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FOREWORD 

 

I am pleased to present this reviewed strategic plan for the period 2019-2023 for the 

Kenya Export Promotion and Branding Agency. This plan provides a roadmap of how the 

Agency will execute its mandate in the next two financial years (2021/22 and 2022/23).  

 

This Strategic planning period has come at a time when the global trading system is facing 

a lot of challenges, including the disruption of the global supply chain due to the outbreak 

of COVID-19 pandemic.  It is also coming at a time when Kenya is proactively looking to 

implement a myriad of policies that are meant to position her, among other objectives, as 

a preferred source of high-quality products and services regionally and internationally. 

Some of these policies include the National Trade Policy (NTP), Integrated National 

Export Development and Promotion Strategy (INEDPS), Kenya’s Industrial 

Transformation Programme (KITP), Big Four (4) Agenda, Buy Kenya Build Kenya Policy, 

among others. This plan is therefore aligned with the aforementioned policies. 

 

This revised Strategic Plan has also been informed by lessons learnt, emerging issues 

and invaluable feedback from the Agency’s stakeholders during its implementation in the 

2020/21 financial year. The Plan seeks to provide a coherent, systematic and sustainable 

roadmap upon which the operations of the Agency will be anchored.  

 

Taking cognizance of the development in the global export market and local business 

dynamics, this Strategic Plan has outlined the Agency’s priorities in five strategic 

objectives focusing on the development and diversification of the Kenya’s export basket, 

diversification of destination markets, management of the image and reputation of the 

Kenya brand and strengthening the Agency to be able to deliver on its mandate. Each 

strategic objectives outlines specific interventions that the Agency shall undertake 

towards implementation of the Plan. 

 

Ultimately, it is envisaged that the implementation of this Plan will contribute to the growth 

of exports by at least 6.5 per cent annually and to position Kenya among the top 50 global 

Nation brands. To achieve these objectives, the Agency requires strong and close 

collaboration with stakeholders during implementation of the Plan. We therefore call upon 

our stakeholders to support the Agency in order to achieve this goal.  

 

 

 

Jas Bedi, EBS, MBS 

Chairman, Kenya Export Promotion and Branding Agency 
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EXECUTIVE SUMMARY 

The Kenya Export Promotion and branding Agency is a State Corporation formed from 

the merger of the then Export Promotion Council and Brand Kenya Board through 

Executive order number 110 of 2019.  The Agency is the National lead in implementing 

export promotion and Nation branding initiatives and policies to promote Kenya’s export 

of goods and services. 

  

This Strategic Plan stipulates the institution’s strategic direction during the period 2019 - 

2023. The process of development of this Plan took into consideration of the existing 

policies and guidelines such as the Guidelines for the Preparation of Fourth Generation 

Strategic Plans for the period 2018-2022 by the National Treasury and State Department 

for Planning and the Executive Order No. 110 of 2019 that enshrines the mandate and 

functions of the Kenya Export Promotion and Branding Agency. The plan significantly 

borrows from National policy documents relevant for export promotion and Nation 

branding. These include the Constitution of Kenya, the Kenya Vision 2030, the Big Four 

Agenda, The Kenya National Trade policy and the Integrated National Export 

Development and Promotion Strategy. Implementation of this strategic plan is therefore 

an extension of implementing these policies and strategies. 

During implementation of the Plan in the 2020/21 financial year, the world was ravaged 

by the COVID -19 pandemic that significantly impacted on global trade due to slowdown 

in manufacturing activities, disruption of global supply value chains and change of 

priorities by various Nations. The lockdown introduced by various Nations as a measure 

to control spread of the pandemic equally hindered trade due to restricted movement of 

persons and goods.  

Amidst the pandemic, Kenya registered mixed impact of the pandemic on trade. Exports 

to the European Union in absolute terms and market share increased marginally while 

Kenya’s exports to Africa, Asia and North America generally decreased.  Kenya’s export 

products including textile and apparels and iron and steel products also experienced 

significant decrease in exports. On the other hand, products such as pharmaceuticals, 

mainly Personal Protective Equipment (PPE) registered overnight demand and enjoyed 

business attention. Kenya registered an increase of 15.2 per cent in the export of 

pharmaceutical products from Ksh. 11.9 billion in 2019 to Ksh 13.7 billion in 2020. The 

full impact of this pandemic on Kenya’s international trade is however still unravelling. 

The review of this Strategic Plan was informed by a number of factors including need to 

review the programmes to ensure feasibility, sustainability and resilience in 

implementation of such programmes amidst the unprecedented environment 

occasioned by the emergence of Covid-19 globally. Most affected were trade 

promotional events that were planned to be undertaken physically in various export 
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markets. Trade promotion went virtually through e-commerce and other platforms 

including virtual fairs and exhibition, disadvantaging developing Countries that had not 

invested in technology in trade. The reviewed Strategic Plan therefore endeavors to put 

technology at the center stage and leverage on it in all operations of the Agency. This 

includes development of E-portal and use of e-market pages for promotion of exports. 

The review of the Strategic Plan further geared at incorporating feedback for received 

from stakeholders during implementation of the Plan in the financial year 2020/21 for 

enhancement of service delivery. This included incorporation of strategies for 

implementation of the export of services and exploitation of blue-economy that are 

options for product diversification to widen the Kenya’s export basket but was overlooked 

in the inaugural Strategic Plan.  

