxury African markets such as 
Nigeria too. “It (the future of luxury 
in Africa) will rely on infrastructure 
and the operating environment such 
as security and how trading is done,” 
said Euromonitor’s Roberts.

There is still an acute shortage of 
distinctly high-end shopping districts 
in Africa outside of South Africa. 

Centum Investments Group’s Two 
Rivers project in Runda has recently 
plugged the gap in luxurious shop-

“The new shop was in 
response to the changing taste of 
consumers with more people willing 
to try out luxury and high quality 
alcohol brands in line with rising 
spending power,” remarked one of 
the EABL reserve brands commer-
cial manager.

Diageo leverages on EABL’s 
deep understanding of high-end 
customers in Kenya as well as its 
distribution networks on the ground 
to successfully sell luxury brands, 
signaling the importance of using 
local networks for luxury brands in 
Kenya and other African markets. 

Source: Global Powers of Luxury Goods 2018

Top 100 quick statistics

There are a significant number 
of luxury hotels currently operat-
ing in the country, including the 
Kempinski Hotel chains which 
received three awards at the recent-
ly concluded continental World 
Luxury Hotel Awards Ceremony in 
Cape Town, South Africa. The inse-
curity and consequent travel adviso-
ries have, however, hurt occupancy 
rates for the country’s luxury hotels.

“In 2019 Nairobi hotels 
achieved an occupancy rate of 54 
per cent, $145 average room rate 
and $80 Revenue Per Available 
Room (RevPAR). Falling occupancy 
rates due to security concerns and 
negative international travel advice 
led to a decline in RevPAR of 7.3 
per cent in 2019.” 

Interestingly, hoteliers remain 
unfazed in the face of the insecurity 
threat. There has been an uptick in 
high-end hotel construction activ-
ity in the country, suggesting an 
anticipated increase in demand for 
luxurious hospitality in the years 
ahead, with several high-end brands 

ping malls in Kenya, in addition to 
the expansion at the Village Market 
and Sarit Centre Malls respectively. 
Two Rivers Mall houses brand giants 
such as French retailer, Carrefour, 
and South African hotel chain, City 
Lodge. 

Besides Two Rivers, another 
mall worth of note is the Garden 
City mall, which is located along 
the Thika Super Highway. Like 
Two Rivers, Garden City provided a 
prime location for luxury brands to 
stage an entry into the country. 

The prospect of rising GDP in 
Kenya suggests that in the long-
term, more wealth will concen-
trate in major urban centers such 
as Nairobi. This will lead to an 
expansion in the Kenyan luxury 
goods market. “Anywhere there is a 
huge concentration of wealth, you 
will see luxury goods,” said Stephen 
Blackshaw, a partner at Sidley 
Austin, a corporate law firm.  

The luxury goods industry has faced a 
number of changes over the past two 
decades. Currently, varying economic 
trends, rapid digital transformation 
and evolving consumer preferences 
and tastes are creating a new 
competitive landscape where 
traditional corporate strategies are 
under threat.Whether total global 
market growth is in single or double 
digits will depend on many factors, 
including larger geopolitical factors 
and their impact on tourism. Even so, 
growth in the luxury goods industry 
will continue, unlike in several other 
industries.However, to return to a 
steady and solid rate of sales growth, 
luxury players have to face up to new 
challenges and deal with them in a 
decisive way.

Shaping the future of 
the luxury industry

Nairobi hosts 
most of the 
country’s 
ultra-wealthy-
net worth of 
at least Sh 3 
billion-with 
82 residing in 
the capital as 
of 2018.
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The discussion on how brand owners can tap into “The 
Fortune at the Bottom of the Pyramid” or lower-middle 
mass market, is equivalent to unmasking the African con-
sumer. And, in doing so it is important to understand the 

requirements of this majority of African consumers. This market 
has distinct characteristics, which must be incorporated into your 
thinking if you want to succeed in it.  C.K Prahalad in his book 
‘‘The Fortune at the Bottom of the Pyramid,’ identified 12 princi-
ples of successful innovation for BOP markets:

1.Focus on price performance of products and services
Serving BOP markets is not just about lower prices. It is 

about creating a new price – performance envelope. Quantum 
jumps in price performance are required to cater for BOP markets. 
The cell phone market is the best example; in Kenya the unit cost 
for a handset was about Ksh100, 000 in 1999, the mobile subscrib-
ers were 15,000. Five years later the price had gone down by about 
20 times and subscribers were at 4.6 million (306 times). 
By December 31 2018, the number of mobile subscriptions in 
Kenya stood at 49.5 million, proof that most are multi-simcard 
owners. This also means that Kenya’s mobile phone penetration 
surpassed the 100% mark, according to the Communication 
Authority of Kenya. It joins Morocco, Namibia and Tunisia, the 
only countries in Africa to achieve the milestone. This figure is the 
total number of active SIM cards calculated as a percentage of total 
population in the country.

Twelve principles 
of innovation for 
BOP markets
Products must be developed to accommodate the 
low quality of the infrastructure, such as electricity 
(e.g. wide fluctuations in voltage, blackouts, and 
brownouts) and water.

out of these, 31.6 million are active users of 
mobile money transfer services as of April 
3 2019.
The same case happened to bank account 
numbers after introduction of account 
opening “with almost nothing” in Kenya. 
Only 14 percent of the Kenya population 
had bank accounts in 2006. The figure rose 
to 34.4 percent in 2016. This calls for a sig-
nificant ‘forgetting curve’ to discard tradi-
tional 10 percent price cuts to the new level 
multiple price performance improvements.

2.Innovation requires hybrid 
solutions

BOP consumer problems cannot be solved 
with old technologies. Most scalable, price 
– performance – enhancing solutions need 
advanced and emerging technologies that 
are creatively blended with the existing and 
rapidly evolving infrastructures. A good 
example is a mobile phone that can be 
charged by either solar or electricity. 

3. As BOP markets are large, 
solutions that are developed 

must be scalable and transportable 
across countries, cultures, and 
languages
Scale of operations is critical in making an 
economic case for BOP mainly because the 
basis for returns on investment is volume. 
This also calls for significant geographi-
cal ambitions especially in Africa where 
the BOP market in one country maybe 
small. Partnerships with NGOs and other 
companies to co-create products are also 
important.  Here we note the rapid growth 
of regional micro-finance service providers 
in East Africa. 
Togo’s capital is home to Ecobank, a 
21-year-old pan-African retail and corpo-
rate bank that, according to CEO Arnold 
Ekpe, employs 11,000 people in 620 
branches in 26 countries, with a balance 
sheet of US$8 billion.
Unlike many other banks, Ecobank is 
expanding. It has opened over 200 branch-
es since 2006. What is more, it actually 
makes money: annual profits were up 47 
percent, to US$191 million, in 2007 and up 
32 percent, to US$104 million, for the third 
quarter of 2008 alone. Even more extraor-

dinary, it is managing to raise money in the 
“crunched” capital markets — US$700 mil-
lion since August. “Warren Buffett is based 
in Nebraska,” says Ekpe- CEO Ecobank. 
“It is not where you are. It is what you do.” 

4.Sustainable development: Eco 
friendly

The developed markets are accustomed to 
resource wastage. For example, if the BOP 
consumers started using as much packag-
ing per capita as the typical American or 
Japanese consumer, the world could not 
sustain that level of resource use. All inno-
vations must focus on conserving resources: 
eliminate, reduce, and recycle. Reducing 
resource intensity must be a critical prin-
ciple in product development, be it for 
detergents or ice cream.

5.Product development must start 
from a deep understanding of 

functionality, not just form
Marginal changes to products developed 
for rich customers in the United States, 
Europe, or Japan will not do. The infra-
structure BOP consumers have to live and 
work in demands a rethinking of the func-
tionality anew. Washing clothes in an out-
door moving stream is different from wash-
ing clothes in the controlled conditions of a 
washing machine that adjusts itself to the 
level of dirt and for batches of colored and 
white clothes. For example, when one of the 

oldest powder detergents was introduced 
in the Kenyan Market, the marketers at 
that time had to buy basins for the house-
wives and provide soaking tutorials to get 
the consumers out of the river. 

6.Process innovations are just 
as critical in BOP markets as 

product innovations
In developed markets, the logistics system 
for accessing potential consumers, selling 
to them, and servicing products is well 
developed. A reliable infrastructure exists 
and only minor changes might have to be 
made for specific products. In BOP mar-
kets, the presence of a logistics infrastruc-
ture cannot be assumed. Often, innovation 
must focus on building a logistics infra-
structure, including manufacturing that 
is sensitive to the prevailing conditions. 
Assessing potential consumers and edu-
cating them can also be a daunting task 
to the uninitiated. This calls for redefining 
the process to fit the infrastructure. Equity 
bank in Kenya introduced Cash Back, a 
system where customers can withdraw 
cash from the supermarket cashiers as 
they shop.

7.Deskilling work is critical
Most BOP markets are poor in skills. 

The design of products and services must 
take into account the skill levels, poor 
infrastructure and difficulty of access 
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for service in remote areas.

8.Education of customers on 
product usage is key

Innovations in educating a semiliterate 
group on the use of new products can 
pose interesting challenges. Further, most 
of the BOP also lives in “media dark zones,” 
meaning they do not have access to radio or 
TV. In the absence of traditional approach-
es to education – traditional advertising 
– new and creative approaches, such as 
video mounted on trucks and traveling low 
– cost theatrical productions whose job it 
is to demonstrate product usage in villages, 
must be developed. 
Refer to the introduction of the first powder 
detergent in Kenya.

9.Products must work in hostile 
environments

It is not just noise, dust, unsanitary condi-
tions and abuse that products must endure. 
Products must also be developed to accom-
modate the low quality of the infrastruc-
ture, such as electricity (e.g. wide fluctua-
tions in voltage, blackouts, and brownouts) 
and water (e.g. particulate bacterial and 
viral pollution). Nokia has designed low-
end mobile phone sets with hooks after 
research indicated that consumers in some 
crowded markets live in flood prone areas. 

10.Research on interfaces is 
critical given the nature of 

the consumer population
The heterogeneity of the consumer base in 

terms of language, culture, skill level, and 
prior familiarity with the function or fea-
ture is a challenge to the innovation team.

11.Innovations must reach the 
consumer

Both the highly dispersed rural market and 
a highly dense urban market at the BOP 
represent an opportunity to innovate in 
methods of distribution. Designing meth-
ods for accessing the poor at low cost is 
critical. 

12.Paradoxically, the feature and 
function evolution in BOP 

markets can be very rapid
Product developers must focus on the 
broad architecture of the system – the 
platform – so that new features can be eas-
ily incorporated. BOP markets allow (and 
force) us to challenge existing paradigms. 
For example, challenging the grid – based 
supply of electricity as the only available 
source for providing good – quality, inex-
pensive energy is possible and necessary in 
the isolated poor BOP markets.  It is clear 
that unless we are willing to discard our 
biases, the BOP opportunity will remain 
invisible and “unattractive.”
It is evident that to excel at innovating for 
the BOP we must start with a “zero based’ 
view. The twelve above principles become 
critical to understand and apply. It is also 
clear that managers can learn a lot by 

KEY QUESTIONS TO ASK DURING PRODUCT DEVELOPMENT

In BOP markets, the presence of 
a logistics infrastructure cannot 
be assumed. Often, innovation 
must focus on building a 
logistics infrastructure, including 
manufacturing that is sensitive to 
the prevailing conditions. 
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Gloria, a 47-year-old communications don 
at a leading public university, had been 
recruited by a mutual friend to join the 
team Jubilee re-election committee, for 

the 2017 elections. After the reorganization of the 
state-owned enterprises (SOE), Gloria was invited to 
submit her cv for consideration, as a director in one 
the SOEs, a product of two merged agencies. Being 
a perfectionist and a professional to boot, Gloria is 
sceptical about the contribution she can make to the 
board in question. 

Gloria has been in the academia for over 15 
years and has not developed adequate board level 
skills. She therefore declined the invitation, insisting 
that she will not be an effective board member, a rare 
occurrence in Kenyan.

Have you recently been asked to join the board 
of directors of a state-owned corporation or agency 
and declined like Gloria? Alternatively, do you feel 
that you are not an effective member of a board you 
currently serve and wishes to improve your contri-
bution?

Serving on a board of directors can be a reward-
ing experience for individuals who contribute their 
time and talents to the affairs of the board they 
serve in. Being a member of a board gives the newly 
appointed colleagues a great opportunity to learn 
from other existing board members who are veterans 
or professionals. Being a board member gives an 

Sitting on too many boards may result 
in you not having adequate time to 
effectively commit to any of the main 
board meetings or any other duties that 
may be delegated to you.

Becoming a 
successful board 
member

Being a board 
member gives an 
opportunity for 
the development 
of leadership 
skills that will be 
valuable for years 
to come, while 
at the same time 
giving something 
back to your 
country. 

opportunity for the development of leadership skills 
that will be valuable for years to come, while at the 
same time giving something back to your country. 
If this is your goal, you need not decline such life’s 
experiences like Gloria. All you need is to make an 
effort and follow the following tips for becoming a 
more effective board member:

Corporation
Familiarize yourself with the corporation or 

agency before you join the board. This involves 
reviewing the corporation’s vision and mission state-
ment, operations, financial status, board structure 
and mandate. The best place to start is the website. 
Documents that will help you include annual reports, 
the most recent audited financial statements, a list 
of current board members, brochures and articles 
about the corporation or agency, and a biography of 
the current CEO and chairman. 

Upon joining, a board manual should be pro-
vided to you by the corporation secretary that will 
detail this information.

Responsibilities
Board members are ultimately responsible and per-
sonally liable for what happens in the corporations, 
even when the funds are from the taxpayers. This 
should not deter you from becoming involved. You 
should be aware of your legal obligations as well. 
More information on the legal responsibilities of 
board members can be gleaned from the respective 
State Corporations Act and the Company’s Act.

Conflict of interest
A board member should always act in good faith 
and avoid any conflict of interest with the activities 
of the corporation. If you have any vested interest in 
a contract, or a contract exists in which you stand 

to gain personally or professionally – that is already 
termed as a conflict of interest. You must disclose all 
information and abstain from the discussion or vote 
on the issue.

Decisions
Support the board’s final decisions even if you 
vote ‘no’ on an issue. This does not mean you have 
to “pretend to agree”, but you must support the 
authority of the process and the final decision. Once 
a decision is made, the board speaks with one voice.

