PREDICTIONS FOR 2023.

HIGHLIGHTS AND INSIGHTS
REPORT




Page |2

A word from ISA Africa’s Managing Director

Susan Makau

The much anticipated annual ISA Year in Review event was held for the first time in-person at the Sarova
Panafric Hotel. The morning of the 23" of February was a hub of activity with a delectable buffet
breakfast to launch the event. Industry experts delivered stunning presentations that sparked
conversation and apprised the audience’s knowledge of media, marketing and adverting, on-goings in
2022 and expectations into the year 2023.

We kicked off with the KANTAR report which stated that the driving forces in 2022, were three:
Economic, Demographic and Social. This was re-emphasized in almost all the reports that followed.
Kenyans have reduced the value of their shopping basket by 15% and have adapted a cautious advanced
planning approach. Another key observation is the emergence of GenZ. Anyone not thinking about this
peculiar social force that’s about to dominate the market place, needs to think now.

According the Ipsos report, Home fiber connections are influencing the TV set, with a 3% penetration of

smart TVs in 2022 and growing, while the radio gadget is heading to the archives with the penetration of
smart phones. In addition, the past 7 years present an annual 5% increment in internet growth. In 2022

the figure stood at a high of 46 %, and in 2023, it’s expected to surpass 50%.

The impact of Covid-19 is still with us and it doesn’t look like it’s about to go. The media industry does
not seem to have fully recovered and innovations around Omni-channel digital platforms, subscription
payment models and the introduction of apps for a better consumer experience are on the rise. There is
need for specialized and personalized content, that’s different from the typical news content. This will
be the key differentiator in a fiercely competitive economy. Moving away from mass broadcast to mass
customization.
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The Onepulse report revealed that consumers are loyal and care about brands that are effective and
affordable. In addition, consumers are also open to exploring brands that will do something about their
concerns. This was consistent with the report from Ogilvy that focused on Earning your place as a brand,

especially in this protracted crisis. This will not be done with budget cuts but by being very intentional
about building purposeful full brands and building strong relationships with customers. The same was
reiterated in the KANTAR report.

Another interesting observation was 73% of consumers are paying attention to billboard adverts
compared to TV at 60%, YouTube at 46% and Radio at 45%. Is this driven by the recent billboard
campaigns that have caught the attention of critics and fans alike? We need to dig deeper into this.

A transformation in the workforce is coming. There are more people working in the gig job market than
the number of formal jobs the government can provide in 2023. According to the report from Wowzi,
over the next five years, the Kenyan gig economy is expected to grow 33% and for the current year
2023, this economy will be worth $345 million. Employers should brace themselves. Majority of these
are Gen Zs. 94% want to run their own business and want to be in a space that brings out their creative
side as reported by KANTAR.

Some untapped opportunities. The Boda Boda community consists of 2.4 million riders contributing
$3bn in fares, and the “Mashinani Mavens, a rural group of influencers creating very localized and
creative content is on the rise.

It was also quite intriguing to reflect on what a Crisis is today. We need to think of it as a steady state
that changes the way we respond to the world. We need to work on deepening our relationships. Four
steps to earning our place in this steady state are provided by Howard, Head of PR and Influence at
Ogilvy.

Enjoy the read.

Susan Makau

MD, ISA.

© ISA Africa. 2023
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SKILLS FOR
BUILDING BRANDS |

|nternational School of Advertising
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The Landscape of Daniel’s presentation focused on
three markets representing the Sub — Saharan
Africa region; Kenya, Nigeria and South Africa.

According to this report, the driving forces in 2022,
were three: Economic, Demographic and Social. It
highlighted what these forces of change meant for
consumers and brands.

Economic Change

The economy and security concerns were the
biggest consumer issues of 2022. Regarding the
three Sub - Saharan markets; Nigeria and South
Africa’s security concerns revolved around

el

Improve

Daniel Oseman
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Managing Director, East Africa, KANTAR

A Macro View of the Consumer Perspective

My presentation will focus on the pressures consumers faced in the
year 2022 and the opportunities they present in 2023. | will elaborate

further on predictions, trends for 2023 ”

violence and social instability. While for Kenya,
security concerns were environmental — climate
and drought.

Concerns about the economy in 2022 were two
factors: Firstly, Job creation and Pay and the second
being inflation — with a 26% increase in the cost of
living.

In spite of this, just under half of Kenya and Nigeria
consumers look optimistically towards the
economic situation in 2023, yet, South Africa have
taken a pessimistic outlook at 18%. South Africa
grapples with institutional, economic and social
challenges.

% N After a tough year, Kenyans and Nigerians are more
optimistic about the economy in 2023

Economic expectations for 2023

Nigeria South Africa

IO,

Worsen

@
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Impact of Pressures On Consumer

Behaviour

Consumer spending decreased; adopting a less
impulsive, cautious behaviour and opting for
cheaper alternatives or substitutes. Hence taking on
coping mechanisms as budgeting and utilizing
different channels for shopping.