Following shift in priorities to consolidate efforts and resources to fight and control the 

spread of the pandemic, limited resources are available for export trade and brand 

promotion. This further necessitated review of the strategic plan with much focus on 

realignment for resource mobilization. 

 

This reviewed Strategic Plan is structured into five (5) chapters as summarized below: 

 

Chapter One outlines the purpose for which the Agency was formed, and the functional 

responsibilities endowed on it. The chapter highlights the rationale for the development 

of the Plan as well as the methodology adopted during development and review of the 

Plan. This Chapter cites various policy documents with which this Plan is aligned. These 

include the constitution of Kenya, Vision 2030 blueprint, Big Four (4) Agenda, National 

Trade Policy and the Integrated National Export Development and Promotion Strategy 

(INEDPS). This chapter also analyses the global, regional and national trends and 

environment of trade that affects Kenya’s export performance to further solidify the 

strategies in this Plan. 

Chapter Two presents the situational analysis within which the Agency operates 

highlighting the achievements attained since its formation in the 2019/20 and 2020/21 

financial years. This chapter also reveals the challenges and lessons learnt during 

implementation of the inaugural strategic Plan. The chapter further highlights the 

PESTEL, SWOT and stakeholder analyses to scan the environment of operation of the 

Agency and map out stakeholders that are key contributors to the attainment of the 

Agency’s mandate.  

Chapter Three introduces Agency’s statements including the vision, mission and core 

values. This chapter reveal the strategic direction of the Agency by highlighting the 

strategic issues, strategic objectives and the various strategies through which this Plan 

shall be implemented to fulfil the goal of increasing exports by 6.5 percent annually and 
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to position Kenya among the top 50 world nation brands. These strategic objectives 

include: 

i. To develop, diversify and brand Kenya’s export Products;  

ii. To develop and diversify Kenya’s Export Markets;  

iii. To manage image and reputation of the Kenya Brand; and 

iv. To Strengthen the Institutional Capacity of the Agency to deliver on its mandate.  

This chapter further highlights products (goods and services), markets and clients 

segments that the Agency will be prioritizing during the period of implementation of this 

Plan. Based on criteria, twenty two (22) product categories, twenty two (22) markets and 

four categories of clients namely potential, new, existing and mature exporters were 

identified. 

Chapter Four outlines the coordination and institutional framework to strengthen 

governance, fiscal management, resource mobilization and human resource assessment 

including the organizational structure and financial resource allocations and 

requirements. The chapter also provides a risk management framework against which 

the Agency shall implement mitigation measures. 

To implement this plan in the next two financial years of 2021/22 and 2022/23, the Agency 

will require approximately Kshs 3.0 billion in the next two financial years of 2021/22 and 

2022/23. These strategies will be implemented by the following Directorates/departments: 

Product, Market Development Directorate; Nation Brand Development Marketing and 

Communication Directorate; Regional Coordination and Stakeholder Engagement 

Directorate; Resource Center Directorate; Corporate Strategy, Planning, Risk and Quality 

Assurance Directorate, Research and Innovation Directorate and; Corporate Services; 

Internal Audit Department, Supply Chain Management and Corporate Secretariat and 

Legal Services.   

 

Chapter Five discusses the monitoring, evaluation, and reporting framework for this 

Strategic Plan. The chapter encompasses a results matrix that guides the implementation 

of the Plan and monitoring performance of such implementation. Progressive monitoring 

will be carried out based on the expected outputs and measurable indicators. The 

implementation plan will form basis of development of annual work plans for the Agency. 

Reporting of results will be carried out periodically to inform internal and external 

stakeholders on the levels of implementation of this Plan and achievements thereof. 
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1  INTRODUCTION 

1.1 Background Information 

The global business environment is increasingly becoming competitive and demanding. 

Increasing exports into the world beyond the global average requires focused approaches 

such as product development, nation and product branding, market development and 

addressing the challenges both in the domestic and international business environment. 

This will enable Kenyan businesses to access and exploit the diverse opportunities in the 

global markets. 

Kenyan exports access a wider market in the world. However, these exports are mainly 

concentrated in Africa, European Union and America with growing trade in both Asia and 

Middle East. Based on the direction of Kenya’s trade, numerous opportunities are 

presented for Kenyan export of goods and services in the various regions as follows: 

i. East African Community (EAC). The Community is in advanced stages of 

integration into a common market. The market has been a lead consumer of 

Kenyan goods and services and portends huge opportunity for growth. Kenya is 

set to reap big from such integration upon exploitation of every opportunity therein. 

ii. Common Market for Eastern and Southern Africa (COMESA). This trading bloc 

comprises of at least 21 countries making a population of more than 582 million. 