Confidentiality
Keep sensitive information within the boardroom 
setting. Do not divulge sensitive information to 
anyone including family members, friends and 
colleagues.

Nomadism
Sitting on too many boards may result in you not 
having adequate time to effectively commit to any 
of the main board meetings or the committee meet-
ings, and any other duties that may be delegated 
to you. Sitting on more than one board is greed, 
ineffective and inefficient. Be fair about the time and 
commitment you are able to give to a government 
corporation or agency that nominates you to the 
board.

Open-mindedness
Do not obsess on a single issue and be open minded 
about other opinions on an issue.

Financial statements
Take the opportunity to read the financial state-
ments of the organization. You may not be an 
accountant but it is important to have some level of 
understanding of the financial statements that may 
be presented to you.

Preparation
This involves reading your board packets before-
hand and reviewing minutes of the last meeting.

Training and Development
Take advantage of education and training develop-
ment opportunities offered by the organization. This 
will increase your skills and quality of service to the 
board which you represent.  
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Making smart 
business sense 
with mediation

BY KANANU MUTEA

Kananu Mutea is a Partner in the Litigation & 
Dispute Resolution Department at CMS Daly 
Inamdar Advocates. She can be reached on 
Kananu.Mutea@CMS-DI.com

I am no whimp, I will go to court!” 
Many corporations take the view that 
mediation is for whimps and that 
court action is for champs. This is 

despite the fact that litigation/court action 
attracts substantial court fees, legal fees, 
unpredictable outcomes, negative publicity 
(in some cases) and wasted time. 

These downsides of litigation do not 
seem to dissuade corporations from litigat-
ing first and only attempting negotiation/
mediation later (or in many cases not at all) 
after much money and time has been spent. 
Litigation seems to be the first choice for 
disputing corporations because they do not 
want to be perceived as weak or blinking 
first.  

In high value commercial disputes, there 
has been a shift from litigation by the 
introduction of arbitration clauses into con-
tracts. Although this is a good first step to 
disputants taking control of their disputes, 
it does not provide the flexibility in arriving 
at commercially viable settlement terms.  

Arbitration, like litigation requires a 
third-party (who is paid, unlike the court) to 
decide which of the disputants is right and 
which is wrong. The consequence of this is 
that there are substantial costs incurred in 
paying the arbitrator and legal teams, with 
no certainty or meaningful participation in 
the outcome. 

Behind the scenes
Prominent mediator and former barris-

ter Paul in an article titled, The Psychological 
Case for Compulsory Meditation, (The 
Times, 9 November 2017) wrote: “We are 
a species programmed not to compromise 
but to win … We have an innate aggres-
sive survival instinct that transforms itself 
into an acute emotional need to crush the 
opposition, which prevents us from acting 
rationally or thinking commercially.” It is 
because of this that most entities/people 
invariably want their day in Court.

The Judiciary through Court Annexed 
Mediation has shown that mediation, even 
when compulsory, has good success rates 
in the resolution of disputes. The most 
recent statistic shows that Court Annexed 
Mediation resolves disputes in an estimated 
66 days which is contrasted with 4 ½ years 
of litigation. 

In Court Annexed Mediation, parties 
who have filed cases in court are mandato-
rily required, in suitable cases, to attempt 
mediation before they get their day before 
court. The Judiciary will, in advancing the 

so, when the pressure of a forced outcome 
is absent.

The mediator’s role is to facilitate dis-
cussion between the disputants. The dis-
cussion between the disputants requires 
decision makers to participate in the formu-
lation of solutions that may be acceptable 
to business. It is therefore imperative that 
Managing Directors and CEO’s who bear 
responsibility for navigating corporations 
are involved, and are at the table during 
mediations, for them to be effective. 

A representative from the corporation 
can be nominated, but the nominee must 
have mandate to conclude and sign a settle-
ment agreement so as to make the process 
effective and efficient. Lawyers can and 
are in most cases involved in advising on 
strategy, the assessment of the legal odds of 
success all of which is invaluable in helping 
parties arrive at well negotiated settlements 
that are binding and enforceable in court. 

 A skilled mediator helps to move par-
ties away from a preoccupation with rights 

and liabilities and assists in the identifica-
tion of common aims and objectives aimed 
at resolving the dispute, and where possi-
ble, for the future reopening of channels of 
communication and business. This, in turn, 
leads to mutually acceptable settlement 
proposals that are contained in a settlement 
agreement. 

After exploring mediation, many dis-
putants express regret at how long it has 
taken them to come to the table, how much 
time and money they have wasted, and 
the stress and disruption to the business 
and/or their personal lives that has been 
incurred.

Advantages of mediation
Mediation is cheaper, quicker and eas-

ier to navigate than litigation. It is totally 
voluntary, both in terms of involvement, 
process and outcome. Mediations are pri-
vate and all statements made are confi-
dential and inadmissible in court. This 
gives the parties freedom to discuss and 
explore options openly without prejudicing 
their positions. Parties can use mediation 
to negotiate settlement terms, which can 
be of far greater benefit than the court or 
arbitrator’s ability to simply determine a 
winner and enter judgment.

Are you sold?
Given all of these recognized benefits, 

the real question is what will it take for 
you to make mediation (and other forms of 
alternative dispute resolution (ADR)) more 
embedded in your company. How can you 
be persuaded to change your mentality and 
increase your efficiency in the management 
of disputes? 

Currently, there is an ADR Policy 
being formulated to give effect to the 
Constitution’s Article 159 that encourages 
the use of ADR. One of the recommenda-
tions in the policy is the introduction of 
ADR into school curricula that will perhaps 
ensure that the culture of communication, 
even when we are displeased, is embedded 
before we become corporate leaders. 

In the deliberations of the Policy, there 
was lively debate as to whether all commer-
cial contracts in Kenya should be assumed 
to contain a mediation clause. Although 
this was declined, considering the right 
of parties to elect how they would like 
to resolve their disputes, the Policy con-
tains several further measures to encourage 
ADR. These include:

  The creation of ADR centers which will 
provide the public a list of accredited 
mediators and provide space for medi-
ation sessions; 

  A registry with court for the recognition 
and enforcement of ADR settlements; 
and 

  A proposal to regulate mediation 
through a Mediation Act. 
A committee has already been appoint-

ed to look into the implementation of the 
ADR Policy, and it remains to be seen to 
what extent these and other recommenda-
tions contained in the Policy will be acted 
upon to give businessmen the assurance 
that mediation is makes smart business 
sense. 

In the meantime, it is up to business-
men to educate themselves on what medi-
ation is. Perhaps once there is a deeper 
understanding, businessmen will see that, 
for a whole host of reasons, mediation is 
not a sign of weakness. It makes smart 
business sense and could well result in a 
quicker, cheaper and more positive out-
come  

Mediation is cheaper, quicker and 
easier to navigate than litigation. 

Mediation can also be 
entered into by agreement 
after a dispute has arisen, 
if disputants are convinced 
of its merits and are willing 
to explore settlement. 

use of mediation reduce the case backlog 
and deploy judicial time to matters where 
parties cannot arrive at settlement. The 
court requires an engagement in the process 
of mediation, it does not and cannot compel 
the arrival at settlement. 

Mediation can be voluntary and arise 
from contractual terms embedded into 
commercial agreements. Mediation can also 
be entered into by agreement after a dispute 
has arisen, if disputants are convinced of its 
merits and are willing to explore settlement. 

Most (not all) mediations result in set-
tlement, and this can be achieved either on 
the day of the mediation itself or as part of 
continuing settlement discussions between 
the parties. However, entrenched each side’s 
position appears to be, once they come 
to the table, and understand the process, 
attitudes seem to change. It is easy for 
parties (and their lawyers) to behave badly 
when communicating in writing, but they 
generally become more reasonable when 
communicating face to face and even more 
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Daniel arap Moi—Kenya’s presi-
dent from 1978 to 2002—died at 
5.20 am on February 4 2020 at 
the grand age of 95.

The only extended biography of 
Kenya’s longest-serving president was writ-
ten by Andrew Morton, made famous for 
his account of the world’s glitterati—from 
Princess Diana and Madonna to David and 
Victoria Beckham.

In Moi: The Making of an African 
Statesman, Morton portrays Moi as a “tra-
ditional” African elder who understood the 
complexities of leading, uniting and devel-
oping a poor and predominantly rural com-
munity composed of at least 42 “tribes”.

Unsurprisingly, this exculpatory por-
trait never became a bestseller.

Moi is widely held responsible for a 
regime that bore witness to, and bene-
fited from, violence, corruption and dis-
crimination. Kenya’s Truth, Justice and 
Reconciliation Commission found that 
between 1978 and 2002, Moi’s government 
was responsible for numerous gross human 
rights violations. These included massacres, 
unlawful detentions and torture.

But rather than focus on the ills of 
the Moi regime, I want to look at how he 
rose to power in the first place and what 
insights that rise can provide. Particularly 
because—unlike many other post-indepen-
dence African leaders—Moi was not partic-
ularly well connected.

Moi was not educated abroad, nor did 
he rise through the ranks of the military. He 
was from a small and relatively marginal 

Daniel arap Moi: The making 
of a Kenyan ‘big man’
He had the tendency to act decisively and ruthlessly against former allies 
and later reconcile with former foes. 

community: the Tugen, a sub-
group of the Kalenjin.

Despite such odds, Moi suc-
ceeded Jomo Kenyatta, Kenya’s 
first president, in 1978. And 
unlike Kenyatta, who benefited 
from being the “father of the 
nation” and from the imme-
diate economic gains of inde-
pendence, Moi rose to power 
when the Kenyan economy was 
beginning to stagnate. He soon 
faced increasing dissent and an 
attempted coup.

In this context, Moi oversaw 
an increasingly authoritarian 
regime in which he—as the “Big 
Man” —depended on a network 
of loyal supporters. But how 
was Moi’s leadership shaped by 
his formative years?

The teacher
Moi was born in 1924, when 
Kenya was a British colony. He 
was chosen by his uncle, a local 
chief, to attend the Christian 
Africa Inland Mission school 
in 1934. This turned him into a 
staunch lifelong follower of the 
Evangelical church.

After school, Moi opted to 
go to a teacher training col-
lege. This seemed to ossify his 
religiosity and the importance 
he attached to discipline and 
order, which would characterise 
his regime.

Through his role as a 
teacher and then head teacher, 
together with his regular church 
attendance and position on var-
ious boards and committees, 
Moi quickly developed a rep-
utation with colonial officials 
for hard work and sobriety, and 
thus as a potential “moderate” 
African leader.

Moi was selected by British 
officials to attend a special civ-
ics course in 1953. This was 
at a time when opposition to 
colonial rule had reached new 

heights. Two years later he 
became one of eight Africans 
nominated to be a member of 
the colonial government’s legis-
lative council.

Moi was to remain a mem-
ber of the Kenyan legislature—
first as a nominated member, 
then as an elected member—for 
47 years.

Early entry
His early entry into politics 
bestowed two crucial advantag-
es. First, when other Kalenjin 
politicians joined him in the 
legislative council, he was in 
a real sense their elder. This 
helped to entrench him as the 
Kalenjin spokesperson.

Second, Moi used his polit-
ical position to take advan-
tage of the new opportunities 
for African citizens and to 
advance himself economically. 
This allowed him to accumu-
late resources for political cam-
paigns.

Yet these factors cannot 
alone explain Moi’s longevity 
and continued rise.

In parliamentary elections 
in 1957, the first in which 
Africans could be elected, Moi 
was one of just two African 

incumbent members of the leg-
islative council to secure elec-
tion. In the first decade follow-
ing colonial rule, many heroes 
of the independence period and 
wealthy sons of independence 
fell by the wayside.

As I have argued in, I Say 
to You: Ethnic Politics and the 
Kalenjin in Kenya, Moi had 
the ability at key historical 
junctures—notably at indepen-
dence and with the return to 
multi-party politics in the early 
1990s—to articulate the griev-
ances of his fellow Kalenjin. 
These included widespread 
fears of political marginalisa-
tion and historical narratives 
of injustice with regard to land, 
which also appealed to a num-
ber of other communities.

In addition, Moi’s financial 
generosity to local fundraisers, 
frequent tours of the country-
side, and excellent memory 
for names and faces kept him 
popular with many across the 
country.

Ethnic alliances
Then there was his political 
acumen, which included an 
ability to build cross-ethnic 
alliances.

From the beginning, Moi—
later nicknamed the “profes-
sor of politics”—showed great 
insight when, on joining the 
ruling party in 1964, he became 
a loyal ally of the then presi-
dent, Jomo Kenyatta. This loy-
alty, together with his position 
as the preeminent Kalenjin 
politician, goes a long way to 
explain Kenyatta’s decision to 
appoint Moi as his vice-presi-
dent in 1967. He wasn’t seen 
as a threatening figure and this 
helped him rise to the presiden-
cy on Kenyatta’s death.

We must also recognise 
Moi’s ability, often through 

the strategic use of patronage 
and sanctions, to pre-empt and 
undermine his opponents.

 He had the tendency to 
act decisively and ruthlessly 
against former allies and later 
reconcile with former foes. This 
gave Moi great political flexi-
bility and enabled him to enter 
new alliances and to rehabili-
tate, recycle, or swap allies.

This dynamism helped him 
to keep ahead of opponents 
and limited the entrenchment 
of potential rivals in the short 
term. But in the longer term his 
direct intervention in elections 
and repression of dissent led 
a growing number of popular 
politicians to form new allianc-
es with church leaders and civil 
society activists to call for his 
removal.

This group was first suc-
cessful in their push for 
multi-party politics in the early 
1990s. Then on Moi’s retire-
ment in 2002, they secured vic-
tory—through the broad-based 
alliance that was the National 
Rainbow Coalition – over his 
chosen successor (and Jomo 
Kenyatta’s son and current 
president), Uhuru Kenyatta.

Moi’s legacy is mixed.
His supporters can point to 

Kenya’s relative stability during 
the 1980s, his decision to rein-
troduce multi-party politics in 
the early 1990s and the peace-
ful handover of power in 2002.

In contrast, his critics can 
point to the problems that his 
regime oversaw and to the cen-
tralisation of power, culture of 
impunity and sense of an eth-
nically biased state with which 
Kenyans still grapple today. 

 
This article draws from Gabrielle 
Lynch (2008) Moi: The Making of 
an African ‘Big-Man’ and Gabrielle 
Lynch (2011) I Say to You: Ethnic 
Politics and the Kalenjin in Kenya.