With this revelation, the focus should be placed on
Brand Building Initiatives.

Demographic Change

With the start of 2023, demographic change is
expected to accelerate with the emergence of Gen-
Zs as an economic and social force. The youth take
up 70% of Africa’s population.

With 25% of FCMG spending from Gen Zs, this
generation are regarded as the best connected and
aspirational generation in Kenya, Nigeria and South
Africa. This emergence of GenZs, raises the demand
for jobs; to the tune of 1 million vacancies.
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Social Change
How can a brand get the attention of this audience?

In the Kenyan market, this generation value self-
expression, fun, discovering new places, meeting
new people being and rooted in culture. Gen Zs in
this market are more conservative than those in
Nigeria or South Africa.

“Glocality” — 2023 Emerging Theme

"Gen-Z embraces “Glocality” theme, with
the belief in Self-sufficiency as a country -
locally produced goods and services. Pan —
Africanism is a strong value as well, essential
to Gen-z are the three Cs: Creativity, Culture
and Connection.”

As an enterprising generation; there has been the
rise of the “Gig worker”.

“The Boda Boda operators are Gig workers
that contribute to 3% of Kenya’s economy, a

community of social change.”

Shifting the consumer lens: the rise of the gig worker

We have no other
community. This is
our community.

2.4Mm motorbike taxis in Kenya (estimate)
23 years average rider age

$3bn in fares

Relocating to urban centers with the hope
for a better life, these young men are
forming a new identity based on a sense of
loyalty to their fellow riders and not
traditional tribal identities — it is here the
modern Kenya is being forged.

© ISA Africa. 2023
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Guidelines for winning brands of 2023

1. Reduce risk by making your brand an ally

2. Think beyond Price — focus on brand building
3. Compromise: Employ innovation

4. Inspire hope: Build an emotional connection

Brands that win in 2023 will do the following

Y

1. Reduce risk 2. Think beyond price 3. Compromise 4. Inspire hope

Appetite for risk is diminished Consumers are thinking Convincing shoppers that Give a hopeful view of how
and people feel exposed. further ahead, so brands need yours is a price worth paying, things are and how they can
How do you reduce risk for to do the same. or purposefully become the be; to make positive offers,
your customers — practically, compromise that shoppers tell positive stories and enable
financially, emotionally, can trade down to. improvement.

socially...

Make your brand an ally Brands that are MDS
compliant will maintain
position in a shrinking
consideration set

Innovate marketing mixto  Build emotional connection

tap pockets of growth in with reasons to hope and

tough times moments to celebrate,
authentically, and glocally
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Barnabas Muya

Audience Research Manager, IPSOS Kenya

Media and Audiences

“ My report will focus on what 2022 has been for the Media and what

2023 holds for this industry ”

The areas covered in this presentation were three;
Media, Products and Audiences.

Media would refer to Gadgets and technology that
effectively capture the reach of the real consumer.
Next would be the Products consumed in the
household.

Third would be Audience profiles with respect to
LSM and Age; how these two demographic
elements affect media consumption.

Media Consumption

According to CA of Kenya, there were 59m
connected phone devices in Q3 2021. 67.9% were
feature phones while 53.4% were smartphones.

Cell phones are now at the centre of daily life with
95% penetration.

Cell phone now at the centre of daily life with 95% penetration

Subscription to the second screen over the years is phenomenal as radio set slowly wanes
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* According to CA of Kenya, there were
59m connected phone devices in Q3
2021. 67.9% were feature phones
while 53.4% were smartphones

* In 2016, BusinessWire predicted a
growth of digital TV from 38% in 2015
to 52% in 2021

4.0%

with radio)

Radio set (or hifi
Desktop computer
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Over the past 7 years there has been growth in the
consumption of Smartphones and Television media
at approximately 30% and 20% respectively. TV
growth in 2022 (+8% in Q4 2021 vs Q4 2022) was
attributed to the Kenyan Election season and World
Cup event.

On the other hand, there has been a significant
decline in the use of the Radio gadget (approx. 20%)
with the technology of radio on mobile and TV
devices, as well as on the internet.

Gadgets

With the digital advancement of Smart TVs, normal
TVs have taken a back step in growth. Statistics
prove 3% of Kenyans use smart TVs in 2022 and
growth is expected to continue into 2023 with more
home fiber connections.

The past 7 years present an annual 5% increment in
internet growth. In 2022 the figure stood at 46 %,
and in 2023, expected to surpass 50%. Social media
has been the major contributor to internet growth,
with additional contributors being new apps and e-
commerce platforms.
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Print media will make its transition into the digital
space; into electronic and digital media as the more
affordable media channels.

With all these developments, the ownership of a
radio set continues to decline rapidly.

Media Profiles: Impact on Media Consumption

Living Standard’s

LSM 1-4 (Poor): lacks acquisitive gadgets
and resources; and are limited to one type of media
— Radio.

o LSM 5 - 7 (Lower Class): Consume two
media types: Radio and Television.