Kenya is a member to this trading and therefore has preferential trade arrangement 

that could be exploited in accessing the markets within the trading bloc. 

iii. The European Union (EU) is also among Kenya’s main trading partners. Due to 

trade preferences extended under the Economic Partnership Agreement (EPAs), 

the market is poised to absorb additional arrays of goods and services. 

iv. The United Kingdom has been a bedrock and star performing market within the 

European Union. Following its exit from the European Union, Kenya-United 

Kingdom Trade, Economic Partnership Agreement (TEPA) was negotiated for 

perpetuation of access of United Kingdom market by Kenyan products on 

preferential terms. This agreement provides a myriad opportunity for Kenyan 

exporters to export to the United Kingdom. 

v. The United States of America (USA) is already a strong partner and as a result of 

the African Growth and Opportunity Act (AGOA), the products’ potential and 

market shares are poised to increase as a result of better uptake of Kenyan 

products and maximization on the possible 6,400 tariff lines that can be exported 

on duty free terms. 

vi. The African Continental Free Trade Area (AfCFTA). African markets are integrated 

under the African Continental Free Trade Area (AfCFTA) that opens Kenya to the 

1.2 billion population market. Africa has since been the leading importer of Kenyan 

products. This integration will therefore provide a vibrant market environment that 

will absorb an increasing portion of Kenyan Products. In a bid to consolidate the 
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AfCFTA market, the Agency is focusing on key markets in Africa as an entry to 

different trade blocs. These include ECOWAS (Nigeria, Senegal, Ivory Coast and 

Ghana), Arab Maghreb Union (Algeria and Morocco), SADC (Angola, Namibia and 

Mozambique), Central Africa (DRC, Gabon, Congo Brazzaville and Central African 

Republic), Community of Sahel Saharan States (Mali, Burkina Faso, Mauritania 

and Niger) and IGAD (Somalia). 

vii. The rest of the European Continental market is a potential market for Kenyan 

export of goods and services. New demand is likely to come from the former 

economies in Eastern Europe, Eurasia and Russia that were once constrained by 

ideological considerations. 

viii. China and India are emerging as Kenya’s leading trade partners especially as lead 

import sources resulting in widening trade deficits. Populations and market sizes 

of the two markets have the potentials of igniting strong Kenyan export flows in the 

medium term. 

The Kenya’s economic performance recorded a GDP growth of 6.3 per cent in 2018, 

which was enabled by the performance of various sectors including agriculture, 

manufacturing, and transport. The contribution of Kenya’s trade to GDP was 7.5 per cent 

in 2018. In 2019, Kenya’s real GDP expanded by 5.4 per cent. According to Economic 

Survey 2020, this growth was spread across all sectors of the economy but was more 

pronounced in service-oriented sectors. Trade contributed to 7.6 per cent to GDP. In order 

to effectively contribute to the long-term growth targets in the Gross Domestic Product at 

the rate above 10 per cent projected within the Kenya Vision 2030, the growth in exports 

should stabilize and perform at a level above growth in the GDP.  

In her quest to grow Kenya’s economy through exports and branding, the government 

implemented the parastatals’ reforms agenda, which saw the merger of Brand Kenya 

Board and the Export Promotion Council to form the Kenya Export Promotion and 

Branding Agency under the State Corporations Act Cap 446 through Legal Notice No.110 

of 9th August 2019. The Agency’s mandate is to implement export promotion, nation 

branding initiatives and policies to promote Kenya’s export of goods and services. 

 

1.2 Functions of the Kenya Export Promotion and Branding Agency 

The functions of the Agency are: 

a) To advocate, coordinate, harmonize and implement export promotion and Nation 

branding initiatives and policies to promote Kenyan goods and services in export 

markets; 

b) To collect, collate, disseminate and serve as a repository of trade and Kenya brand 

information; 
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c) To provide nation branding guidelines for stakeholders’ initiatives including Kenya 

missions abroad; 

d) To advocate, promote and facilitate the development and diversification of Kenya’s 

export trade; 

e) To promote and brand Kenyan exports through knowledge-based support and 

information to exporters and producers including export procedures and 

documentation, market entry requirements, and marketing techniques; 

f) To encourage and monitor the observance of international standards and 

specifications by exporters; 

g) To provide cooperation to the export inspection agencies on quality control and 

reshipment inspection of export products to ensure observance of international 

standards and specifications; 

h) To promote and brand Kenya as a supplier of high-quality goods and services; 

i) To ensure the harmonized application of the national mark of identity for Kenyan 

goods and services; 

j) To formulate and implement strategies for improved balance of trade, foreign 

exchange earnings and retention; 

k) To offer advice to Kenyan exporters including in technology upgrading, quality and 

design improvement, standards and product development, and innovation; 

l) To provide export assistance services, such as distribution of trade-related 

information to exporters, foreign country market research, and counselling to 

exporters; 

m) To co-ordinate Kenya’s participation in trade promotion events including trade fairs 

and buyer-seller meets; 

n) To provide market intelligence through research, analysis and monitoring of trends 

and opportunities in international markets that Kenyan exporters can take 

advantage of to increase or diversify exports; 

o) To provide Kenyans with positive information about Kenya in order to promote 

national unity, patriotism and national pride;  

p) To establish an integrated approach within Government and private sector towards 

international marketing and branding of Kenya; 

q) To build national support for the nation brand with other Government Agencies, 

non-governmental organizations and the private sector; 

r) To provide customized advisory services; and 

s) To do any other thing necessary or expedient for the discharge of its functions 

under this order. 
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1.3 Policy Environment 

1. Constitution of Kenya 2010: The Constitution of Kenya 2010 is the supreme law 

of the Republic of Kenya which establishes the structure of the Kenya Government 

and defines the relationship between the Government and the citizens. Chapter 

four of the Constitution highlights the Bill of Rights which is regarded as one of the 

most progressive provisions of the Kenya constitution. In addition, article 232 (d) 

provides for public participation in the process of policy making. The constitution 

establishes a two-tier level of Government, National Government and 47 County 

Governments. The Fourth Schedule of the Constitution stipulates the distribution 

of functions between the National Government and the County Governments. 