The late President Daniel Arap Moi 
and former Tanzania’s President 
Benjamin Mkapa.
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Locust invasions are cyclical: African 
states shouldn’t be caught napping

The Food and Agriculture Organisation (FAO) has warned that the locust 
invasion in the Horn of Africa may soon spread to other countries. The locusts 

feeding on crops could leave millions of people without food. Cyril Piou shares 
his insights on where they might go and how countries should prepare.

CYRIL PIOU

Scientist, Cirad

What triggered this locust invasion 
and its geographical spread?

Locusts are capable of going from 
a solitarious form – where they act 

as a solitary individual – when there’s not many 
of them to the swarming devastating gregarious 
form – where they develop group behaviour and 
act in unison – when there are many of them. This 
is called gregarisation. The change towards gre-
garious behaviour is triggered by physical contact 
and they then become inclined to disperse togeth-
er to find food.

The current invasion of desert locust originat-
ed along the Red Sea, in Yemen and Oman, during 
the 2018 to 2019 winter. The rains, brought by 
the October 2018 cyclone Luban, produced areas 
full of vegetation where the locusts could feed, 
breed and become gregarious.

From January 2019, small swarms spread in 
the Arab Peninsula, along the Red Sea and even 
reached Iran and Pakistan. Other swarms stayed 
in the Arab Peninsula where they reproduced and 
multiplied.

In June, the locusts crossed the Red Sea or 

has called for US$70 million to orga-
nise the anti-locust campaign.

What are the best ways of 
dealing with them and are 
affected countries equipped?
The best way of dealing with desert 
locust, as other locust species, is 
to adopt a preventive management 
strategy. The idea behind this is to 
find areas where solitarious individ-
uals meet and start the gregarisation 
process and spray the locusts before 
they create swarms. Chemical pes-
ticides are often used, but biopesti-
cides also exist and should be used 
as they’re less harmful to people and 
the environment.

Ground teams need to do regular 
surveys to find areas where gre-
garisation may be happening. This 
typically takes place in semi-arid 
areas that have received good rains, 
allowing vegetation to grow.

There are satellite and computer 
modelling tools that can help to ori-
ent the ground teams.

My colleagues and I have done 
research that uses soil moisture 
to forecast the presence of locusts. 
Vegetation will start to appear in 
semi-arid areas after rain, when the 
soil is more moist. By remotely mon-
itoring soil moisture, we can give 
three to four weeks more advance 
warning than when just observing 
vegetation. If some areas are con-
sidered as potentially interesting 
for locust development, field teams 
should visit them.

The countries of the Arab penin-
sula, the western coast of the Red Sea 
and Ethiopia are part of a regional 
locust commission of the FAO and 
cooperate to train their survey teams 
and use up-to-date technology to 
collect and manage field information 
for preventive management.

But not all countries have pre-

ventive strategies in place. 
Countries suffering from civil 
war and political instability are 
often unable to properly carry 
out preventive control activ-
ities. They are also less able 
to react quickly when swarms 
arrive from neighbouring coun-
tries.

Another recurrent problem 
of preventive management is 
that the issue is often forgot-
ten when not dealt with for a 
long time, hence creating inva-
sions in cycles. When big inva-
sions occur, lots of human and 
technical support is used to 
fight the locusts. A preventive 
management system is usually 
then set in place. But countries 
eventually forget about locusts 
and gradually decrease their 
prevention efforts.

For the countries already 
affected by the swarms, in this 
case, it’s too late for prevention. 
The swarms are spreading, and 
given the size of the problem, 
unfortunately airplanes must 
spray insecticides over large 
areas to control them.

Which countries are now at 
risk and why?
The countries of the Horn 
of Africa – Djibouti, Eritrea, 

Somalia, Ethiopia and Kenya – are 
the most at risk now. The swarms 
may continue to breed and multiply, 
destroying even more the crops. In 
the coming months, if control actions 
aren’t successful, the swarms could 
spread to Uganda or South Sudan 
and eventually other more western 
countries, depending on wind direc-
tions.

In the past, large plagues of des-
ert locust spread all the way south to 
Tanzania and many countries of cen-
tral Africa. International cooperation 
is essential to help countries current-
ly under attack and avoid its spread.                                             
The FAO is currently trying to coor-
dinate this.

How should countries prepare 
for the invasion?
Now that swarms are rolling in, 
countries need to have a control 
institution in place to coordinate 
activities and information to track, 
locate and eliminate swarms and 
hopper bands (when locusts are still 
without wings) as early as possible. 
Again, when available and possible, 
biopesticides should be used over 
chemical ones.

The countries that don’t have 
a proper preventive management 
system in place should rely on the 
expertise of countries that do, like 
the exemplary ones in Western 
Africa. Mauritania for example, 
despite its economic difficulties, has 
managed to build an anti-locust cen-
tre that sends dozens of field teams 
out every year to look for early signs 
of gregarisation. They spray an aver-
age of about 20 000 ha per year for 
prevention.

It’s particularly important that 
people are trained in spraying tech-
niques to avoid having too many 
negative environmental and human 
health impacts.  

the Gulf of Aden, which is just a few hours of 
flight for the locusts, and started to spread into 
the Horn of Africa. They invaded the North of 
Somalia and Ethiopia where floods in October 
and November created good conditions for desert 
locust to continue to multiply. The large swarms 
that have invaded Kenya since December are a 
result of this.

What damage has this invasion caused 
along its path?
So far, the FAO hasn’t done a precise evaluation 
of the damaged caused by the swarms. However, 
the situation has been serious in the region for 
a few months now and more than 5000 km² of 
crops are known to have been affected in the 
Horn of Africa. The precise situation is hard to 
evaluate in some countries, like Somalia, where 
warnings appeared already in October 2019.

As a rough estimate, a swarm of one billion 
insects covers approximately 20km² and will eat 
2000 metric tons of vegetation each day. In the 
past few weeks, parts of Kenya have received 
swarms that cover more than 100km², so their 
feeding will have been devastating.

The organisation of a coordinated and rapid 
response in the coming weeks is vital to avoid 
that damage spread to other countries. The FAO 

Not all countries 
have preventive 
strategies in 
place. Countries 
suffering 
from civil war 
and political 
instability are 
often unable to 
properly carry 
out preventive 
control activities.
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Unhealthy diet is 
specifically linked 
to some cancers 
that are common 
in Kenya. For 
example, a high 
fat diet can lead 
to cancer of the 
colon

be addressed to substantially 
reduce the burden.

In the last few decades, 
there’s been a great shift in diet 
in Kenya from traditional foods 
(rich in fibre, fruits, and vegeta-
bles) to the adoption of a more 
“western diet” which is typically 
characterised by high amounts 
of meat, sugar, fat and salt. 
Nearly all Kenyans (94%) con-
sume less fruits and vegetables 
than the recommended amount 
and a quarter of Kenyans add 
excess salt to their food, while 
28% always add sugar to their 
beverage.

Unhealthy diet is specifi-
cally linked to some cancers 
that are common in Kenya. For 
example, a high fat diet can 
lead to cancer of the colon.

An increasing problem is 
the contamination of meals 
with food additives and con-
taminants during food han-
dling, processing, and cooking. 
A good example is dietary 
aflatoxin contamination, a 
perennial problem in Kenya. 
Policies that emphasise food 
safety along the food produc-
tion and transport chain and in 
trade agreements are needed.

GERSHIM ASIKI

Research Scientist, African Population and 
Health Research Center

Kenya, South Africa and 
Zimbabwe are leading in new 
cancer cases in Africa. In 2018 
Kenya was reported to have 

47 887 new cancer cases (130 cases 
daily) and 32 987 deaths (90 daily). This 
marked a 30% rise since 2012.

Cancer is now the third leading cause 
of death after infectious and heart diseas-
es in the East African nation.

So, what’s going wrong?
The rapid rise in cancer cases can 

be attributed to major societal and envi-
ronmental changes that have occurred 
in the past few decades. These include 
excessive drinking, cigarette smoking, 
lack of exercise, poor diet, obesity and 
exposure to environmental carcinogens, 
like air pollution. Another big risk factor 
is infectious agents that contribute to 
cancer such as the human papillomavirus 
– responsible for more than 90% of the 
cervical cancer burden.

One of the causes of the high death 
rate is that patients with cancer often 
present themselves at a late stage when 
it’s difficult to cure them. This is a prob-

What needs to happen for 
better cancer prevention 
control in Kenya

lem in many low and middle-income 
countries where diagnostic and treatment 
services are inadequate or non-existent.

Large investments in treatment pro-
grammes for cancer aren’t the best use 
of resources as treatment often comes 
too late to save lives and cannot meet the 
ever-increasing demand for the treatment 
of new cancer cases.

According to the World Health 
Organisation nearly half of all cancers 
can be prevented by reducing known risk 
factors. It therefore makes more sense to 
invest in prevention, rather than focusing 
on treating late-stage cancer.

Currently, prevention efforts encour-
age behaviour change through health 
education. 

But the success of these interventions 
dissipates over time. A public health 
approach to prevention must incorpo-
rate strong policy measures and address 
wider contextual factors, not just individ-
ual behaviour. For example, food market-
ing influences eating behaviour, so there 
should be more measures that control the 
marketing of unhealthy food products.

My colleagues and I from the African 
Population and Health Research Center 
(APHRC) have, over the past three years, 
conducted research in five African coun-
tries including Kenya, to assess policies 

Recent evidence shows that an unhealthy diet 
generates more disease than physical inactivity, 
alcohol and smoking combined.

for primary prevention of 
cancers and other non-com-
municable diseases.

We found that, as in 
other low and middle-income 
countries, cancer prevention 
efforts are failing because 
governments either lack can-
cer prevention and control 
policies or the available poli-
cies lack the regulatory teeth 
to achieve the intended goal.

Why efforts fail
Our findings showed that 

policies – such as tax increas-
es, bans on tobacco advertis-
ing, and warnings on the dan-
gers of tobacco and alcohol 
– are available but they aren’t 
being fully implemented. This 
is because they’re not being 
prioritised and there’s not 
been an organised, cohesive 
effort towards this. There 
are also conflicting interests 
because of the potential eco-
nomic gains the government 
can have from the alcohol or 
tobacco industry.

In addition to this, 
Kenya’s physical activity and 
nutrition policies for the pre-
vention of cancer have not 
been well developed. These 
policies should advocate for 
less salt in food, the pro-
motion of food that’s low in 
harmful saturated fats and 
more fruits and vegetables. 
Farmers that produce these 
foods should be offered subsi-
dies and healthy foods given 
tax waivers.

Recent evidence shows 
that an unhealthy diet gener-
ates more disease than phys-
ical inactivity, alcohol and 
smoking combined. Diet is 
an important modifiable risk 
factor for cancer that should 

Collective action
One major weakness our 

research identified was the 
challenge in bringing sectors 
together to develop stronger 
policies. For example, raising 
taxes and enforcing adver-
tising bans or restrictions 
on tobacco and alcohol will 
require the involvement of the 
ministries of finance, health, 
commerce and information. 
It also involves the legislature 
and media.

But we observed that sec-
tors aren’t working together 
because of a lack of aware-
ness, weak political will, a 
lack of resources and because 
they couldn’t effectively coor-
dinate.

There is a need for collec-
tive action to develop stron-
ger, more comprehensive poli-
cies for cancer prevention.

Against this backdrop, in 
November 2019, the APHRC 
convened a high-level policy 
dialogue with key actors in 
Kenya to share ideas on how 
this collective action could 
take place.

Policy and legislative 
frameworks are needed to 
guide action in sectors outside 
the health sector that con-
tribute heavily to cancer. In 
addition, financial resources 
are needed for local, culturally 
relevant ideas to be tested, 
iterated and amplified.

South Africa is a good 
example of a country with 
comprehensive policies cov-
ering all the major non com-
municable disease. More than 
40 policies were developed 
between 1994 and 2015.

This type of action will 
be key to reducing cancer in 
Kenya 
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With such a heavy crown, 
you would think that 
there was years of 
grooming and prepara-

tion before she took this leap of 
faith? Well, Sam, as her colleagues 
fondly call her, had begun her career 
in advertising only 2 years prior. 
After graduating from Monash 
University in Australia with a 
Bachelor of commerce in marketing 
in 2007, she joined what is now one 
of her major competitors, WPP, in 
2008 as a media planner. Samantha 
rose through the ranks to the role of 
media manager in 2009, and then, 
at the end of a new decade, took 
the leap of faith to open the Kenyan 
office for Dentsu Aegis Network. 

Samantha started off with one 
client, Nokia. But through DAN 
Kenya’s mantra of Innovating the 
Way Brands Are Built, she has been 
pivotal in growing the network from 
just one client to what is now the 
fastest growing agency in Kenya, 
with billings in excess of Ksh 400 
million annually and over 130 
employees. In just 10 years, and with 
fluctuating economic stability, this is 
truly a feat worthy of mention for a 
business owner and leader. 

Every great achiever is inspired 
by a great mentor. But rather than 
the traditional sense of a mentor 
Samantha says that she tries to sur-
round myself with people who make 
her think bigger, those who make 
her think different.  “I have had the 
privilege of working with some truly 
phenomenal people who push me to 
be better; Dawn Rowlands our DAN 
Sub Saharan CEO, Janice Kemoli, 
Regina Karani; who was actually 
my very first client, James Wanaina 

Life shrinks or expands in proportion 
to one’s courage, they say. In 2010, at 
a corner of a 5 square foot open office 
off Ngong road, 25-year-old Samantha 
Siyieyio Kipury sat alone, her courage 
spilling over, filling the empty space 
around her. Her life had just taken a 
trajectory that would propel her career 
in the media industry in Kenya; she had 
just become the founder, director and 
sole employee of what is now one of 
the top three media agencies in the 
country, Dentsu Aegis Network (DAN) 
– Kenya. 

Samantha 
Siyieyio Kipury

and Chris Pasha. They have all been 
instrumental at different stages of 
my career in pushing me to define 
the life and career I want, and to be 
unapologetic in pursuing it.” 