J LSM 8 — 11 and 12 + (Middle class and Well
off): Consume Television and have access to online
media

Age

e Young Adults (18 - 24 years) and Millennials
(25 — 34 years): Prefer online mediums
e Middle Age + (35+ years): Prefer TV and Radio.

Influence of Digital Adoption on Media Consumption (social media)

Pace and influence on digital adoption dictated by the natives.

Top 10 online visitations by age

Gen Z - Young
Gen Z - Teens adulthood Millennials Gen X
1580 17 Yrs 18 to 24 Yrs 25 fo 34 Yirs 35+ to 44 Yrs

1 Whatsapp % Whatsapp % Whatsapp % Whatsapp | () ]

2 Facebook Facebook Facebook Facebook 0

3 Tik Tok Q Instagram @ “YouTube u YouTube u

4 Instagram @ YouTube u Twitter , Google Google

5 YouTube u Tik Tok G Instagram @ Twitter '

6 Twitter ! Twitter , Google Google Opera o |
7 Netflix - Google Google Tik Tok a Tik Tok 8 ]
8 Google Google Opera Gmail M Instagram @

9 Opera 0 Chrome Opera O Gmail El
10 Chrome 6 Netflix Chrome e Chrome @

Online Incidence 14% arx 45% 23%

42— © 2023 Ipsos | Kenya All Media & Products Establishment survey

*The second tier shows significant representation of News & Betting sites

...
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With the digital advancement of Smart TVs, normal TVs have taken a back step in growth. Statistics prove
3% of Kenyans use of Smart TVs in 2022, growth is expected to continue into 2023 with more home fiber

connections.

Moreover, the growth of the internet continues to take the lead in media, alongside TV.

The past 7 years present an annual 5% increment in internet growth.

In 2022 the figure stood at 46 %, hence the anticipated 5% increment for 2023 to surpass 50%.

Social media has been the major contributor to internet growth, with additional contributors being new

apps and e-commerce platforms.

Print media will make its transition into the digital space; into electronic and digital media as the more

affordable media channel.

Media Profiles

Identifying Standards FMCG

Consumption

Living using

e LSM 1 - 2 (Poor, Rural): Access to only Basic
necessities

e LSM 3 - 7 (Lower Class): Basics and essential
toiletries

e LSM 8 — 11 (Lower Middle class and Well off):
Afford basics and some luxuries

e LSM12-15 (Upper Middle class): Afford basics,
substitutes and luxuries

e LSM 16 - 18 + (Well off): No limit of accessibility
to all forms of basics, substitutes and luxuries

Influence of Digital Adoption (Social Media)
For Gen Z Age group 15 -17 years, their top five
Social Media favourites comprise:

Whats App, Facebook, Tiktok, Instagram and
Youtube.

The older Gen Z Age group of 18 -24 years, their top
five Social Media favourites include; Whatsapp,
Facebook, Instagram, You tube and Tiktok.

© ISA Africa. 2023

The Millennials aging 25 - 34 years, their top five
Social Media favourites include; Whatsapp,
Facebook, You tube, Twitter and Instagram.

The Gen X aging 35 - 45 years, their top five Social
Media favourites include;

WhatsApp,
Twitter.

Facebook, Youtube, Google and

Expectations for 2023 within the Media Landscape
Environmental Concerns

Drought: this crisis since the start of the year, has
left consumers with shrinking exposable incomes.

The state of the local and world economy casts
brands with stagnating Advertising Budget. This is
demonstrated with the budget decrease from 85
billion to 81 billion; from 2021 to 2022.

The media dominated by the unpredictable political
environment, following 2022’s election season.
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Media Explosion: State of Advertising Revenues from 2020 - 2022

Print had a 15% increase, next, Radio depicted a 19% increase, a higher figure dictates a 42% increase for TV,
however, Online Media holds the greatest growth of 100%.

Environmental Media explosion New frontiers

* Drought situation shrinking *  Qutlets with ANY : »
exposable income audience stillincreasing . Onlnne opportunities

+ Stagnating advertising (2020/2022) - to tipping gt‘":ue:;-take shape as
budget (from 85b in 2021 to point due to diminishing *al modia explodes
81in 2022); not likely to Ad revenues - ganlrlmn:g r:;v;fm
' ini
e ot .+ Radio-136 10162 especaly among
promising . TV- 12310174 digital natives

* Unpredictable political : Bettingv sites
environment continue to * Online-401t080 becoming more

4 established
dominate media * Print-13t015

New Frontiers

With the explosion of social media online opportunities are taking shape. This has manifested in the rise of
online news, especially among digital natives. The online platform will continue to facilitate more
establishment of Betting sites.

© ISA Africa. 2023



The election year of 2022 was not spared from the
impact of Covid 19. The global pandemic’s impact
has persisted since its peak year in 2020.

The Impact of Covid 19 on Media:

The state of affairs called for measures to be taken
across the industry. This unfolded into lay-offs and
pay cuts ranging from 5 - 35% across media houses.
Players became innovative and ventured into the
digital space, with applications like VIUSASA and
Nation Media App and others.