Apart from policy and oversight in most of the functions, the National Government 

is vested with the responsibility of capacity building and technical assistance to the 

counties. In compliance with the aforementioned provisions, the Agency will 

continue to support initiatives aimed at capacity building government institutions 

on positioning Kenya’s goods and services in international markets. 

 

2. Kenya Vision 2030: Kenya’s long-term development agenda is currently guided 

by the Kenya Vision 2030. The Vision aims at transforming Kenya into a newly 

industrialized, middle income Country, providing a high quality of life to all citizens 

in a clean and secure environment. The Kenya Vision 2030 is anchored on three 

Pillars, namely, Economic, Social and Political pillars that are supported by the 

foundations (enablers), which include:  

i. Infrastructure (roads, rail network, seaports, airports and pipelines);  

ii. Information and Communication Technology (ICT);  

iii. Science, Technology and Innovation (ST and I);  

iv. Land Reforms;  

v. Human Resource Development, Labor and Employment;  

vi. Security;  

vii. Public Sector Reforms;  

viii. National Values and Ethics; and  

ix. Ending Drought Emergencies (EDE).  

 

    The Agency’s function of export promotion and nation branding is therefore a key 

ingredient of the Economic Pillar of the Kenya Vision 2030. 

 

Specifically, the Vision calls for increase in the share of manufacturing and industry 

in GDP as well as share of manufactured exports against the Kenya’s total exports; 

value addition for exports; addressing high current account imbalance through 

export led growth; building capacity for value addition; and assisting enterprises to 

design and develop new products through the various product development 
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stages. Kenya has achieved a lower middle-income status at Gross National 

Income (GNI) per Capita of $ 1,245. However, moving beyond this and to achieve 

a higher middle-income status of $4,036; Kenya seeks to grow her economy by at 

least 10 per cent per annum to the year 2030. 

 

3. Medium Term Plan III (2008 – 2022) and Big Four Agenda: The Vision 2030 is 

being implemented through a series of successive five-year medium-term plans. 

The current Third Medium Term Plan 2018 – 2022 builds on the achievements of 

the first and second MTPs and prioritizes implementation of the “Big Four” 

initiatives. The initiatives are: increasing the manufacturing share of GDP from 9.2 

per cent to 15 per cent and agro-processing to at least 50 per cent of total 

agricultural output by 2022; providing affordable housing by building 500,000 

affordable houses across the country; enhancing Food and Nutrition Security 

(FNS) through construction of large-scale multi-purpose and smaller dams for 

irrigation projects, construction of food storage facilities and implementation of high 

impact nutritional interventions and other Food and Nutrition Security initiatives; 

and, achieving 100 per cent Universal Health Coverage. Additionally, the Plan 

targets to improve Kenya’s ranking in the Ease of Doing Business Indicator from 

position 80 to at least 45 out of 189. 

 

4. National Trade Policy: This policy is aimed at addressing main constraints and 

challenges to international trade, which include; limited capacity for diversification 

and low value addition in production; increased use of non-tariff barriers in export 

markets; lack of competitiveness due to inefficient trade facilitation infrastructure; 

limited availability of affordable trade finance; limited negotiation capacity and 

uncoordinated negotiation processes; and preference erosion, among others. 

 

5. The Integrated National Export Development and Promotion Strategy 

(INEDPS): This Strategy aims at catalyzing implementation of the national goals 

by facilitating and coordinating activities in the eight prioritized productive sectors 

in the economy that feeds into the national export system; Agriculture, Livestock, 

Fisheries, Manufacturing, Services, Handicrafts and Artisanal products, emerging 

sectors (mining, petroleum) and Cross Cutting Issues. 

 

6. The Kenya’s Industrial Transformation Programme (KITP): This programme 

has taken note of the fact that, over the past ten years, Kenya’s manufacturing 

base has remained static at 11 per cent of the country’s GDP, and its industrial 

exports have decreased in absolute terms. Hence, increasing this base is critical 

to job creation and economic growth as well as domestic and foreign investment. 

The programme has identified opportunities that will double the amount of current 
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formal manufacturing sector jobs and production. The priority focal areas are Tea;' 

Horticulture; Coffee; Processed High –Value Crops; Meat, Dairy and Industrial 

Crops; Textile and Apparel and Leather. 

  

7. Kenya’s Foreign Policy: The Government commits to realign Kenya’s Foreign 

Policy with the Nation’s international trade objectives including export promotion 

and negotiation, bilateral and multilateral partnerships to increase market share in 

traditional export destinations, penetration of new markets in emerging economies 

as well as enhancing the role of private sector in regional integration initiatives. 

 

  The Government, through various Agencies, promotes export of Kenyan goods 

and services in new, emerging and established markets. In addition, the 

Government seeks to reduce trade and investment barriers and distortions by 

initiating, negotiating, concluding, and implementing beneficial trade agreements 

at bilateral, regional and multilateral levels. Such arrangements include EPAs, 

COMESA Negotiations, Intergovernmental Authority on Development (IGAD), 

GATS, COMESA-EAC-SADC, FTA, Africa-CFTA, EAC-US Trade and Investment 

Agreement, World Trade Organization (WTO) Negotiations, and Bilateral 

Negotiations. Further, the Government is committed to developing a national 

negotiation strategy and build capacity for trade negotiators to secure quality 

commitments from our trading partners to open their markets to Kenyan goods and 

services. 