The best leaders don’t know 
just one style of leadership, they’re 
skilled at several. As a young woman 
in leadership, Samantha admits that 
in the beginning, she struggled with 
what her style of leadership would 
be, as many do.  “I started by trying 
to imitate the style of leadership 
that I had experienced and seen to 
be successful – this came across as 
incredibly inauthentic. Over time I 
have developed my own version of 
servant leadership; understanding 
that as a leader you need to get in 
the trenches, roll up your sleeves and 
motivate your team from 

The best leaders 
don’t know just one 
style of leadership, 
they’re skilled at 
several. As a young 
woman in leadership, 
Samantha admits 
that in the 
beginning, she 
struggled with 
what her style of 
leadership would be, 
as many do.

(Left to right): Mary Mwangi Group Business Unit Head of Carat Kenya, Joel Rao MD of 
iProspect, Samantha Siyieyio Kipury MD Carat Kenya at the launch of CCS their proprietary 
consumer insights tool.

CEO of the 
month
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went ahead with prevailing thoughts 
because it was easier than giving a 
contradicting view. ““Where There Is 
Truth, There Is Peace”, a really good 
friend of mine said this to me and it’s 
what I always think about when I am 
trying to make a decision. The truth 
never leaves you with worry or con-
fusion, it always comes with peace.”

In the course of her career, many 
lessons stick out. Her greatest, she 
believes is this; “Chase knowledge 
and wisdom, not money. When you 
chase money, sure you get it, and 
that’s fine for a time, but then you 
plateau because you were focused on 
acquiring wealth rather than knowl-
edge. Put yourself in environments 
where you will learn throughout 
your career, the money tends to fol-
low and far surpass what you would 
have earned the other way around.” 

With such a successful career 
at such a young age, what keeps 
Samantha grounded is her favor-
ite bible verse: Whatever is true, 
whatever is noble, whatever is right, 
whatever is pure and lovely, what-
ever is admirable –if anything is 
excellent or praiseworthy, think on 
these things and God’s peace will 
remain with you. “When life gets 
really tough it’s tempting to fall 
into negative thought patterns about 
situations, people and worst of all, 
yourself. This verse reminds me that 
whatever the situation is, search for 
and think on the good – this is how 
you protect your mind from all the 
ups and downs of life.” 

So, what would Samantha want 
to be remembered for? “That I 
helped people – especially young 
women. We are so prone to feeling 
insignificant and doubting our abil-
ities, we do not get enough chances 
to shine and when we do, we talk 
ourselves out of them. I say “we” 
because this was me for a long time. 
I hope that when I get to the end of 
my life that I will be remembered for 
helping them unapologetically live to 
their highest selves.”  

is crucial to making the right deci-
sions. Throughout my career, I nav-
igated a lot of tough spots through 
using this principle. After that, I 
think about the pros and cons and 
ultimately go with my instincts. If it’s 
a particularly tough one, I typically 
run it by a trusted person (usually 
my brother) for a different perspec-
tive. Then I make the call.” And for 
someone who anchors her decisions 
on her instincts, she recalls that 
her toughest lessons came when she 
did not listen to her own voice and 

that perspective, rather than 
dictating action from the outside. 
This perfectly illustrates to your 
team that you are in this together, 
and they perform that much harder 
knowing that you are right there in 
the fight with them.” You can see this 
clearly when there are high stakes 
pitches and tough deadlines, she will 
be first one in, at the crack of dawn, 
and with her good-naturedness, will 
ensure the team keeps up the energy 
till they cross the finish line as one.  

As DAN Kenya expanded 
through the years from a media 
agency to offer 360 degrees in adver-
tising solutions for global and local 
clients across creative, traditional 
and digital media (SEM, SEO and 
Social Media management), with 
creative services including commu-
nication strategies, content creation 
as well as public relations, Samantha 
would time and again face the need 
to make tough decisions. “First thing 
I do is wait for the feelings about the 
decision I have to make to pass – this 
might take a few hours or a day.” She 
urges people to never be afraid to 
ask for time to think. “Time to think 

 Samantha 
Kipury with 
her colleagues 
at DAN Africa 
Leadership R500 
Forum in Cape 
Town South Africa

When life gets really tough it’s 
tempting to fall into negative 
thought patterns about 
situations, people and worst 
of all, yourself. This verse 
reminds me that whatever 
the situation is, search for 
and think on the good – this 
is how you protect your mind 
from all the ups and downs of 
life.” 
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Angela Ng’ang’a

Angela Ng’ang’a is a seasoned 
corporate affairs profes-
sional, well renown for her 
contribution to the pub-

lic relations profession in Kenya 
and advancing public policy across 
Middle East and Africa.

Angela has served in senior 
corporate management capacities 
and currently leads the government 
relations and policy across multi-
ple countries responsible for poli-
cy advocacy and driving alignment 
between government priorities and 
Microsoft’s strategic goals in the 
emerging markets of Middle East 
and Africa. Her key areas of focus 
are public policy, information securi-
ty, data protection, privacy and cyber 
security.

She has over 20 years multi- sec-
toral experience in tourism, health, 
telecommunications and IT sectors. 
Most recently she steered her career 
towards IT policy and regulatory 
affairs working across several indus-
try verticals that includes govern-
ment, judiciary, telecoms, health and 

A ngela Ng’ang’a is a seasoned corporate 
affairs professional, well renown for 
her contribution to the public relations 
profession in Kenya and advancing public 
policy across Middle East and Africa.

financial services sector to name but 
a few. Her key engagements involve 
interactions with heads of states, 
ministers and regulatory authorities 
in the markets she oversees work-
ing as a trusted advisor on public 
policies that aim at facilitating eco-
nomic growth, encouraging strategic 
partnerships and achievement of 
SDG goals for these countries.

Angela illustrious corporate 
career started in 1998 where she 
was part of a dynamic sales and 
marketing force that pioneered 
health insurance in Kenya – AAR 
Health Services. In time, the compa-
ny expanded its range of services to 
include running outpatient medical 
centers and rescue emergency ser-
vices and due its successful growth 
in Kenya and demand expanded 
operations across East Africa. Her 
role was instrumental in launching 
successfully into Uganda, Tanzania 
and Rwanda from a business devel-
opment, branding, marketing and 
stakeholder management perspec-
tive. Over time, Angela’s career at 

AAR  grew in leaps and bounds 
from the initial marketing executive 
role to landing  a seat in the C- 
suite having risen to Group PR and 
Communications Manager for AAR 
Holdings Ltd by time of her exit from 
the company in 2008.

As a sure testament of her ver-
sality, Angela made a bold move 
from healthcare to the telecommu-
nications sector in 2008 taking on 
the Chief Corporate Communications 
Officer position at Telkom Kenya 
Ltd (then commercially branded as 
Orange). Her expertise in PR and 
Communications saw her skillfully 
maneuver a larger than life objective 
to turn around the image of  the then 
quasi – parastatal Telkom Kenya Ltd 
(known then as the sleeping giant) to 
a private, profit making and customer 
oriented brand. Through implement-
ing effective communication strategies 
and working across a very dynamic 
team within the operation, Angela 
was able to drive cohesiveness, collab-
oration and cultural transformation 
at Telkom Kenya Ltd impact that 

CITATION:

  Strategic Planning & Business 
Development 

   Transformational Change 

  Government relations

  Public policy and advocacy 

  Brand management & Public 
relations

What drives me:

“Passion - for what I do – the 
change that I am able to inspire 
around me and in others and 
witnessing the difference made 
my little seeds I have been a 
part of sowing”

What does it take:

“Smart decision making, 
willingness to take up new 
challenges, hard work, focus, 
resilience and persistence- 
giving up doesn’t belong in my 
vocabulary”

Pastime:

I still find time for a good read 
(despite working in IT I am yet 
to get to really enjoy the kindle 
experience – its just not the 
same as flipping pages of a good 
book 😊, I enjoy travel , spending
time with my loved ones and 
listening to good music. I’m a 
90s girl.

Executive C-Suite 
of the month - 
Communication
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would leave a good legacy 
of her stint at the operator for 
years to come. During her tenure 
at Telkom Kenya Ltd she was also 
the alternative spokesperson to the 
CEO a role that she executed metic-
ulously and with her open door 
policy she nurtured great talent in 
her team who have since gone on 
to have great career journeys too, 
while externally she became and 
remains a natural friend to the 
media industry.

Following a successful head-
hunting experience in 2017, Angela 
transitioned from Telkom Kenya to 

the multinational IT world join-
ing Microsoft Corporation as the 
Corporate Affairs Lead for East 
Africa. Testament to her high-per-
formance capabilities her career 
at Microsoft has consistently been 
on an upward trajectory and she is 
now the Corporate Affairs Director 
for Microsoft Middle East and 
Africa – Emerging Markets. 

Over the years she has success-
fully managed government rela-
tions to address key regulatory, 
industrial, strategic interests and 
concerns for the companies she 
has worked for. She has a deep 
understanding of regulatory affairs 
and public policy, building trust 
with relevant stakeholders that has 
resulted in her proven ability to 
influence and advance favorable 
corporate policy positions with 
multiple government and regula-
tors within Middle East and Africa.

Alongside her corporate expe-
rience, Angela has passion for her 
country Kenya and more so to 
mentoring future leaders in the 
career path that has panned out to 
be a great success for her. She has 
served actively for over a decade in 
both the marketing and PR profes-
sional bodies i.e. Marketing Society 
of Kenya and Public Relations of 
Kenya. She also served as a board 
member at Brand Kenya Board and 
currently serves as a board mem-
ber for Machawood – Machakos 
County and the American Chamber 
of Commerce Kenya. She is also 
a member of Chartered Institute 
of Public Relations (UK) and 
the International Association of 
Privacy Professionals (IAPP). She 
is also a member of the Kenya 
Private Sector Alliance where she 
plays an active role in the ICT sub 
– committee. 

She has a deep 
understanding of regulatory 
affairs and public policy, 
building trust with relevant 
stakeholders that has 
resulted in her proven ability 
to influence and advance 
favorable corporate policy 
positions with multiple 
government and regulators 
within Middle East and 
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Rita heads the Enterprise 
Business Unit (EBU) hav-
ing joined Safaricom in 
August 2009 as Head of 

Consumer Segments, a role in which 
she proved over the years to be inval-
uable in driving revenues through 
her great understanding of consumer 
behaviour. 

She later held the role of 
Marketing Director until she was 
appointed as the Director, Enterprise 
Business in March 2015, a role 
which has since been renamed to 
Chief Enterprise Business Unit 
Officer. 

Rita has a proven track record 
of creating and leading new business 
lines for top-notch multinationals 
in emerging markets. She is partic-
ularly skilled in revitalizing organi-
sations by translating abstract con-
cepts, theories and methodologies 
into simple but effective programmes 
that people can believe in and are 
ready to work hard to achieve. 

She enjoys taking on tough busi-
ness challenges, influencing large-
scale transformations and driving 
businesses to the next level. She is 
passionate about creating environ-
ments that spark collaborative inno-
vation between multiple stakeholder 
groups with a focus on developing 
result driven, game changing solu-
tions.

In 2014, Rita was nominated 
as one of the 50 global CMOs to 
watch in the Telecoms sector for her 
extensive contributions in building 
the Safaricom brand and enhancing 
revenues.  The nominees were cho-
sen because of their commitment to 
innovation in their field and their 
ability to communicate the role of 

Rita Okuthe
Chief Enterprise Business Unit 
Officer at Safaricom PLC

operators and vendors as continuing 
shifts shape the telecoms sector. 

She was one of just 12 women 
around the world who received 
this accolade awarded by Global 
Telecoms Business magazine. She 
was recognized for her role in craft-
ing specialized marketing campaigns 
that bring Safaricom’s Transforming 
Lives purpose to life. 

In her role as Safaricom’s Chief 
Enteprise Business Unit Officer, Rita 
has transformed the division’s focus 
from just selling Telcom services to 
becoming a Digital Partner of Choice 
for Business enabling them to suc-
ceed in a Digital world.

It is also under her stewardship 
that Safaricom has ventured into 
what would be considered non-tra-
ditional telco services like education, 
agriculture (through DigiFarm) and 
e-commerce (through Masoko) to 
help boost the company’s revenue 
streams.

Under her leadership 
and guidance, 
the Safaricom 
Foundation has set 
aside 132 million 
shillings to improve 
access to quality 
maternal healthcare 
through provision of 
infrastructure and 
building capacity 
through purchase of 
equipment.

Executive 
C-Suite of the 
month - CSR
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Prior to joining Safaricom, 
she held several senior market-
ing roles, including Head of 
Marketing at MTN Uganda, Head 
of Communications for Etisalat 
Tanzania and Group Product 
Manager for Eveready in Kenya. 

Rita is also a Trustee of the 
Safaricom Foundation, one 
of Kenya’s largest Corporate 
Foundations in Kenya where she 
leads the foundation’s Maternal 
and Child Health focus area, an 
area that she is quite passionate 
about. 

Under her leadership and guid-
ance, the Safaricom Foundation 
has set aside 132 million shil-
lings to improve access to quality 
maternal healthcare through pro-
vision of infrastructure and build-
ing capacity through purchase 
of equipment. Already in Lamu 
County the Foundation has con-
structed a maternal shelter and a 
newborn unit which are equipped 
with assorted maternity equipment 
and trained over 30 health workers 
who have reached over 26, 000 
community members. 

Outside of Lamu the Foundation 
has renovated and equipped the 
Coast General Hospital new born 
and maternity unit and has also 
equipped the new born unit at Moi 
Teaching and Referral Hospital and 
the Moiben Sub-County Hospital in 
Uasin Gishu County. The team has 
now shifted its focus to Baringo 
County where it has set aside KES 
82 million aimed at reducing the 
county’s maternal and infant mor-
tality rate.

As one of three women in 
Safaricom’s Executive Leadership 
team, Rita is also part of the team 
that leads the Women in Leadership 
and Women in Technology pro-
grammes. The two programmes 
focus on how to bring more women 
into leadership and technology by 
offering on the job trainings and 
opportunities. 

Rita is also a board member 
of the Kenya Pipeline Company 
where she chairs the Board Audit 
Committee, DigiFarm (an inte-
grated mobile platform that offers 
farmers convenient, one-stop access 
to a suite of information and finan-
cial services) and Mezanine (a com-
pany that specializes in develop-
ing mobile enabled solutions for 
businesses). She is also a member 
of the Women Corporate Directors 
– Kenya chapter and a certified 
executive coach. 

In the past she has also sat 
in the boards of Jambo Jet, SOS 
Children’s Home and Kenya 
Advertising Standards Board.

Rita holds a bachelor’s 
degree in Economics and an MSc 
in Marketing from the Business 
Faculty of the London School of 
Economics.