Audiences did not just consume media, they
immersed themselves in it. With the proliferation of
digital media, the news cycle is shortened to be
real-time, quick and sensational; supported by
creative headlines and content to maintain captive
audiences.
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Enock Mokaya

Head of Head operations & Business Development, Reel Analytics

Advertising Trends 2022

“ With regard to Advertising spends and trends of 2022, | seek to
demystify the impact of what has been happening in the Media space

and how media houses have responded to that

There is a need for specialized and personalized
content, that’s different from typical news content.
This will be the key differentiator in a fiercely
competitive economy; moving away from mass
broadcast and into mass customization.

Since 2017, Print Media consumption has declined.
With the pandemic’s impact in recent years, the
transition from traditional media into the digital
space is inevitable.

On the other hand, TV and Radio stations have been
growing following the Digital migration in 2016
which saw a lot of investments in digital TV,
especially in the digital terrestrial television (DTT)
broadcasting platform.

© ISA Africa. 2023



Page |14

. SGSEIEI M
The Number of TV Stations in Kenya Has Been Growing Steadily Since 2016
This is attributed to the digital migration in 2016 that saw a lot of investments in digital TV,
especially in the digital terrestrial television (DTT) broadcasting platform. The number of radio

platforms is however still higher compared to the TV as more faith based, commercial and
community stations continue to be launched on this platform.

—Radio Stations TV Stations

250 228
v 200 178 182 186 186 186
w
-
E — 139 182
8 % 150 120
o
3 8 100 137
& 89 100
S 50 63 66 70
0 9
2015 2016 2017 2018 2015 2020 2021 2022

Source: Communication Authority of Kenya

Another interesting observation that the precedence in the media advertising space; leaving
Commission’s Authority of Kenya’s requirement to few if any - avenues for corporate advertising.

have children’s content at 5hrs per week is only at
20.8%. Children are a significant audience within
the Kenyan population and this presents an
opportunity that has been tapped by the Akili Kids
channel.

However, the same year showed an increase in
Radio and Print Advertising. Radio took up a 64%
chunk of the years advertising, while TV dropped by
7%. The state dominated the bulk of print
advertising.

Compliance levels of other requirements including;
40% of all aired material should be local content,
appropriate content during the watershed periods
and inclusion of sign language to accommodate
PWDs is at 100%.

The trend of Finance adverts dominating the scene
did not disappoint at a significant statistic of 17 %
for the year 2022. Betting and Gambling adverts
followed closely at 16% (this statistic was more than
double what was depicted in the previous years).
Advertising Trends in Kenya (results dictated by

Safaricom was the top advertiser of 2022 with a
the volume of adverts)

10% share (the figure increased by 25% compared
The past year 2022 faced a 1% decline in to previous years).
advertising. The decline is an expected result of an
election season where political advertising took

© ISA Africa. 2023



Radio: In regard to radio, the dominating
advertisers at a 7% share were within the Betting
and Gambling industry; whose campaign was
channeled by Kameme FM.

TV: In the lead with 19% share was Citizen TV for
their advertising activities in 2022
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Print: Daily Nation dominated the advertising Scene
by 34%.

The Internet / Digital Space: As of 2022, from the
total Kenyan Population, 21.1% are on social media.

Kepsos analysis reveals an increase of 750, 000
Social media users (6.8%) between 2021 and 2022.

Social Media Platforms Users in early 2022

i L ]
X Meta |6 | 3D YouTube ' O ' m
Users 9.95M 9.29M 2.50 M ZHNM 1.35M
Ad Reach (% of
local internet
user 42.6% 39.8% 10.7% 12.4% 5.8%
regardless of
Age)
Q, 42.9% 42.7% 46% 37.8%
Ad Audiences
0 57.1% 57.3% 54% 62.2%

Advertising trends in Uganda

In 2021, TV dominated Advertising spending by
49%. Whilst in 2022, Advertising spending was
dominated by Radio at 54%.

In terms of industries, the Communications industry
dominated Advertising spending i.e. MTN pushed
advertising content for mobile money.

Content Source - https:/datareportal.com/reports/digital-2022-kenya

The Digital Space in Uganda

Whatsapp is the most dominant social media
platform. Furthermore, WhatsApp, Facebook and
Youtube are the top three Channels that captivate
content consumption of interest; within Uganda’s
social media space.