 

8. The Africa Continental Free Trade Area strategy:  The East African Community 

has developed the EAC-AfCFTA implementation strategy that provides a 

framework for exploitation of the opportunities in the AfCFTA by the East African 

Community member states. Kenya, being a member of the EAC has further 

unbundled and cascaded this strategy to develop the Kenya National AfCFTA 

strategy that outlines opportunities and suggest framework for exploitation of these 

opportunities by the Kenya’s public and private sector. This strategy provides a 

holistic and multi-sectoral approach to the 1.2 billion African market by the Kenya 

exporters.  

 

The EAC Regional Integration Strategy. This strategic plan is also aligned with 

the EAC Development Strategy (2015/16), which advocates for strategic 

interventions, reviewing of export incentives regimes and establishment of 

permanent exhibitions centers; identification of training needs and establishment 

of training programmes; and duty remission and exemptions, among other 

initiatives, within the East African Community. This calls for a robust services 

sector in the region to complement, integrate markets and boost demand for goods 
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manufactured in the region. The strategy takes cognizance of the fact that uneven 

levels of enterprise competitiveness and productivity in some countries may 

dampen policy level appetite for greater regional integration in the short term. 

However, over the medium term, free flow of capital, goods, services, skilled labor 

and technology will benefit all the EAC member States. This is further enshrined 

in the EAC export strategy that provide a framework for further exploitation of trade, 

investment, and Tourism opportunities within the region and across other trading 

blocs.  

 

1.4 Overview of Kenya’s brand and export performance   

Preliminary economic performance in 2020 shows that in the first three quarters of 2020, 

real GDP contracted by an average of 0.4 percent compared to an average growth of 5.3 

percent over the same period in 2019. The year 2020 was characterized by moderate 

build up in inflationary pressures that mainly emanated from increased food prices. 

Consequently, inflation rose from 4.7 per cent in 2018 to 5.2 per cent in 2019.  

 

The economic survey 2020 indicated that Agriculture, Forestry and Fishing sector 

accounted for a sizeable proportion of the slowdown, from 6.0 per cent growth in 2018 to 

3.6 per cent in 2019. The manufacturing sector grew by 3.2 per cent in 2019 compared 

to 4.3 per cent growth in 2018. Despite most sectors recording decelerated growths, the 

economy was supported by accelerated growths in Financial and Insurance (6.6 per cent) 

and Real Estate activities (5.3 per cent). According to the survey, primary income account 

deficit widened by 33.7 per cent to a deficit KSh 196.3 billion in 2019 from a deficit of KSh 

146.8 billion in 2018. Consequently, the current account deficit as a percentage of GDP 

was 5.8 per cent in 2019. 

 

Kenya has experienced fluctuations in her external trade performance over the last fifteen 

years (2006-2020). Her overall trade balance has continued to widen resulting in 

significant increase in trade deficit. The widening trade balance results from high growth 

in imports relative to exports; a situation which calls for concerted and deliberate efforts 

to support growth of exports towards bridging the widening trade gap. In 2020, total 

exports were valued at Kshs 642 billion compared to Kshs 595 billion in in 2019; and 

therefore, total exports increased by Kshs 46 billion (7.8 per cent). On the other hand, 

total imports amounted to Kshs 1.65 trillion in 2020 down by Kshs 156 billion (a decrease 

of 8.7 per cent) from Kshs 1.81 trillion in 2019.  Thus, the balance of trade deficit for 

merchandised trade improved by Kshs 203 billion (16.8 per cent) to record Kshs 1.0 trillion 

in 2020 from Kshs 1.2 trillion in 2019. 

 

 



19 
 

Fig 1: Kenya’s Balance of Trade trends (2006-2020) 

 

 

Source: Kenya National Bureau of Statistics 

In 2020, Kenya’s exports mainly comprised of primary commodities; tea, horticulture, coffee, 

tobacco products and minerals. Other major export products included textile and apparels, 

animal or vegetable oils, iron and steel products, vegetable and fruit preparations, 

pharmaceuticals/medicaments, and articles of plastics. The share contribution by the top ten 

products amounted to about 72 per cent in 2020 up from 70 per cent and 64 per cent in 2019 

and 2018 respectively. 

During the same period, the country’s main imports comprised of high value capital goods 

and goods including petroleum oil products, industrial machinery, crude vegetable oil, raw 

iron or steel, and plastics for industrial use. 
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Fig 2: Share of Kenya’s export product to Kenya’s total exports in 2020 

 

Source: Kenya National Bureau of Statistics 

For the last two decades the structure of Kenya’s export markets remained narrow; as 

demonstrated by high percentage share of Kenya’s exports in few markets. In both 2019 

and 2020, 64 per cent of Kenya’s total exports were destined to only ten countries.  The 

leading twenty-five markets accounted for 86 per cent and 84 per cent of all exports in 

2019 and 2020 respectively. 

The narrow range of destination markets explains the dismal share of the country’s total 

exports in total global merchandise trade that has averaged at 0.03 per cent during the 

last two decades. This scenario demonstrates existence of huge export potential in the 

untapped regional markets of EAC, COMESA, EAC-SADC-COMESA Tripartite FTA, 

Africa continental markets (AfCFTA), The USA under AGOA arrangement, the EU and 

Rest of the World. 