Besides her family and job, 
she has a passion for empowering 
women and children and enjoys 
reading as well as motivating peo-
ple. 

Rita during the opening of refurbished newborn unit 
at the Coast general Hospital funded by Safaricom 
Foundation

As one of three women in Safaricom’s 
Executive Leadership team, Rita is 
also part of the team that leads the 
Women in Leadership and Women in 
Technology programmes. 
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TINA SIKKA

Lecturer in Media and Cultural Studies, Newcastle University

While definitions vary, to “cancel” in today’s lingo means 
to remove people and cultural products from con-
sumption and popular conversation. This is done in 
light of actions that make them unworthy of praise or 

critique.
Notable cancellations include R. Kelly over allegations of 

sexual abuse, Gwen Stefani for apparent cultural appropriation 
in the 1990s and early 2000s, Roseanne Barr for a racist tweet, 

Two arguments to help decide whether 
to ‘cancel’ someone and their work

and Kanye West for being a Trump supporter. There is a myriad 
of things that can lead to an individual, and by proxy their work, 
being cancelled.

At present, there exists a lack of critical examination of how 
we treat art and culture by people who have been cancelled. We 
tend to understand culture from the view of “Great Man theory”, 
which argues that the genius and ingenuity of one person (typical-
ly a man) was responsible for the creation of a thing. It is largely 
mocked now as we better understand the nature of the village 
around a creator and marginalised individuals receive acknowl-
edgement posthumously.

It also relies on the neglect of what should be a natural fit for 

progressive politics – an embrace ofthe “death of 
the author”. Asserted first by Roland Barthes in 
1967, it became iconic in literary theory and later 
film and cultural analysis. It argues that, cultur-
ally, we live in a time in which it is the audience, 
not the author, who has ultimate control over the 
interpretation of arts and culture.

Not the work of one
There is a lot of recent writing reflecting on 

the role women (particularly wives and partners), 
people of colour and low-paid assistants played 
in the making of artistic, scientific and cultural 
works. This has been seen in the case of the dis-
covery of DNA, contributions to chemistry and 
the invention of the light bulb.

As such, the traditional great man theory, 
which centres on the driving creative genius of 
individual – usually white – men, has been chal-
lenged. As a result, it has transformed our under-
standing of how knowledge and art are produced.

Even iconic works of art that lean into the 
great man trope have subsequently been found to 
be based on faulty assumptions. Michelangelo, for 
example, who was more familiar with sculpture 
than painting, on receiving the commission of the 
Sistine Chapel, recruited a number of assistants 
who worked directly on the ceiling fresco.

In film and television there is a complicated 
division of labour among all the players, in front 
of and behind the camera, who have a vital 
role in getting something produced. To identify 
and apportion acclaim or blame to one person, 
however terrible they are as individuals, simul-
taneously penalises everyone else involved in the 
production process.

This was seen in the case of Roseanne Barr 
whose tweet led to the rest of the cast and crew 
losing their jobs as Roseanne was taken off air. 
This is an example of how great man theory, 
in a contemporary context, can be extended to 
women who are now in positions of power where 
their social infractions can lead to the punish-
ment of the other producers of their work.

This approach perpetuates the individualistic 
(rather than social), mostly male genius-driven 
model of history and innovation. Ironically, this 
is the case even when we evaluate culture from a 
place of critique and warranted derision. As such, 
perhaps it might be worth considering whether or 
not to consume a piece of culture with which a 
cancelled individual has been involved, with this 
perspective in mind.

The audience is in control
Also, worth considering is the “death of the 

author” theory. This perspective has been made 
famous by the rise of postmodernism – defined 
briefly as a reaction against modernity’s trust 
in hard and fast truths and faith in progress, as 
well as an artistic push to rebel against cultural 
conventions.

Essentially, what Barthes argues is that 
cultural works do not have a singular, secret 
meaning that we must look for. Rather, it is 
a revolutionary act to use our own power of 
interpretation to read things differently. The 
application of this idea has produced illuminat-
ing and transgressive readings of culture and 
art. This includes feminist readings of films that 
are misogynistic when viewed superficially, but 
which can also be read as exposing the fragility 
of dominant masculinity when examined using 
a feminist lens.

A good example of this can be found in 
an essay by the writer Zaron Burnett III in 
which he makes a persuasive case for reading 
Disney’s The Little Mermaid as a feminist text. 
For instance, in the song Part of Your World, in 
which Ariel articulates her desire to challenge 
social norms and gain agency.

How we might harness this in the context 
of work marred by cancelled individuals ranges 
from ignoring their involvement entirely to 
embracing personal interpretations based on 
our individual life experiences.

Yet the way in which cancel culture handles 
such works seems to have swung violently in the 
opposite direction, resulting in the death of the 
audience and, in particular, of audience agency. 
People are not afforded the space to form such 
personal readings. Instead, a singular narrative 
prevails that gives no room for any other action 
than to cancel. Some examples include ongoing 
arguments in favour of cancelling the art of 
Paul Gauguin, refusing to watch or screen films 
involving Roman Polanski, and the network 
cancellations of Cosby Show reruns.

Taken together, the “great man” and “death 
of the author” frameworks should, at the very 
least, provide further food for thought. While 
it is inevitably up to the consumer of culture 
to decide where they stand and what they feel 
comfortable consuming, it is worthwhile to con-
sider unorthodox perspectives. Ultimately, isn’t 
that precisely what great art should challenge 
you to do?  

At present, there exists a lack of critical examination 
of how we treat art and culture by people who have 
been cancelled.

Notable 
cancellations 
include R. Kelly 
over allegations 
of sexual abuse, 
Gwen Stefani for 
apparent cultural 
appropriation in 
the 1990s and early 
2000s, Roseanne 
Barr for a racist 
tweet, and Kanye 
West for being a 
Trump supporter
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for how business performs and contributes.
In essence, the three major groups in 

the market place are, first, the organizations 
that provide the business, manufacturing 
and service operations. This group includes 
those that seek to invest and benefit from 
successful business operations. Then there 
are the customer and consumer communi-
ties that they serve. The third group is the 
government that represent the people and 
provide the framework within which all 
exist and operates. It does not take a rocket 
scientist to appreciate that as individuals, 
we sit in at least two of the groups and 
influence the third. It is therefore unreal-
istic to consider that sustainability can be 
fragmented and boxed into a single concept 
such as CSR for business.

The business world has no mandate if 
it does not have the customers and those 
customers significantly influence the per-
formance of the businesses that serve them. 
There is a simple model that reflects the 
drivers for a customer, which are price, 
delivery and quality. These three elements 
create the constituents for any business 
process and it is not difficult to see that 
as the customers defines the requirements, 
then these will have knockon effects in 
many of the areas that the customer may 
consider subject to pressures on the wider 
sustainable environment. The more global 
we become, the more diverse the impacts 
and consideration that must be addressed, 
if a firm has to consider itself a socially 
responsible citizen.

The process of business impacts com-
munities.  Thus, customers have a respon-
sibility to look carefully at the needs of 
businesses and allow them to do the right 
thing. Businesses have an obligation to sur-
vive and prosper, and so the more compet-
itive the market, the more potential there 
is to reach out and affect the lives of the 
other publics. For instance, employees and 
customers are also shareholders and they 
expect good returns for their investment, 
which increases the pressure on business 
CEOs to exploit opportunities and hence 
resources. This integrated relationship then 
means that expectations and aspirations 
are frequently in conflict, hence the difficul-
ty of implementing CSR.

The spectre of sustainable develop-
ment is extremely complex. Again, we see 
these same groups interacting behind and 
across this spectrum of issues. The business 
decision makers have relatively short-term 
horizons within which to deliver perfor-
mance to their shareholders and through 
these investments to provide the capital for 
further development and growth. Wealth 
creation is a fundamental factor of busi-
ness, without which the wider community 
would be unable to realise its own political, 
economic and social aspirations, either 
individually or as a group.

Governments operate within relatively 
brief time spans during which their man-
date is to establish the regulatory frame-
works and to provide services to the com-
munity. At the same time, governments are 
the vehicles through which social change 
is driven. 

It is of course largely the wealth cre-
ation process that provides the ability to 
contribute to those regions that are less 

advanced and need support. At the same 
time, they need to look at the long-term 
impacts, which may involve programmes 
where delivery of benefits will not be seen 
in the lifespan of either government or busi-
ness leaders. This creates another conflict 
in terms of taking sustainability into the 
strategic business.

The natural environment is perhaps the 
most obvious concern that faces all sectors 
of the community, whether it be pollution, 
global warming or the impacts of natural 
disasters, which have always been part of 
the picture. It is often these that highlight 
the disparities across the world and raise 
the question of exploitation and perhaps 
guilt. One must also consider the impacts 
of manmade disasters, which are in some 
ways inevitable if the thirst for growth 
and demand is maintained. Clearly some 
may come from negligence and corner 
cutting but some result from the fallibility 
of humankind. We must also acknowl-
edge that some environmental change is a 
result of progressive exploitation of natural 
resources, ending up in pollution. But the 
more we want the more risk we create.

There is a proposition that to bring 
everyone in the world up to the same level 
of resource consumption, we would need 
the resources of three planet Earths. 

This is frequently used to highlight the 
causes of NGOs but it is both alarming and 
often so abstract that it has little 

CSR has been focused 
towards corporate 
governance and there is 
clearly a need to protect 
the wider community.

BY DR. HANNINGTONE GAYA PHD

CEO - The Knowledge Warehouse Kenya

The major challenge for any CEO 
or top manager in addressing the 
wide-ranging spectre of Corporate 
Social Responsibility(CSR) and the 

concept of sustainability (COS) is that there 
is so much literature written on CSR and so 
many interest groups, especially NGOs who 
purport to be involved in CSR that one can 
only try to capture the essence of the issues 
involved. In the last two decades also, CSR 
has taken its rightful place among the 
responsible management education units 
in Universities and business schools, either 
alongside business ethics and corporate 
governance or as a stand-alone unit in the 
MBA programmes and in advanced man-
agement training courses.

The trigger comes from a discussion 
that centred on the subject of sustainability 
and CSR. In the business environment, it is 
perhaps the view of many that CSR is the 
primary focus for sustainable management 
strategy and that sustainability itself is just 
an appendage or one of the concepts to dis-
cuss the role and functions, if not benefits 
of CSR. This may seem a little trite but it 
highlights one of the potential conflicts that 
sit at the core of the business strategy. More 
importantly, it demonstrates the potential 
diversity of opinion the presence of many 
CSR concepts and philosophies.

For old style managers, CSR has become 
a millstone for the business community, 
and an ethical dilemma, creating with it 
a whole new raft of pressures in what is 

How CSR supports 
the concept of business 
sustainability 
Governments operate within relatively brief time spans 
during which their mandate is to establish the regulatory 
frameworks and to provide services to the community.

an increasingly complex business environ-
ment. Yet the concept of environmental and 
resource sustainability, which is a sensible 
idea to conserve resources, continue to be a 
buzzword for every NGO trying to generate 
financial support. For example, one reads of 
sustainable housing programmes and such 
like that unless they truly are built from 
wholly renewable resources, they cannot 
be considered sustainable in the strictest 
sense, when forest land is being converted 
to housing.

Sustainability originally meant ‘capable 
of being borne or endured’, but in more 
recent times, it has become, ‘capable of being 
upheld or defended’. Environmentalists 
clearly drive towards the former view 
whilst business tends towards the second, 
and governments oscillate between the two 
extremes. If one starts from this position 
of conflict, then progress is going to stall 
whilst the various stakeholder’s challenge 
each other’s perspective. In the main, the 
protagonists for the environment will vilify 
the business community and developers 
will push their agenda based on short-term 
needs. 

Whilst it is easy to accept that the 
drivers for the business world are focused 
on the impacts on their commercial deal-
ings, it must be accepted that interaction 
with the wider social community is part 
of the business environment. It should be 
clear that the local and recently the global 
community provide both the customers and 
the resources to fulfil business objectives. 
As such, these communities, whether local 
or global, are influenced by the benefits 
gleaned from the business world, and so it 
shares a degree of business responsibility 
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This is frequently used to 
highlight the causes of NGOs but it is 
both alarming and often so abstract 
that it has little value. First, there 
are no other worlds to tap into, sec-
ond, consumption will never abate 
but could be recycled more efficiently, 
third, the evolution of the developing 
worlds will take centuries to reach a 
similar level of consumption and tech-
nology will bring new options. 

The short-term anomaly is that 
those who say we should constrain 
use of our natural resources are also 
arguing that we should accelerate the 
developing evolution.

Many scholars and industry prac-
tioners agree that the industrialized 
world creates amazing levels of waste 
in all its forms. But in all these dis-
cussions, what perhaps gets much less 
attention is that waste is just a com-
modity that we have not yet found 
use for. Thus, we often suggest that we 
develop energy from renewable sourc-
es. Technology can provide solutions, 
but there has to be compromise in 
order to fully exploit the potential.

Globalization has added another 
factor to the sustainability arena and 
that is social change. Integration of 
cultures and community brings about 
an increasing diversity, which in turn 
offers a wide variety of perspectives 
on what is important. The obvious 
business leaders frequently do not 
drive exploitation: these results from 
communities that see this as a natural 
evolution, with their expectations and 
needs over-riding what others may 
consider unacceptable standards.

In all of these, one has to consider 
and rationalize sustainability at both 
an individual and group level. On 
the one hand we may well nurture 
ideals and objectives, but we must 
reflect this as part of one or more 
groups with which we interact. How 
we see the world often conflicts with 
those organizations we work with or 
for. This is also a consideration for 
organizations that seek to attract the 
best brains, but which may be seen as 

not having an appropriate sustainable 
profile or following good CSR policies 
and practices.

For instance, pollution is a major 
consideration resulting from industrial 
exploitation. In recent years, pollution 
has produced significant conflicts and 
challenges for the global community. 
Beyond the obvious events such as 
Chernobyl and the Exxon Valdez, there 
is a more serious underlying com-
mercial phenomenon emerging, which 
is the trading of pollution. This has 
received notoriety in recent years in 
terms of Kyoto and CO2 emissions but 
has been around for a lot longer. As 
national standards are being raised, so 
is business ventures being transferred 
to less regulated countries, BRICS, 
Africa, the former Asian tigers and 
Eastern Europe. This simply moves 
the problem, and sows seeds of future 
conflict.