© ISA Africa. 2023



Francis Gachagua
CEO, One Pulse Kenya

Consumer Report Card

“ My report will account for what is happening in the life of the Kenyan
consumer; with the economic climate that affects consumer decisions on

a daily basis ”

The focus here was on consumer interaction with
the brands they consumed in Kenya in 2022. This
included four main areas of focus:

1. Factors that lead to strong brand connections
amongst consumers.

2. Most memorable brand campaigns in the
second half of 2022.

3. Advertising mediums that have the highest
impact on consumers (visibility and recall).

4. Levels of brand loyalty.

Factors that lead to strong brand connection with
consumers. Comparison of 1st half 2022 to and 2
half 2022

o Brands with an excellent product or service;
gained the most traction rising from 59% to
72%.

o Secondly, brands that showed care for the
environment also grew in traction during this
period from 23 % to 29 %.

o On the other consumers’ affinity with brands
they used over a long period of time lost the
most traction in 2022 from 43% to 31%.

o Brands that rewarded consumer loyalty, also
lost traction in 2022 from 35% to 28%.
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Three factors attributed to consumers stopping to
use a brand in H1 2022 compared to H2 2022 are,

o Bad quality/ experience with a rise to 75% from
68%

o Cheaper alternatives with a rise to 31% from
25%

o Too much advertising with a rise to 15% from
10%
Inversely, brands that are too quiet have lost
appeal (11% from 6%)

It can be derived that consumers are loyal and care
about brands that are effective and affordable. In
addition, consumers are also open to exploring
brands that will do something about their
concerns.

Onepulse used an algorithm to deduce the most
mentioned brands over the last 6 months of 2022;
the results were classified as consumers’ most loved
Brands of the year:

The top four most loved brands are; Safaricom for
reliability, Nivea for resonating with consumers,
Blueband - for its availability and Samsung for
advanced technology.

© ISA Africa. 2023
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Shifts in brand preference over the last six months of 2022 are higher (+30%) with disposable products
(perishables) compared to durable products (electronics, Home appliances), which are value driven and
consumers do not easily shift brand preference (+10%-20%)

For which of the following categories has your brand preference(Choice of
brand) changed in the last six months?

In terms of regularity in shopping, the largest share
of consumers (65%) prefer to do so in
Supermarkets, followed by Kiosks (21%) and finally
wholesalers at 14% towards.

Some of the top brands promoted by consumers’
favourite influences were Tecno Phantom, Naivas,
Coca-Cola, Tusker Cider and Harpic. This tells us that
Supermarkets that are most frequented by Kenya’s the credibility and social standing of the influencer
consumers in 2022 are; Naivas, Carrefour and, is important.

Chandarana. . .
Successful influencer campaigns are seen to employ

Priority Items for shopping are under the FMCGs Creativity and Execution, Authenticity, High-Quality
Category; include cooking oil, maize flour, milk, Advertising, Humor and Relatability.

bread and sugar. Additional items, though not

essential include chocolate, soap, salt and others.

© ISA Africa. 2023 -
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Advertising Media

Television Advertisements

Concerning Television advertisements,
60% of consumers pay attention and 40%

do not.

Most memorable Brand ads on TV in 2022
were Safaricom, Coca-Cola, Jumia, Downy
| and Naivas.

Social media: Youtube Advertisements

On the Youtube platform, 46% of the audience paid
attention to advertisements while the majority at 54% did N : ed o o
eed a ride?

not. Tﬂke O BOIt!

These advertisements can be distracting and not value
ads. Therefore, advertisers need to be very creative.

Ads with the most memorable impact on Youtube were;
Jumia, Glovo, Safaricom, Bolt and Showmax.

OOH - Billboard Advertisements

In recent months, Billboards have become more creative,
interactive and engaging. Why? Brands need to standout in a
crowded marketplace.

A whopping 73% of the consumer audience pay attention to
billboards; leaving just 27% who do not.

Most memorable Billboard ads in 2022 are from Optiven, Jonnie
Walker, Nice & lovely, Sunrice and Garnier.

Radio Advertisements

From the Radio platform, listening consumer audiences were
at 45% who paid attention and a slightly greater share of 55%
did not pay attention.

© ISA Africa. 2023
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Key Takeaways

Brand Connection is driven by Product/ Service Delivery.
Consumers are becoming environmentally conscious and take notice of brands that conserve the
environment.

3. Brands are battling to maneuver consumer loyalty, with a vacant 71% willing to explore.

4. TV and Billboards play a key role in noticeability of Adverts.

5. Social media adverts must be highly creative and entertaining to gain noticeability. E.g. 54% of the consumer
audience do not notice Youtube adverts.

6. There is a big opportunity to reinforce brand promise and traction through unique and attractive offers
targeting monthly shoppers at supermarkets.
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Earned in Review

2022: Proceeds to be a year of decline in spending
and productivity. Since the pandemic, the industry
has struggled to recover and rise above the
challenges of the previous years.

2023: People’s brand loyalty is decreasing; this will
not change until brands focus on building strong
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Howard Gregory
Managing Partner PR and Influence, Ogilvy

Earned in Review

“| seek to speak of the world of earned and how to form deeper
relationships with our audience ”

connections  and their

consumers.

relationships  with

If consumers are not interested in your brand, they
are interested in what your brand is doing in the
world.