 

Tea
20.3%

Horticulture
19.0%

Petroleum re-
exports

6.8%Apparels & 
Clothing 

accessories
5.6%

Coffee
3.6%

Minerals
3.4%

Vegetable oils & 
fats

3.1%

Iron & steel 
products

2.8%

Tobacco products
2.6%

Vegetables & 
fruits preparations

2.3%

Pharmaceuticals
2.1%

All other products
28.3%



21 
 

Fig 3: Share of Kenya’s export markets to Kenya’s total exports in 2020 

 

Source: Kenya National Bureau of Statistics 

The Kenya brand ranked relatively well overtime as measured on various nation branding 

metrics. In 2019, Future Brand Index ranked Kenya as 63rd in terms of perception 

strength, as 75th among the World Bank’s top countries by GDP (having improved by two 

places from 2014) and as 5th in Africa behind South Africa, Ethiopia, Egypt and Algeria. 

In 2020, Kenya ranked 43rd in terms of perception strength, according to the Future Brand 

Country Index. 

On the other hand, Brand Finance ranked Kenya the 72nd most valuable Nation brands 

with a brand value of $52 Billion in 2018 while the Word Economic Forum’s (WEF) Global 

competitiveness report put Kenya at 95th in 2019 having dropped by two places from 

2018. In the World Happiness Index, Kenya improved three places to rank 121st in 2019. 

   

1.5 Kenya Exports Development and Branding Targets 

Growth of exports have a strong correlation to overall national economic performance. 

This strategic plan has adopted targets that shall push, catalyze and stimulate growth 

while at the same time not too ambitious to lose consideration of the economic 

environment both local and international. 
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In the Integrated National Exports Development and Promotion Strategy (INEDPS), a 

growth target of 25 per cent per annum was adopted with a view to closing the current 

trade deficit. It is imperative that the sectoral planning process also takes cognizance of 

the current international trade dynamics and averages in past performance for both 

products and markets. 

Kenya’s five-year average export performance trend from 2014-2018 declined by 0.2 per 

cent. On the other hand, based on a ten-year average, Kenya’s exports increased by an 

average of 3.65 per cent. On a longer-term scale based on a fifteen-year average derived 

from 2004-2018, exports increased by 6.5 per cent. 

Therefore, the Strategic Plan 2019 - 2023 has adopted relatively ambitious but realistic 

organizational targets based on a long-term average dynamic of 6.5 per cent. This target 

has factored in the predictability of the business environment and related economic 

parameters. The 6.5 per cent annual export growth will be the Agency’s contribution to 

the 25 per cent target increase in exports in the Integrated National Exports Development 

and Promotion Strategy (INEDPS). 

Over the same period, the Kenya Export Promotion and Branding Agency (KEPROBA) 

shall seek to sustain Kenya’s nation brand performance as among the Top 50 Brands 

through various indices such as the Anholt Nation Brands Index, Future Brand Country 

Index, World Economic Forum Indices and many others. 

 

1.6 Rationale for development and review of the strategic plan 

As the Government of Kenya’s main tool for establishing development effectiveness, the 

Strategic Plan aligns national development priorities, expected outcomes and general 

results with budget levels. The Strategic Plan 2019-2023 forms basis for identifying 

deliverables under the Performance Contracting mechanism for the Agency for the next 

two financial years of 2021/22 and 2022/23 and will be used as a basis in the 

development of annual work plans. The annual work plans will then be used in the 

development of individual and Organization balance score card through which annual 

individual Performance Appraisals will be conducted. 

 

The Plan outlines guidelines towards implementation of the Agency’s mandate. This will 

enable the staff to remain focused in ensuring delivery of services that are relevant to the 

attainment of the Agency’s goal. Successful implementation of the Plan will enable 

delivery of increased volume of commercial flows between Kenya and her trade partners, 

including goodwill, trade and investments and eventually foreign exchange.  
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In consideration of the challenges and conditions in the global business environment that 

impact on export performance; strategic directions have taken cognizance of positive and 

negative factors that impact product performance in markets. Through an elaborate 

analysis based on Strength, Weakness, Opportunity and Threats (SWOT) as well as the 

global business environmental analysis, basing on Political, Economic, Social, 

Technological, Environmental (PESTEL) parameters; the Agency shall maximize the 

opportunities and the comparative advantage that it has while at the same time improving 

on its weaknesses to ensure a continual improvement in service delivery. Analysis of the 

stakeholders will enable the Agency to focus on stakeholders that are relevant in 

attainment of the Agency’s mandate. 

The emergence of COVID -19 pandemic, disrupted the global landscape and changed 

the environment of operation. In Kenya, a mixed impact scenario of the pandemic on 

trade was registered. Kenya’s Exports to the European Union in absolute terms and 

market share increased marginally while exports to Africa registered decreased 

performance in absolute terms. Exports to Asia and North America also decreased. 

Furthermore, most programmes for the implementation of the Strategic Plan proved 

infeasible due to change in the environment of operation.  

This necessitated review of the Agency’s Strategic Plan to be able to respond to the 

changing landscape of global trade and especially identify unique opportunities that the 

institution can exploit and be flexible enough to respond in order to meet the defined 

goal and objectives. 