For the converted, the lack of eth-
ical business practices is considered 
more of a pollutant. Globalization has 
opened up the world’s markets but has 
brought with it more open exposure 
to unethical practices of phenomenon 
waits in terms of increased bribery 
and corruption. In developing econ-
omies, these unethical policies and 
practices have more of a detrimental 
impact than the prospect of indus-
trial exploitation. In other parts of 
the world, the culture of facilitation 
payments is legendary and has been a 
practice for centuries and often ignores 
the rights of a country to manage its 
own standards. These conflicts in busi-
ness processes create confusions within 
the sustainability agenda as a major 

base for CSR.
CSR has in the main been focused 

towards corporate governance and, 
when we see examples from Enron 
and WorldCom, there is clearly a need 
to protect the wider community. The 
changes that have started to be intro-
duced have significantly increased the 
responsibilities of business leaders. 
This in turn has led to the greater 
interest in the development of risk 
management strategies, which may 
be more tuned to protectionism than 
commitment.

Building a strategy must recog-
nize the business environment and 
the landscape of the community. The 
implications of globalization are a con-
sistent factor to most business opera-
tions and this brings both opportunity 
and risk. The network of stakeholders 
contributes pressures and influences 
on the strategy that must be addressed. 
If sustainability is to be a real concern 
and focus, then they too need to vali-
date their individual agendas. The con-
flicts that currently exist are largely 
generated by individuals and groups, 
which in themselves have contradict-
ing drivers and demands. Balancing 
these is a crucial part of eventually 
being able to deliver real progress. In 
the meantime, the challenge for the 
business world should be focusing on 
how they can create wealth or value 
benefits from alternative approaches 
which, in parallel, will contribute pro-
actively and responsibly to the wider 
agenda and to real sustainable out-
comes. It is unrealistic to assume that 
commercial stakeholders will support 
significant reductions of investment 
returns unless there is an alternative 
value being generated. It should not, 
however, be assumed that adopting 
a sustainability-based approach will 
simply be a drain on business values. 
When savings, production and process 
improvements can be balanced against 
market demands, whilst incorporat-
ing longer-term sustainable objectives, 
then business can turn current con-
flicts to profitable outcomes. 
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NissanMicra 84 kW: 

Engineered for the streets

The all-new Nissan Micra 84 
kW raises the bar for South 
Africa’s Upper B hatchback 

segment, which happens to be 
one of the most popular car 

segments in the country

The all-new Nissan Micra 84 kW 
turbo is all about swag. The 
latest iteration of the Nissan 
Micra oozes modish style and 

sleek sophistication. But it’s not just a 
pretty face.
The stylish new Micra has been engi-
neered for the streets. It combines form 
and function, offering more power and 
the latest in automotive technology 
- including a state-of-the-art Bose® 
Personal® sound system and an array 
of Nissan Intelligent Mobility (NIM) 
features.

The new 84 kW engine was devel-
oped by the Renault-Nissan Alliance, 
in conjunction with Daimler and it’s 
available in three derivatives, including 

the Acenta Plus, Tekna and Tekna Plus 
grade.

The updated model comes standard 
with sport suspension, sport exhaust 
tail pipe fin, Smart (keyless) entry, push 
start button, rear parking sensors, auto-
matic folding exterior mirrors, leather 
steering wheel & shift lever, Intelligent 
Around View Monitor, Moving Object 
Detection and blind spot warning.

The 84 kW Tekna model comes 
with LED headlights and front fog 
lights, automatic air conditioner and 
automatic headlight levelliser and the 
Tekna Plus, with ‘Invigorating Red’ 
interior personalisation, leather heat-
ed seats and ‘Enigma Black’ exterior 
colour.

The fifth generation Nissan 
Micra
The fifth generation Nissan Micra 
first hit African streets last June. 
Then earlier this year, Nissan added 
the Nissan Micra Acenta Plus Tech 
to its line-up. And now, the all-new 
Nissan Micra 84 kW has arrived.
Contemporary meets classic. Strong 
lines and modern finishes give this 
modern city car an undeniably ath-
letic feel and you’ll be spoilt for 
choice in terms of personalising your 
ride, with top-of-the-range mod-
els now available in black, with an 
‘invigorating red’ interior.

More power
The vehicle comes with a sporty 
turbocharged 1.0-litre petrol engine 
that produces 84 kilowatts of power 
– 18 kilowatts more than its prede-
cessors - and 180 Newton metres of 
torque, giving you instant accelera-
tion with dynamic performance.

The new DIG-T (Direct Injection 
Gasoline – Turbo) 84 kW engine 
features a number of technical inno-
vations which allow it to deliver a 
spirited performance while maintain-
ing high fuel economy and low CO2 
emissions.

One of these innovations is the 

delta cylinder head - a world first 
for a 1.0-litre petrol engine - which 
makes for a more compact and 
lightweight engine and provides for 
an increase in available impact pro-
tection space and greater freedom in 
the design of the car’s bonnet.

Another is the bore spray coat-
ing on the cylinders. Developed from 
the Nissan GT-R supercar, this is 
another world-first technology in the 
1.0-litre petrol engine and reduces 
the friction in the cylinder, improves 
heat management and combustion, 
cuts weight and improves fuel econ-
omy and CO2 emissions.

The all-new

Strong lines and modern 
finishes give this modern city 
car an undeniably athletic feel 
and you’ll be spoilt for choice 
in terms of personalising your 
ride, with top-of-the-range 
models now available in black, 
with an ‘invigorating red’ 
interior.
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come fully fitted with an exclusive Bose® 
Personal® sound system, complete with 
headrest speakers.

The Bose® Personal® sound system 
breaks new ground in automotive audio 
by for the first time delivering a superior, 
driver-focused listening experience in a 
compact car.

The system includes an amplifier 
under the driver’s seat, wide-range speak-
ers in the front doors, tweeters in the 
dashboard – which deliver sonic clarity 
and punch - and two 6 cm Ultra Nearfield 
speakers in the driver’s headrest.

The headrest speakers are designed 
to enhance the audio system the sound 
bias is adjustable, using the infotainment 
screen.

Bose® engineers worked in collabo-
ration with Nissan to match the system’s 
industrial look and feel with the sporty 
and distinctive styling of the all-new 
Nissan Micra

The headrest set-up makes use of 
Bose® PersonalSpace™ Virtual Audio 

Technology to produce a wide sound 
field with a clear sound image and 

musical depth and offer a range 
of listening options, from pre-

cise front-focused sound to a 
much wider and envelop-

ing experience in which 
the sound feels like it’s 

coming from places in 
the car where there 

aren’t any speakers.
An all-new 

wide-range speak-
er debuting in the 

Personal® system – the 
Bose® Super65™ speaker 

– produces impactful, spa-
cious sound for passengers, 

too. 
As with previous versions, the 

updated model is also compatible 
with Apple Carplay and Android Auto 

to make interacting with your phone 
while driving – smarter and safer. And 
it comes equipped with Nissan’s pat-
ented Nissan Intelligent Mobility (NIM) 
technology, a suite of advanced technol-
ogy bringing to life a reimagined driving 
experience which gives you peace of 

The vehicle offers a better driving expe-
rience than ever before and boasts 
improved stability as well as tighter han-
dling, with a 6-speed manual transmis-
sion and a dropped suspension that turns 
heads wherever the new Nissan Micra 84 
kW goes.

The flagship versions featuring the 
1.0-litre engine have a ride height that’s 
around 10mm lower and revised suspen-
sion tuning to optimise the benefits of 
that reduction.

They also have sharper steering, with 
a steering rack that’s quicker and lighter 
to use, so the car is noticeably more agile 
and fun to drive.

Premium sound quality
The top-of-the-range digital sound sym-
posium and as the driver, you’ll enjoy 
a rich, immersive 360-degree sound-
stage. The Tekna and Tekna Plus models 

mind, opens up new experiences and con-
nects you to your world and those around 
you.

The all-new Nissan Micra 84 kW raises 
the bar for South Africa’s Upper B hatch-
back segment, which happens to be one 
of the most popular car segments in the 
country. It’s as versatile as you are and as 
comfortable zipping through city as it is on 
the open road.
Whatever you’re doing and wherever you’re 
going, you’re sure to make a statement in 
the new Nissan Micra 84 kW.
The all-new Nissan Micra 84 kW will be 
on sale in dealerships from November 
2019 onwards, joining the existing 66 kW 
version.  

The 84 kW Tekna model comes 
with LED headlights and front fog 
lights, automatic air conditioner and 
automatic headlight levelliser and 
the Tekna Plus, with ‘Invigorating Red’ 
interior personalisation, leather heated 
seats and ‘Enigma Black’ exterior colour.
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Road deaths: Why matters 
have only got worse over 
the past 100 years

In the early days of motoring in the 
US, transport historian Peter Norton 
tells us, people were angry. In the 
four years following the end of the 

First World War, more Americans were 
killed on roads than had died on the 
battlefields in France. Monuments were 
erected to crash victims in Baltimore 
and Pittsburgh. Detroit tolled bells of 
mourning and remembrance. In New 
York a safety march on thousands 
included bereaved mothers who dedicat-
ed a monument there.

Such widespread public anger is 
unlikely 100 years on even though the 

world’s roads are still deadly. Globally, more 
lives are lost to road deaths than to malaria or 
HIV/AIDS. Each year, more than 1.2 million 
people die in road crashes. In reality, the figure 
could be larger: road crash data is known to 
be regularly under-reported.

It’s not just about lives lost. People who 
don’t die in crashes may still be badly injured 
or permanently maimed. Globally, road traf-
fic crashes cost most countries 3% of their 
gross domestic product. The World Day of 
Remembrance for Road Traffic Victims on 
Sunday 18 November is a reminder of the 
human tragedies behind the data.

The risk of a road traffic death is highest 

in the African region, at 26.6 deaths per 
100 000 people. The lowest risk is found 
in Europe, with 9.3 deaths per 100 000.

Why is road death and injury still so 
prolific? Enough research has been done, 
verified and compiled to show which pol-
icies, regulations and technologies can 
radically reduce road deaths and injuries. 
The World Health Organisation has pro-
duced multiple guidelines that set out how 
nations can make their roads safer.

Some identify a lack of “political will 
as a key factor in road safety failures. But 
generalising about “political will”, while 
understandable, also reinforces an unhelp-
ful categorisation. It contains an assump-
tion that politics is separate from technical 
road safety and road engineering work. 
That somehow professionals, governments, 
businesses and civil society working on 
road safety operate in a depoliticised, 
“technical” realm.

Transport scholars have shown, in var-
ious cases studies and analyses, how the 
political and technical work hand in hand. 
Biases favouring one group are inherent in 
transport planning and engineering. Early 
funding allocations in the US were skewed 
towards highways prompted in part by 
the less than robust use of statistics. And 
seemingly independent road professional 
bodies have been influenced by corporate 
interests.

In short, road engineering, planning 
and use is not divorced from broader 
politics.

Lobbies and interests
Historical work like Norton’s about 

the dawn of motoring in the US reveals 
some of the contours of power at play. It 
shows who or what was able to influence 
roads policy and engineering norms at 
the beginning of motoring. Trevor Barnes 
points out that such norms put in place at 
the beginning of a discipline’s development 
have a particularly strong influence and 
are difficult to displace.

In the case of public road development, 
businesses lobbied to protect and pro-
mote their interests. In particular, Norton 
exposes the role that oil and motor indus-

tries played in propagating a very partic-
ular style of managing and engineering 
roads. Regarding road safety, the powerful 
“motordom” lobby worked to quieten con-
cerns about the relationship between vehi-
cle speeds and road injuries.

The link between vehicle speeds and 
road death and injury is now widely accept-
ed and corroborated by research) but speed 
remains a poorly understood public health 

The risk of a road traffic 
death is highest in the African 
region, at 26.6 deaths per 100 
000 people. The lowest risk 
is found in Europe, with 9.3 
deaths per 100 000.

risk, despite strong warnings.
Now, 100 years on from the first days 

of motoring, can we still attribute the gen-
erally parlous state of road safety in many 
countries to such “motordom” interests 
wedded to high vehicle speeds and increas-
ing motorisation in business interests? To 
some extent, we can.

The politics of roads
Present day engineering practices can 

be traced back to road engineering norms 
established in the early part of the last 
century. The attribution of responsibility to 
the “reckless” pedestrian rather than to the 
motorist who is driving the vehicle that’s 
capable of causing harm can also be traced 
back to these earliest days of motoring.

Historical and sociological research 
work on planning and engineering thus 
queries the idea of roads and traffic as 
objective, de-politicised realms of practice. 
Yet, the work of road safety continues for 
the most part to be divorced from thinking 
about the broader political interests that 
are at play in the business of roads and 
traffic.

Political analyses of road safety are in 
their infancy. Much work is still required 
to understand the politics of roads and 
road-making. But deeper interrogations of 
the forces holding the status quo in place 
are also needed.

Development scholar and author 
Wolfgang Sachs, as an example, writes 
eloquently of the car as an object of desire; 
the love for speed is central to its popular-
ity. The car, he argues, promises humans a 
means to overcome their existential angst 
at slowness of life.

Peter Sloterdijk, a philosopher and 
cultural theorist, points to our collective 
“sacrifice” of 3600 children killed in road 
crashes each year in the name of moderni-
ty. He suggests that people’s yearning for 
relief from the discomforts of being human 
goes some way to explaining the thirst for 
automobility.

To accelerate change we need more 
broad conceptions like these. They offer 
tantalising possibilities for improved think-
ing – and acting – for road safety.  

The link between 
vehicle speeds and road 
death and injury is now 
widely accepted and 
corroborated by research) 
but speed remains a 
poorly understood public 
health risk, despite strong 
warnings.



BUSINESS MONTHLY  |  MARCH - APRIL 2020  6160   BUSINESS MONTHLY  |  MARCH - APRIL 2020

Motor
MARKETS

Tips for purchasing a new Car

When you go to a car dealership, 
the point is to leave with the 
best car price. Don’t get taken 
for a ride. Any potential car 

buyer knows that looking for a new car is 
not that a simple. Furthermore, different 
people embark on selection in different 
ways. There are those who ask others for 
advice and options, those who can thor-
oughly research each model in their price 
range, and still others who impulsively buy 
the first good-looking car that catches their 
eye, new or used.

When looking for a new car, there are 
many factors to consider. The most obvi-
ous one is the price. Ideally, any potential 
purchase should not exceed one’s financial 
ability, unless one doesn’t mind an unex-
pected visit from the auctioneers. Another 
equally important factor is lifestyle. Every 
man and woman can see themselves in one 
of the many dream machines that are on 
the market.

