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Microsoft Fires Unknown Number of Devs,
Managers in Nairobi

By Kenn Abuya - March 30, 2023 L ]
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It has emerged that Microsoft Kenya, mainly at its Africa Development
Centre in Nairobi, has fired several employees. This development was noted
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If you’re still
selling, keep
advertising

Marketing leader Peter Field'’s
analysis of 354 brands over the
course of recession shows
brands that reduced their media
pressure were much more likely
to suffer a loss of market share as
a result.

Advertising investment reduces risk
354 brands grouped on the basis of relative ad spend
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Because if you stop advertising, the loss could be irreversible

Advert awareness
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Creative quality is the
single biggest driver that
explains growth on Reach
brand exposure 25%
Creative quality
50%
Drivers of salience:

Overall campaign level

Frequency

Media synergy

K AN TAR Source: Kantar, 2022
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Being

Habit #1 of effective advertisers




being distinctive

Standout from the crowd Fast pace can help short-term sales Most engaging ads in the region are
likelihood (global) more likely to have light humour

Ability to be noticed and remembered in  Average short-term sales likelihood %*
a world where there’s a profusion of ads.

You can achieve distinctiveness through fast pace
. regular pace
« Pacing
slow pace
« Humour
« Music

KANTAR *Source: Kantar link database
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Brand

Habit #2 of effective advertisers




brand intrinsically

Make sure that the attention won by the ad
IS in the service of the brand

Analysis of our database
shows that branding is the
single most important factor
In an ad's success

o Commit the audience’s memory in association
with the brand

o Maintain an effect when exposed to your
creative in the future

KANTAR
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Models can help direct consumers’ attention to the brand and relevant
message

Sunsilk Ad - Original edit Sunsilk Ad - Optimized edit

Was seen by

# most of
K\’ﬂhl uUp l * respondents
Respondents did
not focus on that
' much
The model is looking at the audience; the When the model turns her attention towards the
audience’s attention is primarily on the model pack, the audience’s focus is directed to the pack

KANTAR Source: Kantar Learnings



Being meaningfully

Habit #3 of effective advertisers



being meaningfully different

For some ads, being 4 A

distinctive and well-

branded can be enough, |

because creatively ‘ 4

distinctive content can get - High

a brand noticed and build ‘ B'R’AN’DlZ

some basic associations. Analysis of T

However, to grow market same 83 brands &

share or defend premium Average change £

pricing, creative should i~ brand value |5

also create impressions from 2014-2020 2 0 0
that position the brand in a +20% +50%
meaningful and different Low

way in people’s memories. Low Veaningful d’ﬁereme High

KANTAR







Triggering
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Habit #4 of effective advertisers




triggering emotion

Elicit emotion from the consumer —

a powerful element in advertising

The value of emotion
[ | [ |

Emotion makes the brand to
be seen as emotionally
differentiated and it can
drive emotional
meaningfulness.

Leave your audience with
the desired impressions of
the brand - loveable, funny,
famous, or simply a brand
for me.

ore

I(ANTAR *Source: Kantar Link database



Example of triggern
emotion -

Jiskume na Royco




Talk to your
consumers

Habit #5 of effective advertisers



talk to your consumers

walk the creative journey with Kantar: Link evaluates what matters
most for successful advertising

Will the ad be noticed and

remembered? What associations does the Does the ad generate

ad deliver for the brand? - in th
And will the brand play a interest in the product or

And crucially, does the ad meet the

brand? Does it drive affinity? : :
role? Are they meaningful How are people left feeling acthr! star?dardsldeswed. .
and differentiated? about the brand as a result? ambitions it set out to achieve”

KANTAR
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distinctive intrinsically oo

Trigger
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Asante!

Ibrahim.Wambugu@kantar.com
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ABOUT ISA

The International School of Advertising is a leading educational company
that offers marketable courses to professionals in the Brand
Communications, Marketing and Advertising fields.

Embedded in our philosophy, “Pay it Forward ” we commit to enabling you BECOME the
best you can be in what you do.

Through our partnerships with like-minded experts, organizations and bodies, we stay
aligned to the market and the industry. At ISA Africa we aim to provide foundational
grounding in the marketing communication profession as well as new and emerging
practices that are continually changing and shaping the way we work.

www.isaafrica.education




GET IN TOUCH WITH US

At ISA Africa we aim to provide foundational grounding in the
marketing communication profession as well as new and
emerging practices that are continually changing and shaping
the way we work.
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