 

1.7 Strategic Plan development and Review process/Methodology 

The Strategic Plan 2019-2023 was developed through a consultative process that 

involved Board of Directors and Management of the Kenya Export Promotion and 

Branding Agency. Input was coordinated at the Directorate level to inform the initial 

content for the Strategic Plan. Technical officers were involved in working groups to 

ensure holistic and inclusive approach to the development of the Plan. Presentations of 

the same were made to the Board of directors and their input was incorporated to improve 

the document. The Strategic was approved subject to review thereafter. 

Process to review the Strategic Plan began in the fourth quarter of the 2020/21 financial 

year. This was necessitated by the need to incorporate feedback from stakeholders that 

were collected in the course of implementation of the Plan. Analysis of the feedback 

enabled pinpointing of the areas identified for review.  

The review was further necessitated by the changing global scenario occasioned by the 

emergence of Covid-19. Most programmes through which the strategic plan would be 

implemented proved infeasible under the current environment caused by Covid-19. There 
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was therefore need for review of the strategies and the programmes to ensure robustness 

and resilience in the implementation of programmes to achieve the Agency’s mandate. 

Major changes made included incorporation of ICT in all agency’s activities and 

programmes and adoption of E-commerce to continue promoting Kenyan products 

electronically amidst and after the pandemic.  

During development of the Strategic Plan, reference was made to the key policy 

documents such as Sustainable Development Goals (SDGs), Vision 2030, the Big 4 

Agenda blueprint, the National Trade Policy and the Integrated National Export 

Development and Promotion Strategy. The review of this Plan allowed incorporation of 

interventions for implementation or promotion of implementation of strategies and Trade 

agreements such as the Kenya-UK Trade and Economic Partnership Agreement (TEPA) 

and the Kenya National AfCFTA strategy that came in during the implementation period 

of the Strategic Plan.  

 

1.8 Organization of the Strategic Plan 

Chapter one of the strategic plan outlines the purpose for which the Agency was formed, 

and the responsibilities endowed on it. The chapter provides the rationale of the 

development of the Strategic Plan as largely to guide operations of the Agency and to 

be a basis for measurement of performance towards delivery on the Agency’s mandate. 

The chapter highlights the methodology that was adopted in the development of the 

Strategic Plan, mainly consultative and participatory. The Agency’s mandate is to 

implement export promotion and nation branding initiatives and policies to promote 

Kenya’s export of goods and services. The chapter analyzes the global, regional and 

national environment of trade that affects Kenya’s export performance and further outline 

the National Development Agenda for Kenya and strategies to the realization of the Big 

Four Development Agenda. 

 

Chapter two presents the situational analysis within which the Agency operates. This 

include the challenges faced and lessons learned that have impact on the operations of 

the Agency. The chapter also focusses on the PESTEL and Strength, Weakness, 

Opportunity, and Threats (SWOT) analyses that looks into the operational environment 

of the Agency. These analyses highlight the environmental opportunities and challenges 

that may respectively catalyze or impede operations of the Agency. The stakeholder 

analysis within the chapter highlights the important stakeholders that the Agency looks 

forward to partner with to ensure successful implementation of this Plan. 

Chapter three introduces the corporate statements including the vision, mission and core 

values. This chapter further focusses on the strategic model, focusing on the strategic 
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objectives and the strategies that the Kenya Export Promotion and Branding Agency is 

pursuing to achieve its mandate of improving the brand and grow Kenya’s exports by 6.5 

per cent annually. The chapter further covers the outcomes and key performance 

indicators against which the Agency shall measure its performance.  

Chapter four gives the strategies to strengthen governance, fiscal management, resource 

mobilization and human resource assessment including an analysis of the current 

organizational structure and financial resource allocations of the Agency. In addition, the 

chapter gives a proposal of the optimum staffing levels, new organization structure and 

financial resources required for the implementation of the plan. The chapter also provides 

a risk management framework against which mitigation measures shall be implemented.  

Chapter five outlines the monitoring, evaluation and reporting framework for the Strategic 

Plan. It also gives a results matrix to guide the implementation and monitoring 

performance. The plan will be a basis for development of annual work plans in next two 

financial year of 2021/22 and 2022/23. 
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2 SITUATIONAL ANALYSIS 

2.1 Introduction 

This chapter presents the situational analysis within which the Agency has been operating 

since the merger between Export Promotion Council and Brand Kenya Board in August 

2019. This include the challenges faced and lessons learnt during implementation of the 

inaugural Strategic Plan. The chapter also focusses on the PESTEL and Strength, 

Weakness, Opportunity, and Threats (SWOT) analyses that looks into the operational 

environment of the Agency. These analyses highlight the environmental opportunities and 

challenges that have/will impede or catalyze operational performance of the Agency. The 

opportunities, strengths, threats, and weaknesses are covered under the Strength, 

Weakness, Opportunity, and Threats (SWOT) analysis. The stakeholder analysis within 

the chapter highlights the important stakeholders that the Agency looks forward to partner 

with to ensure successful implementation of this Plan. 

 

2.2 Progress of implementation of the current Strategic Plan  

The 2019-2023 Strategic plan was approved in June 2020 and has since been 

implemented in the past financial year 2020/2021. The following is a summary of 

achievements made and challenges encountered during the review period. 

2.2.1 Achievements 

1. Develop, diversify and brand Kenya’s export products 

During the period under review, the Agency targeted to develop sixty (60) new product 

lines with a view to diversify and widen Kenya’s export basket to increase foreign 

exchange. The Agency developed ten (10) new product lines in the tea sector for direct 

export entry into the markets. This promotes value addition of the Kenyan tea to earn high 

prices in the markets thereby increasing export values. Other product lines are developed 

through the product development and branding programme, ongoing during the period 

under review. 