The tip is to combine the desire for 
sleek and sporty good looks with good 
pricing and fuel consumption. One needs 
money to pay for petrol. This might sound 
easy enough; buyers should realize that it’s 
highly unlikely that they will be able to pay 
Corolla prices and drive in Porsche style.

Therefore early on, the decision must 
be made to prioritize what one wants from 
their new car. The consumer should list 
their needs for an ideal price, size, and look 
and safety record before walking into a 
showroom.

It’s important to accurately assess one’s 
needs and requirements for a new car, be 
it family accommodation, economic value, 
reliability or flashy hot looks. Once a buyer 
has a good approximation of what he or 

It’s important to accurately assess one’s needs and 
requirements for a new car, be it family accommodation, 
economic value, reliability or flashy hot looks.

STEPS TO BUYING A NEW CAR

1. Research vehicles and features

2. Get preapproved for a loan

3. Plan your trade-in

4. Locate and test-drive the car

5. Check sale price and warranties

6. Review the deal and dealer financing

7. Close the deal

8. Take delivery

she is looking for, it is then time to match 
up available models with those consumer 
ideals and look at each one individually 
and systematically.

Word of mouth does play a key role in 
any buyer’s prospects, having heard of a 
friend’s satisfaction with their new car or 
through survey reports and motor maga-
zines. However how informative people’s 
testimonials may be, there is no substitute 
for a hands-on personal inspection of the 
cars you are considering. This hands-on 
evaluation of the car should include person-
al test drives on both urban and rural roads 
and under various weather conditions if 
possible, so as to get a feel of the car that 
you may be living with for the next five 
years or more.

An inquiry into the average cost to keep 
and maintain the prospective car should 
also be conducted. Included with this, is the 
price to fill the fuel tank, regular tune-ups, 
minor repairs and possible replacement of 
the serviced parts. On this point, it follows 
that the purchase of an extended guarantee 
is usually prudent. In addition, the resale 
value of the particular car should be looked 
into. Some cars hold their value much 
longer than others, after several years of 
careful use.

Once the car has been inspected and 
subsequently chosen, the next step is to 
weigh the options of cash purchasing, or 
financing. This decision depends on how 
much money one has available for this size-
able purchase. Most banks have specific car 
purchase loan products that also include 
comprehensive motor insurance.

Those who earn a substantial salary 
may choose to place a large down payment 
on the car and pay the difference over a 

few years, usually from 6 to 48 months. 
Depending on the prevailing interest rates, 
these options are often more viable for most 
people than slapping down 2 to 4 million 
in cash. Look at any purchase; there are 
often hidden expenses to a new car, such 
as automobile insurance, legal fees if one 
is borrowing and numerous bank charges.

While these must be factored into the 
final cost of the new car, there is still the 
matter of little extras that are suggested 
but not needed. It is important to be wary 
of car salesmen who try to sell things to 
unsuspecting first-time car buyers, that are 
really unnecessary but to the salesmen, they 
are important.

Such “must-haves” include, but not lim-
ited to, expensive fancy spare-wheel cov-
ers, superior music sound systems, factory 
alarms, expensive performance tyres and 
extra riot insurance.

It is prudent to note that buying a car 
should not be a speedy process. The pur-
chase should involve time and research. 
A person who gets to one dealership and 

drives off the lot in their new car that same 
day will probably have paid more for that 
car than if he or she had taken their time, 
shopped around and found a good deal 
involving a blend of desired options at 
reasonable prices. 

It is also important especially for brand 
new purchasers to seek answers to the fol-
lowing questions:

  What are the financing cost/options?
  What are the options available with 

the car?
  What are the available colours?
  What is the delivery cost?
  How does the car perform?
  What kind of warranty does the car 

have?
  What are the given models and at what 

prices?
  Which are the features needed and 

which are not compulsory?
It is important not to be shy about 

asking questions: after all, you’re going 
to have an endearing relationship with 
whichever car you select, so you might 
as well make it worth your while. These 
tips are important whether one is buying 
a new car from a regular car franchise 
holder, dealer or the various used car lots 
that now dot our roadsides country wide, 
some to the rhythm of fast foods and loud 
music, all meant to pressurize you into a 
quick buy 

 It is important 
to be wary of 
car salesmen 
who try to 
sell things to 
unsuspecting 
first-time car 
buyers, that 
are really 
unnecessary 
but to the 
salesmen, they 
are important
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Importance of 
regular vehicle
servicing
Servicing your car regularly will 
undoubtedly improve the life span 
of the vehicle.

Regular maintenance is necessary 
whether you drive a brand-new 
car or an older one. Many of us 
use our cars daily but can be 

guilty of putting the car service on the hold. 
However, having it serviced could be the 
difference between a minor repair job and 
an expensive overhaul down the line. It is 
therefore recommended that you have a 
professional service every 5,000 kilometres, 
which may consist of a simple oil change 
or could involve a full-service check of the 
vehicle including safety checks. 

The most vital part of a car service 
is to have your oil changed. If you don’t 
regularly change your oil, sludge may build 
up preventing adequate engine lubrication. 
This could result in engine failure and an 
expensive repair. Having a regular service 
will help you avoid this problem and save 
you money in the end.

Although you should schedule to have 
your car serviced regularly, there are times 
when it’s particularly important.

 For example, if you’re about to embark 

Is oil really the lifeblood of an engine? 
That is a long-popular analogy, but it 
is not an accurate description. Blood 
carries nutrients to cells, but its air that 

carries fuel, the “nutrition,” for an engine. 
Without oil to lubricate and cool moving 
parts, keep them clean and help to seal the 
pistons in the cylinders, the engine would 
seize. Therefore, yes, oil is important. 

The various types of engine oil in the 
market are blended for different purposes. 
To choose the proper type of oil for your 
car, you need to understand the significance 
of the oil additives, viscosity ratings, and 
classification codes. All these terms are 
vital: 

   Oil additives: To help the oil keep your 
engine cool, clean, and corrosion-free, refin-
ers blend in various additives, which can 
account for as much as 25 percent of the 
cost of the engine oil.

   Viscosity ratings: Oil is rated and 
identified by its viscosity or thickness, 
which determines its ability to flow. Two 
types of oil are on the market: single-vis-
cosity oil and multi-viscosity oils. Almost 
every modern car is designed to run on 
multi-viscosity oil. The lower the number, 
the thinner the oil and the more easily it 
flows. In 10W-40 oil, for example, the two 
numbers mean that it is multi-viscosity oil. 
The 10W is an index that refers to how the 
oil flows at low temperatures when engine 
is cold while 40 refers to how it flows at 
high temperatures when the engine is hot. 
To find out which viscosity to choose for 

your car, look in your car owner’s manual 
for an oil viscosity chart.

   Oil classification codes: The starburst 
symbol on an oil container label means 
that the oil meets the current engine pro-
tection standard and fuel economy require-
ments of the International Lubricant 
Standardization and Approval Committee 
(ILSAC), a joint effort of U.S. and Japanese 
automobile manufacturers.

   Synthetic oil: Car manufacturers often 
state that synthetic oils allow longer inter-
vals between oil changes, result in less wear 
on engine parts, and maintain their thick-
ness even at higher engine temperatures. 
The longer interval claim is unproven: it 
however, means that the heat in the engine 
cannot thin out the engine oil to an extent 
that it does not protect the moving parts, its 

properties having broken down. 
To choose the right engine oil for your car, 
ask yourself the following questions:
   What kind of oil have you been using? 
If your car is running well, there is no rea-
son to switch brands, unless the grade has 
been low. 
   What kind of oil does your owner’s 
manual recommend? If your car is still 
under warranty, using a different grade of 
oil other than the recommended oil may 
invalidate the warranty on a new car.
   Do you live in a very cold or very hot cli-
mate? Is it mountainous? Are there sharp 
changes in temperature where you live? 
Multi-weight oils cover a range of tempera-
tures. The lower the number before the “W,” 
the better the oil works in cold weather.
   How old is your car? If you have an old 
car that has been running on single-weight 
oil for most of its life, it has built up quite 
a bit of sludge because some single-weight 
oils do not have detergent in them. If you 
suddenly switch to multi-viscosity oil, the 
detergent in it will free all the sludge, which 
might damage the car’s engine, through oil 
leakage.  
   How worn out is your car’s engine? 
If your car has logged a great many kilo-
metres over several years and has been 
running on 30- or 40-single-weight oil, 
multi-weight oil isn’t consistently thick 
enough to lubricate the worn out engine 
parts, which have become smaller while 
wearing down, as they have wider spaces 
between them. To keep the oil thick enough 
to fill these gaps, switch to heavier sin-
gle-weight oil as your car gets older and 
starts to run more roughly or burn up oil 
more quickly. If you have been running on 
30-single weight oil, switch to 40-single 
weight if you drive in warmer areas as oil 
tends to thin out  

 
Note: Most modern cars use multi-grade and 
synthetic oil, to achieve high, performance, 
by allowing operations of high speeds and 
hence higher engine operating temperatures. 
Multi-grade engine oils incorporate additives 
to thicken the engine oil and improve on parts 
protection, as well as detergents, to clean 
the harmful carbon particles deposited in the 
combustion chamber as the engine operates. 

Choosing the 
right engine oil
To choose the proper type of oil for 
your car, you need to understand 
the significance of the oil additives, 
viscosity ratings, and classification 
codes.

Almost every modern car is 
designed to run on multi-
viscosity oil. The lower the 
number, the thinner the 
oil and the more easily it 
flows. In 10W-40 oil, for 
example, the two numbers 
mean that it is multi-
viscosity oil

on a long journey or if your car hasn’t been 
used for a while. 

Cars, which have been sitting still for 
prolonged periods, may have developed 
issues because of the engine being left idle. 
In a nutshell, the benefits of regular servic-
ing include the following. 

Saves money
Regular servicing can help to identify 
issues early on that could later become 
costly and expensive to rectify. Take engine 
oil for example, it is needed to lubricate 
and protect the moving parts inside your 
engine. Without it, your engine could seize, 
costing thousands to repair or replace. New 
oil and air filters make for a smoother run-
ning engine and a more fuel-efficient car. 

Maintains value 
The second-hand market is always compet-
itive, with buyers expecting more for their 
money. A car with evidence of regular ser-
vicing, or even better a full-service history, 
is likely to attract more potential buyers 
and a higher selling price.

Improves longevity
Simply put, regularly servicing your car 
will undoubtedly improve the life span of 
the vehicle. Just like your body the better 
you treat it, the longer it is likely to last. 
Regular servicing is crucial if you are to 
enjoy many years of trouble-free driving.

Boosts safety 
Servicing will make sure that essential 
checks are carried out to critical vehicle 
components such as your braking system 
and suspension to make sure that these 
vital parts don’t let you down when you 
need them most. Regular servicing pro-
vides peace of mind that the vehicle is in 
road-worthy condition.

Just because a car feels ok, it doesn’t 
automatically mean all is working as well 
as it should be. As the kilometres’ clock-
up so too does the wear and tear. Because 
deterioration is often gradual and hidden 
out of sight, motorists may not see and feel 
the change. This can lull motorists into a 
false sense of security, mistakenly believing 
that all is right  
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The BMW X3 is an engaging 
SAV made to go wherever 
adventure leads.  The BMW 
X3 combines rugged looks 

and impressive presence with design 
elements like the sculpted kidney 
grille and optional Icon Adaptive 
LED Headlights the X3’s elevated 
ride height, spacious interior, and 
sporty agility give you the freedom 
to explore the world however you 
please. In the BMW X3, you’ve got 
the latest BMW driving technology 

right at your fingertips – keeping you 
connected, entertained, and safe. This 
sporty SAV moves with sedan-like 
agility thanks to the X3’s near-perfect 
50/50 weight distribution, a signature 
of BMW engineering. 

Design
The latest version of the BMW 

X3 retains its unmistakable charisma. 
At the same time, it appears more 
athletic than ever before – and, on 
the inside, emphatically underlines its 

BMW X3 
No matter what daily life may bring, the BMW X3 faces 
up to every challenge. With its ingenious functions, it 
turns every adventure into child’s play.

outstanding premium character with 
high quality materials.

Exterior
The BMW X3 boasts a convinc-

ing appearance. Its exterior comes 
standard with sportiness. Thanks to 
the wide bumper with powerful air 
inlets, the front develops a command-
ing presence. The large double kid-
ney grille makes a clear statement 
with its prominent central position 
and is brimming with self-confidence. 
Distinctive headlights extending from 
both sides to the kidney grille add the 
finishing touch to the front and are 
optionally available in xenon or full 
LED technology.

Interior
The interior of the BMW X3 

combines a high- quality atmosphere 
with ingenious functionality. Exciting 
lines divide the instrument panel 
and the inside of the doors. Together 
with the vertical curve in the center 
console, they emphasize the modern 
look while retaining BMW typical 
driver orientation. Thanks to the ele-
vated seating position, all passengers 
enjoy an outstanding view. 

In addition, the BMW X3 
impresses with equipment options 
of a quality that you can see and feel 
immediately. Selected materials with 
details such as chrome trims and 
highlighted accents emphasize the 
modernity and quality of the interior.

Efficiency
The BMW X3 is ready for any 

challenge. This is especially true of 
its drive system. With intelligent 
technologies from BMW Efficient 
Dynamics as well as its advanced 
energy management, it offers driving 
pleasure and agility. At the same 
time, it reduces fuel consumption 
and emissions. Economical BMW 
Twin Power Turbo engines, intelli-
gent lightweight construction and 
refined aerodynamics are the ideal 
basis for efficiency, which is fur-
ther increased by BMW Efficient 
Dynamics technologies and options 
such as the 8-speed Automatic 
Transmission Steptronic.

The Light Weight Aluminum 
Construction reduces the weight of 
components and ensures outstand-
ing body stiffness and excellent pas-
sive safety for drivers and passen-
gers. It also improves the dynamic 
driving characteristics thanks to an 
even, well-balanced weight distribu-
tion between front and rear axles.