THEY CARE ABOUT WHAT YOU
BELIEVE AND HOW YOU BEHAVE

Purposeful businesses =
market share gains

SOURCE: Deloitte Insights, Trust Barometer, Google

© ISA Africa. 2023

‘It is more important now that |
can trust a brand or business’

Have stopped buying a brand
based on values

Ogi.l.vy.africa
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At time when the cost of living is high, consumers are not able to spend more on products or services that
maybe more beneficial towards sustainability efforts. This means the consumer will instead rely on brands on
their behalf; to take such action (what the brand is doing in the world i.e. efforts like sustainability).

Hence, such businesses are purposeful.

Purposeful businesses =
market share gains

‘It is more important now that |
can trust a brand or business’

Have stopped buying a brand
based on values

Purposeful Brands significantly expand their Market share

2021 as a year proved that purposeful businesses perform three times better
than those that are not. What matters most to the consumer are three things;
the economy, cost of living and how to do right by those they love.

Purposeful Brands gain the consumers trust

Hence while in 2022, still times of crisis; post - Covid and with economic issues
i.e. inflation, the additive action of purposeful businesses like ViuSasa e-
learning platform; drew the not just the attention; but trust of the consumer.
Statistics reported 70% of consumers found it more important to trust a
brand.

Purposeful brands gain great conversion rates

75% of consumers stopped buying brands based on their values and
converted to brands that acted not just on their values and beliefs but played
a purposeful role when society was under crisis.

Example of a Purposeful brand especially in crisis of Covid and Inflation in
Kenya: in 2020 during Covid ViuSasa e-learning platform provided options to
parents who had to take control of their children’s education during the
crisis. Teachers were additionally recognized for their efforts and digital
tutoring through video; which to date is growing in demand.
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Earned Ahead
Being purposeful as a brand

This does not mean taking cautious measures to
survive a crisis (e.g. climate change). But it means
taking the opportunity to build stronger
connections and relations with customers. This will
then reflect in market share gains. Tips to become a
purposeful brand:

o Deepen
them.

o Look at the economic crisis, climate change and
all issues as a steady state.

o Focus your perspective on the long term.

relationships rather than regulate

Earning Your Place

How to Purposefully grow your Brand Connection ad
relations during and after Crisis.

1. Crisis: Protect and reassure. Invest your
resources towards your brand’s role in your
support of your audience.

2. No Man’s Land: Build hope by taking steps with
society to mitigate the impact.
Innovate: improve medical, economic or
societal situations. This calls the brand to be
additive and not subtractive.

3. Re - growth: Recovery. This is when brands
should demonstrate confidence: engage with
what is the new normal. Take action, this
accelerates recovery.
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Begin by returning to crisis  brand
communications; this means new ways of believing
and talking.

non-

4. Normality: the new normal is evolving,
not static. The brand should rebuild itself by living

in the new context. Normalize changed needs. As
the brand rebuilds, it may need to reinforce intrinsic
brand values.

Being a Purposeful Brand means what the brand
does in a moralistic way; a way that understands
and appreciates its audience is going for. The next
step means segmenting your brand’s consumers by
beliefs and values. This will propel your brand to go
deeper.

The Practical Steps taken by Purposeful Brands:

1. Understanding your Brand’s role on a different
level. This role should be active and add value to
the lives and needs of your consumer.

2. Committing and integrating all elements of the
marketing mix to resonate with the Brand’s role,
especially with the Brand’s leadership.

3. Professionalize your approach to influence.
Over the previous year -2022; Brand Influencers
have been more authoritative and authentic
than the brand itself, hence, Influencers should
demonstrate concern for the role of the brand.

4. Measure Brand Performance, to prove how
effective the brand role was in KPIs and
commercial outcomes. This awards permission
to further execute this role in future campaigns.

© ISA Africa. 2023



Maureen Were
Head of Partnerships, WOWZI

Social Media Influencers

“| intend to give a presentation that will demystify the Market

Place ”

Maureen highlighted that the importance of Public
Relations, centers on relationship management
with consumers. For PR, there is need to
understand the issues of the brand and solve this
with service delivery or improvement on products.

Influencers are a significant element of PR.
However, it is important for a brand to recognize
that despite all the responsibilities (generate sales,
increase conversions etc.) Influencers are

normal people with their flaws and their own
demands from their personal lives.
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What has Influence been?

93% of the world’s population are on social media,
4.74 billion to be exact. In 2022 the number of social
media users rose by 4.2%. In the same year, 75% of
the world population on social media were 13 plus
years of age.

In Kenya 2022, there was a 42% internet
penetration rate; accounting for 23.3 million
internet users.

Over 4.74 billion people across the world use social media. In 2022, the
number of social media users increased by 4.2% with over 75% of the
world’s population aged 13+ using social media.

57%

global spend is online

23.3

million internet users in
Kenya penetration 42.0%

62%

have discovered new
brands and retailers as a
consequence of working
from home

60%

shoppers said they will
increase their usage of
digital shopping channels
in the future
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The online space contributed to 57% of global
spending, whereby people who could purchase
goods/ services online, are found on social media.
This reinforces an opportunity for brand marketing
to utilize the social media platform and facilitate the
rise of influencer marketing from the past year of
2022 and into 2023.

Gig Workers (Social Media Influencers are

classified under this category)

There are exactly 93, 875 gig workers online with a
27% growth rate. With the rapid growth of digital
and online work platforms in Kenya, there has been
a transformation of the workforce; creating access
to online job opportunities. This has opened new
markets; enabled trust between clients and gig
workers and, generated a broader range of job
opportunities. Over the next five years, the Kenyan
gig economy is expected to grow by 33% and for the
current year 2023, this economy will contribute a
sum of $345 million.

Brands that rewarded consumer loyalty, also lost
traction in 2022 from 35% to 28%.

Three factors attributed to Consumers stopping to
use a brand are:

o Bad quality/ Experience with a rise to a 75%
share.
Cheaper alternative with a rise to a 31% share
Too much advertising with a rise to a 15% share.
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Platform Context

In 2022, all social media platforms reflected an
increase in growth as follows;

Tiktok in the lead by 40%, Instagram at 32%,
Youtube at 29% and LinkedIn following closely at
28%. With Tiktok as the fastest growing social
media channel of 2022, a research study by WOWZI
reports that 40% of 3,000 participants plan to use
Tiktok in their social media strategy.

Brands ROI Context: Brands are looking for three
outcomes: awareness, engagement, and acquisition
(which includes conversion).

In 2022, developments were driven by algorithms,
brand salience, platform enhancements and
cultural events; all of which demanded uniqueness.

Relevant content is Real-time content. Events,
activations, pressers. We live in a very tangible
world. Content should be the same. Whenever
influencers wished to make an impact, they had to
be with the consumers. This was demonstrated in
the Coca-Cola Campaign where consumers were
reached using the FIFA World Cup Activations: Link
to YIR Event Presentations

Influence in 2023

There is an expected rise of social media in 2023
where 78% of organizations are planning to
increase their budget; or aim to spend the same
amount in 2022. Only 3% of these organizations
plan to reduce their social media spending.

It has been determined in this current year 2023,
that 27% of organizational budgets will be allocated
to social media.
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https://www.youtube.com/watch?v=B4I8jx9F3Co&t=8974s
https://www.youtube.com/watch?v=B4I8jx9F3Co&t=8974s

Gen Z have a short attention span for things they
are interested in. This calls for targeting that
represents what this audience likes. Influencers
form the 7™ P of the Marketing mix. People.

They are the people that sell things, softly. Social
selling has overthrown hard selling.

Brands need to utilize content creators as a muse
for their content. The time is now to shift from
traditional storyboards or scripts and toward co-
creation routes and real life scenarios.

The Year of 2023

This is a time when Global trends pull together and
there will be cultural blurred lines. It is the era of
Gen Z and where measuring ROl must have more
intent, reinforcing what Howard says in his section.

By going beyond entertainment, brands with a soul

will bring benefit in the physical world. Influence
should take form in both 2D or 3D dimensions. This
advancement will manifest in VR and AR
innovations around influencers that will bring
people to a world relevant to them; a world they
can create for themselves.

Impactful and inclusive influence is a force that
creators achieve as agents of change, purpose and
being remembered for more than just their
followers.

In terms of contracts, dignified work equates to
legitimate structures; meaning legitimizing the gig
worker economy through the 3 C’s; Compliance,
Conversion and Communities.
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Generation Alpha:

This rising audience are key spenders with great
influence of spending choices. As a techno-savvy
generation, safety online is a priority.

The Entrecreator:

This is the creator who is in a business or company,
and understands both ends of the spectrum as
brand and as a human media channel.

A new yet significant type of influencer; who makes
an essential partner. They push KPIs; and
understand everything done in marketing a brand.

© ISA Africa. 2023
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With one thousand Kenya shillings, one can get
1024 Megabytes, which can be used for an hour, a
day, week or bought unlimited on some networks.
This poses a challenge in Telco and internet users
who are confused about how megabytes work as a
currency.

According to Marks report, as a trend since 2019,
give any African 100 Megabytes or 100 Gigabytes;
five areas of data are consumed, namely;

Search e.g. Google

Sport: Betting/ Gamming has taken the lead.
Social Media: Tiktok being the fastest growing
Sex: Visiting Adult Websites

i A woNoE

Stories i.e. News website

There are 7 trends but only 3 were discussed.

Top searches on Google are about sports betting
companies. The magnetism of sports betting is
greater now than over the past 25 years. Many save
their Megabytes towards betting.

With the prominence of social media and
developments on platforms like Tiktok; plans are
underway to release a Tiktok bundle in the current
year of 2023.

© ISA Africa. 2023

Mark Kaigwa
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Founder and CEO, NENDO

2023, The year of the Megabyte

“The Megabyte will be the subject of my presentation; because

megabyte is often ignored and underestimated .