When it comes to energy man-
agement the BMW X3 has stan-
dard-feature technologies on board 
that it uses intelligently for energy 
coordination. This energy manage-
ment is the secret behind its high 

level of efficiency. Only when all 
these technologies interact is the 
vehicle able to achieve its impressive 
figures for fuel consumption and 
emissions. They include:    Optimum 
Shift Indicator, Automatic Start/Stop 
function, Electric Power Steering 
and   Brake Energy Regeneration

Every BMW boasts excellent 
air resistance figures thanks to a 
range of mutually optimized aero-
dynamic elements, which in turn has 
a positive effect on efficiency and 
fuel consumption. For example, the 
flat undercarriage cover with engine 
compartment and rear axle shield 
improve the car’s aerodynamics. 
These new casing elements are not 
only highly advantageous in terms 
of aerodynamics, they also improve 

sound insulation and provide greater 
protection from rust. Further inno-
vations in aerodynamics include the 
defined rear spoiler lip and the aero-
dynamically optimized exterior mir-
rors. The latter improve the acoustics 
in addition to the aerodynamics and 
prevent the side windows from get-
ting as dirty.

The 8-speed Automatic 
Transmission Steptronic sets a new 
benchmark in dynamic performance 
and efficiency and is a key element 
of BMW Efficient Dynamics.  The 
particularly finely tuned gradation 
of the gears allows optimum power 
delivery – at both low and high 
speeds. This reduces fuel consump-
tion significantly, while allowing the 
driver to enjoy increased sportiness 
and dynamic performance. At high 
speeds in particular, the additional 
gears reduce engine speed, in turn 
decreasing both fuel consumption 
and engine noise.

Comfort & Functionality
No matter what daily life may 

bring, the BMW X3 faces up to 
every challenge. With its ingenious 
functions, it turns every adventure 
into child’s play. The generous inte-
rior and luggage compartment can 
be adapted to suit all requirements, 
ensuring top-quality comfort and 
functionality.

Economical 
BMW Twin 
Power Turbo 
engines, 
intelligent 
lightweight 
construction 
and refined 
aerodynamics 
are the ideal 
basis for 
efficiency

- Prepared for every challenge
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There’s room for nearly every-
thing thanks to the numerous storage 
possibilities, including closable cup hold-
ers positioned in the centre console. The 
550-litre luggage compartment can be 
expanded to accommodate 1,600 litres.

 The optional rear seat bench with a 
40:20:40 split allows you to arrange the 
available space to suit your requirements.

Made to go beyond, the X3 brings 
all-terrain BMW performance in a Sports 
Activity Vehicle for those who hear adven-
ture’s call. With Inchcape Kenya’s leasing 
program, you can now drive the BMW 
X3 with preferred monthly installments, 
uniquely flexible terms and a 5 year 
or 200,000km warranty with optional 
60,000 km service plan starting from 
$1,851.  

About Inchcape Kenya Limited
Showroom: Ground Floor, One Africa, 
Westlands
Service Center: Delta Annex, Westlands, 
Nairobi, Kenya
Service Center Enterprise Road Opposite 
Jomo Kenyatta Foundation, Nairobi, Kenya
+254 704 320 520 / +254 719 320 520
Enquirieske@inchcape.co.ke
Bmw.co.ke
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Workplace surveillance 
sounds like the stuff of 
nightmares, but we are 
having to get used to it. 

In a sign of the times, the European 
Court of Human Rights has just ruled 
that a supermarket in Barcelona was 
entitled to fire employees after catch-
ing them stealing on CCTV cameras 
that they didn’t know were installed. 
This overturned a decision by the 
court’s lower chamber that the cam-
eras had breached the employees’ 
human rights.

Yet hidden cameras are almost 
quaint compared to some of the ways 
in which employers are now moni-
toring their staff. They are resorting 
to everything from software that 
digitally scans workers’ emails to 
smart name badges that track their 
whereabouts. There are even head 
scanners in development that can 
monitor workers’ levels of concentra-
tion. According to one recent anal-
ysis, around half of employers are 
using some form of non-traditional 
surveillance on staff, and the num-
bers are growing fast.

Even tech employees are getting 
worried – witness Google workers 
recently accusing their employer 
of building a browser extension to 
automatically notify managers about 
anyone attempting to arrange staff 
meetings. They claimed that it was 
intended to prevent staff from poten-
tially trying to form a union. The 
company denied the accusations.

But if high-tech workplace sur-
veillance is looking more and more 
unavoidable, what should we do 
about it? Before we go any further 
down this road, it’s time to weigh up 
the possibilities.

The Man is everywhere
Many fear that technologies like 

wearable tech, digital cameras and 
artificial intelligence are turbocharg-
ing staff monitoring. Some would 
probably ban such practices out-
right. After all, most of us want to 
be free to do our work as we see fit. 
Yet in reality, employers have always 
monitored how workers perform. 
Why ban the new technology and 
not all such practices? The obvious 
answer is that we can’t: if all forms 
of monitoring were banned, how 
would organisations even function?

Even just to repel the newer 
forms of workplace surveillance will 

require huge sustained pressure on 
politicians and corporations. This 
seems unlikely, particularly when the 
culture is already established: most 
of us are willing to share our lives 
with the world via social media and 
allow tech corporations to harvest 
the data in exchange.

One compromise might be to 
only allow workplace surveillance 
where workers opt in. But what 
would stop employers from insisting 
that workers sign a consent form as 
a requirement of the job? You could 
ban companies from making this 
mandatory, but it probably wouldn’t 
work. Workers would still fear that 
not signing would reduce their job 
security and cause them to miss out 
on promotions and other opportu-
nities.

What about regulating the tech-
nology? Allowing it only to enhance 
employee wellbeing and not to mon-
itor productivity, for instance. Such 
rules might be possible, but they 
will mean difficult compromises. One 
option would be to allow employees 
access to whatever information is 
gathered on them, for example.

On balance, well designed regula-
tions and constant vigilance against 
abuses and workers’ rights being 
eroded is probably about the best 

we can hope for. Just as you can’t 
uninvent the atom bomb, you can’t 
easily put surveillance technology 
back in its box. If this sounds very 
stoical, it is also worth reflecting on 
a few possible consolations.

Diamonds in the dirt?
The firms that develop surveil-

lance software often emphasise the 
potential for tracking employer well-
being. We shouldn’t dismiss this too 
easily. Is it possible that it could 
catch instances where workers are 
unhappy or depressed and enable 
an employer to react appropriately, 
for example? Could it even spot 
someone who is suicidal and help 
instigate a crucial intervention?

Equally, some uses of new tech-
nology might actually be less objec-
tionable than existing practices. If 
AI is being used to monitor your 
facial expressions or to gauge your 

attitude from the tone of your voice, 
it might have fewer biases than 
a human manager. It won’t make 
judgements because it is feeling 
threatened or doesn’t like you and it 
certainly won’t be lecherous towards 
you. It might just be that workers 
can learn to play these things to their 
advantage.

Also, let’s not forget that the 
main aim of monitoring employees 
is to make them more productive. 
People might actually be willing to 
sign up for some form of high-tech 
monitoring if they knew it was likely 
to improve their productivity. If it 
showed them ways to make more 
money for every hour they worked, 
for example, that might be attractive 
to them. There might be an analogy 
here in the ways in which athletes 
use different monitors to improve 
their performance.

If people were made more pro-

ductive in enough workplaces, it 
should increase national and even 
global economic productivity. This 
is what drives economic growth. It 
should then lead to higher pay, great-
er profits and more reinvestment in 
jobs and innovation.WWYou might 
counter that these economic gains 
will be concentrated towards the 
few, trickling up rather than down. 
The rest of us might just feel more 
observed and more stressed. This is 
certainly a risk. But maybe it could 
be mitigated if the monitoring also 
underpinned a more progressive tax 
system that redistributed the gains 
from this technology to lower paid 
workers.

I have argued elsewhere that 
it would be better to tax people 
according to their hourly income 
than their annual earnings. For rea-
sons I explain here, it would allow 
you to pay higher wages to lower 
paid workers and to put a greater 
share of the tax burden on higher 
paid workers without taking away 
their incentive to work harder.

One of the main objections to 
such a system is that it’s hard to 
check whether everyone is working 
the number of hours that they claim. 
Government access to workplace 
surveillance data could be used to 
verify this. And this takes me back 
to my broader point: if we can’t beat 
the rise of employee surveillance, we 
must find ways to make the best of 
it instead. 

The private sector tends to lead 
the way in developing and exploit-
ing technology for profit; workplace 
surveillance could be harnessed to 
distribute economic gains more equi-
tably.  

Bosses using tech to spy on staff 
is becoming the norm, so here’s 
a realistic way of handling it
Many fear that technologies like wearable tech, digital 
cameras and artificial intelligence are turbocharging staff 
monitoring.

The firms 
that develop 
surveillance 
software 
often 
emphasise 
the potential 
for tracking 
employer 
wellbeing. 

Beyond Business
ICT
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Giving less prominence to 
customer acquisition is the 
main reason for business 
failure – not access to credit
Thus the single greatest determiner of success or failure of 
business is the ability to attract and maintain a reasonable 
customer base in a cost effective way.

MURORI KIUNGA

Murori Kiunga is the author of 
Entrepreneurial Journey: From Employment to 
Business. Email: murorikiunga@yahoo.com

The high rate of business failure 
in our society has always been a 
major concern to business experts, 
students of entrepreneurship as well 

as many would-be-entrepreneurs. Contrary 
to what many people think, the single 
greatest cause of business failure is lack 
of enough sales to maintain operations 
in a sustainable way. Key factors such as 
competition, lack of adequate capital and 
human resource issues can easily be solved 
if there is steady flow of revenue from sales.

Whenever a business finds itself in cash 
flow problems, the owners’ reaction almost 
always is to look for more funding and 
explore ways of increasing revenue streams 
as a solution. Unfortunately this does not 
offer any solution. In fact, it makes the 
problem worse by sinking the firm more 
and more into a debt web.

Very few business owners look at the 
sales and marketing aspect with the same 
urgency and vigour as they look at funding, 
as the ultimate solution to cash flow prob-
lem. Yet this is the most suitable solution 
at any time.

Studies show that lack of sufficient 
sales alone account for more than 46 per-
cent of total business failure. When this is 
combined with other factors such as man-
agerial problems, lack of differentiation, 
poor products, poor credit management 

and wrong target group, nothing else kills 
businesses faster.

Thus the single greatest determiner of 
success or failure of business is the abil-
ity to attract and maintain a reasonable 
customer base in a cost effective way. In 
today’s competitive world spoilt for choices, 
customers are very difficult and expensive 
to acquire and they can easily be the single 
largest expense to a firm. A solid base of 
satisfied and loyal customers is the most 
valuable single asset that a company can 
acquire during its lifetime. 

Ironically, most firms spend a lot of 
money on product development to ensure 
they produce the best products in the mar-
ket but pay little attention to training sales 
team that will help the company attract, 
acquire and retain customers indefinitely.

A healthy sales team is what a healthy 
heart is to any living creature. Postmortem 
of many failed businesses reveal that the 
major cause of lack of sales is failure to win 
and retain customer loyalty so that they 
keep buying repeatedly.

To create and retain a solid customer 
base, three things are essential: First, you 
must position yourself in the market. This 
is basically placing yourself as the preferred 
provider of the services in your area. It is 
the place or the position you hold in your 
customers mind whether you are there or 
not. This is what determines whether your 
customers will buy from you again and 
again and whether they will recommend 
and refer others to you. It is called being 
top of mind to the customers. If you are a 
bank, being the to go to bank should be 
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your focus, as a marketing team. 
Retaining the customer will of course 
be based on whether they are satisfied 
with your services or not.

The second important factor is 
differentiation. This is your ability to 
separate yourself and your product or 
service from the rest of the pack in the 
market. 

It is the key reason why customers 
should buy from you and not from 
others offering similar products. This 
will give a competitive advantage and 
bring your advertising and promo-
tion costs down. It is the invaluable 
goodwill that gives you advantage to 
enjoy free marketing from your royal 
customers.

Many people think that differenti-
ation must come with new or unique 
products that no one else in the market 
is offering. This is far from the truth. In 
a world where most products are iden-
tical and almost of similar high quality 
due to ICT and global sourcing, the 
best way for differentiation is on the 
area of customer service, customer care 

and the mode of delivery of the two.
This does not have to be a very 

complicated or expensive process. It 
could be something as simple as speed 
of delivery, superb customer service, 
customer empathy, complaints han-
dling process and reliability, opening 
long hours or walking an extra mile 
to care about your customers personal 
preferences – knowing your customer!.

To succeed in customer service, 
you must position yourself as a loyal 
friend, expert, adviser, and a counselor, 
all in one. This puts you in a position 
where your desire to improve the life of 
your customer supersedes your desire 
to make a sale or profit. In marketing 
parlance, it is called relationship man-
agement!

When your customers are satisfied 
and understand that your main inter-
est is to better their lives and not to get 
their shillings, they will refer their own 
friends to you. This way, they become 
part of your marketing team, doing 
this loyally and without billing you at 
the end of month.Studies reveal that 

people trust recommendations from 
friends and others who have used a 
company’s products more than the 
best and most persuasive advertise-
ments. When a customer refers you to 
their friends, it is often interpreted by 
the other person as an endorsement 
and this is 10 times more likely to be a 
successful deal than a cold call. 

Finally but not the least is effective 
marketing. This is the central pillar in 
sales process. Without good marketing, 
sales efforts are reduced to a treadmill 
– sweating without moving an inch. 
It is therefore surprising that the first 
budget cut by many businesses during 
tight economic conditions is usually 
the marketing budget! It is a pity 
beyond comprehension.

Marketing should not be confused 
with selling or persuading customers 
to buy. Marketing in essence should 
start before the product is designed 
and manufactured. At this stage, it 
involves doing a simple or compre-
hensive research to find out if indeed 
there is demand for your products and 
if there is, how the customers want 
it packaged and presented for their 
consumption.

It is basically consulting customers 
with the sole objective of knowing 
what their needs are and how they 
can be met. Once this is established, 
a product is designed to meet those 
needs. This in turn makes selling pro-
cess very easy because one is selling 
a product that is already on demand.

It is easy to establish a solid base 
of royal customers with a product that 
has been designed to meet specific 
needs, packaged and presented in the 
way customers prefer. Actually, this 
reduces the selling process to just 
informing and making the process 
available in the market.

Having a solid base of satisfied 
customers provides a good market of 
launching new products should a firm 
wish to diversify. It is far much easier 
to sell a satisfied customer something 
new than it is to sell something to a 
totally new prospect.  
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BMW Model Starting From

X1 Starting from $ 1,634 per month

X3 Starting from $ 1,851 per month

X5 Starting from $ 2,610 per month