There are Several trends to take note of in 2023:

1. Macroeconomics and the Megabyte: In light of
a fee-free future, consumers are waiting for
Neobanks to disrupt finance i.e. Zero fees or Al,
which are yet to emerge in the Kenyan Market.
Many people do not have visibility on fees but a
number of institutions would be removing to
MPESA transfer fees. I&M Bank has taken the
lead and this is already having positive results in
terms of customer growth. In Nigeria, a number
of banks are already absorbing these fees and
offering Al to help customers navigate their
accounts

2. Mashinani and the megabyte: The term

‘Mashinani’ refers to Kenyans in peri-urban and

rural areas. This segment has been largely

ignored, but now the “Mashinani Mavens” are
in 2023. Apparently nicknamed

‘Kiyienyejitok’ with very creative content

raising

creators; it proposes a marketing opportunity to
utilize everyday rural locals with mobile data, to
affirm the trend, if only they could be chosen as
social media influencers.
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#TrendingToday
Little girl speaks fluent

‘Shembeteng', a street Iangua?e
picking up among young people

CELEL]

Shembeteng.

(n.) Sheng words that sound like
they are encrypted. They have added
extra words to make them longer for
absolutely no reason. Co-ordinating
these words is a work of art on it's
own.

@KenyanDictionary

The Problem with “Mukuru kwa Zuckerberg”

Digital class warfare and why Kenyans on Twitter nicknamed
Facebook after a Nairobi Slum.

3. Machine and the Megabyte:

With the upsurge of Artificial Intelligence, could it
be here to replace or complement brand
marketing? Kenyan locals have played a major role
in the emergence of Al. e.g. Kenyans have trained
ordinary cars to operate as self-driving cars; that are
now being used abroad.

Within the educational sector, with educational
chatbots, the revolution of Al is expected to
manifest in 2023. A working example would be the
‘SHUPAVU’ education app with an audience of 8
million plus learners using SMS and USSD that

f wevwe What part of Tik Tok is this. | need in.
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% Grootman & @wagush - 07/12/2022

# Nyaguthii Nafula Akinyi Chelang'at = @ omalic...- 07/12/2022
Kienyejitok is the gift that keeps giving &
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generates interactive answers and trains Al on the

Kenyan Institute of Curriculum Development
toward making inquiries and getting predictions.
More information on this on the full report.

The Metaverse

Unfortunately for the African Industry; no
breakthroughs are expected in 2023 due to
insufficiency in the needed resources i.e. high costs
of electricity, high data costs and technology
infrastructure.

On the brighter side, Facebook has taken plans
underway to launch a $1 Billion undersea cable;
called ‘2Africa’ so it will be cheaper to purchase
megabytes.
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Reserve your copy below

nendo.co.ke/2023

YEAR OF THE

MEGABYTE

A TREND REPORT BY NENDO
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ABOUT THE INTERNATIONAL SCHOOL OF ADVERTISING

Established in 2014, ISA is a professional school in East Africa offering training in Marketing and
Brand Communications including Advertising, Integrated Media Planning, PR and Digital Marketing.
ISA offers experiential-based programs, making participants practically skilled masters at what

they do.

Integrated Brand Communication (IBC)

This program consists of an intensive practically oriented course that equips early— to mid-stage
professionals to become grounded in marketing and brand communications. Recommended for
those who are in careers in advertising, marketing, digital marketing, brand management, and

media planning; to give them a solid understanding of the discipline and enable them to grow.

Apprenticeship Program

ISA also offers an Apprenticeship program which is uniquely tailored to meet the needs of recent
graduates looking to kick start a career in the Marketing and Advertising Industry. This sixmonth
virtually interactive learning program is backed by 3 months of a paid apprenticeship. ISA Africa
has partnered with various organizations including Ogilvy Africa, Creative VLMY&R, Redhouse
Group, Brainwave Communications and YAKWETU amongst others to offer apprenticeship

opportunities to the students.

Short Courses
ISA Africa offers short courses to sharpen and upgrade your skills in the Marketing industry. The five
specialized Short Courses offered include:

Marketing and Brand Planning
Strategic Advertising Management
Integrated Media Management
Digital for Business

Account Management & Life Skills
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Chartered Institute of Marketing CIM (UK)
We are also an accredited center for the Chartered Institute of Marketing CIM (UK). This is the

world’s largest organization for professional marketers, with a global reputation as a center of

excellence, and its qualifications are recognized worldwide.

In-house Tailor-made Training

ISA also offers master classes for high-level members of organizations seeking to meet specific
training needs. These are typically run with international speakers and renowned industry experts
We are happy to come and discuss your needs and see where our programs can benefit you or your

organization.

CONTACT US
+254 733 135 974
+254 784 433 849

EMAIL US

marketing@isaafrica.education

FIND US ONLINE

www.isaafrica.education

COMPANY ADDRESS

Location: 2nd Floor, Woodlands Office Park,
Woodlands Rd, Off Lenana Rd, Kilimani

PO Box 274 —00600, Nairobi, Kenya

© ISA Africa. 2023