 

On the other hand, total of one hundred and thirty-one (131) companies adopted the mark 

of identity for use on their products. This culminated to branding of five hundred and thirty 

(530) products with the Made in Kenya Brand Mark to show originality of such products 

and profile Kenya as a source of high-quality products. This is geared towards influencing 

preference for Kenya’s products thus creating demand. 

 

2. Develop and diversify Kenya’s export markets 

During the period under review, the Agency developed strategies for entry and 

consolidation of Kenya’s exports into India, China, Korea and Japan markets. These 

strategies highlight interventions that the Agency and other stakeholders ought to 
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implement to exploit opportunities in these markets. Implementation of these strategies 

will see harnessing trade, investments and tourism to bridge the trade deficits and 

enhance foreign direct investments.  

 

The Agency leveraged on technology to facilitate Kenya’s horticultural exporters to 

virtually exhibit at the Macfrut Digital Trade Fair 2020 in Italy. Ten exporters were 

facilitated to exhibit at the virtual fair in which sales leads worth USD 2,178,000 

(equivalent to Kshs 235,224,000) were generated.  

 

The Agency further developed E-portal, which upon completion will provide a platform for 

showcasing Kenya’s export products and conduction of business engagements between 

the Kenyan exporters and the international buyers.  

 

The Agency procured E-commerce platforms including Alibaba and Tradeling.com to 

enable E-trade by the Kenyan exporters to access a wider market. Following listing of one 

hundred and eighty-three (183) products on Alibaba, enquiries were received from 

international buyers and linkages created between these buyers and the Kenyan 

companies for facilitation. 

 

During the review period, the Agency continued to prepare for Kenya’s participation at the 

EXPO Dubai 2020, to be held from 1st October 2021 – 31st March 2022. The Agency 

developed and provided brand and promotion content for Kenya to the Expo Organizers. 

These contents will be used in branding the Kenya pavilion at the Expo 2020 Dubai. The 

Agency recruited Kenyan companies to exhibit under the world market initiative of the 

Expo and pursued alternative exhibition spaces for exhibition by the Kenya’s private 

sector. Culmination of the Kenya’s participation at the Expo is the Kenya week during 

which the Country will celebrate her National Day of honour, celebrate Valentine’s Day 

and conduct flower activations, undertake the regional economic blocs day to showcase 

opportunities in the Counties of Kenya, conduct the Kenya-GCC trade, investment and 

Tourism forum and cultural night. Booking of venues was done for Kenya’s activities 

including the Kenya Flower business forum, Business briefing meeting during the Kenya 

National Day and Kenya cultural night. Awareness on Kenya’s participation was created 

to the Expo community for initiation of engagements on various opportunities prior to the 

Expo and to the stakeholders in Kenya for a multi-sectoral approach in participating at the 

Expo and exploitation of the opportunities.  
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3. To manage image and reputation of the Kenya Brand 

During the review period, the agency targeted to position Kenya to be among the top 50 

global brands by developing and implementing initiatives that seek to enable Kenya to 

attain this rank. According to Future Brand Country Index, Kenya ranked as 46th brand in 

2020 from 63rd in 2019 out of the possible 75 Countries. In coming up with the rank, the 

Future Country Brand Index considers a number of factors including Tourism, heritage 

and culture, quality of life, business potential, value systems and the “made in”. The 

attained rank therefore profiles Kenya as Kenya as the preferred tourism and investment 

destination and a trade partner. 

 

The agency developed the Integrated Marketing Communication Strategy for Nation 

Brand and export growth. This strategy provides a holistic approach for promoting Kenya 

as brand and a product alongside her export products. 

 

 

4. To strengthen Institutional capacity for KEPROBA to deliver on its mandate 

During the period under review, the Agency undertook initiatives geared towards 

empowering and enhancing capacity for effective and efficient delivery on its mandate. 

The Agency received approvals for its Human Resource instruments from SCAC. 

 

The Agency installed E-board system that supports online conferencing and other E-

engagements. During the same period, the Agency initiated development of ERP system 

whose implementation will further enhance efficiency in the operations and delivery of the 

Agency’s mandate. 

 

During the period, the Agency trained twenty-five (25) risk champions and departmental 

risk registers were developed. Risk management policy was developed and approved by 

the Board for implementation. Implementation of this policy will safeguard the Agency 

against reputational risk. 

 

2.2.2 Challenges and lessons learnt during the implementation of the strategic 

plans 

Some of the key challenges and lessons learnt during the review period include:  

 

1. Covid-19 pandemic: Restrictive measures put in place to control spread of the 

pandemic disrupted implementation of the Strategic Plan. This included lockdowns 

and restrictions on social gatherings.  

 

Moreover, this led to cancellation of various planned trade promotion events including 

Dar-es-Salaam International Trade Fair (DITF), 3rd China International import 
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Exposition Shanghai China, Global Specialty Coffee Expo in USA and Intra Africa 

Trade Forum – IATF in Rwanda and Burundi. To avert this, the Agency is considering 

adopting technology including use of E-portal and E-commerce platforms to reinforce 

the implementation trade promotion initiatives. 

 

On the other hand, Staff especially the vulnerable were encouraged to work from 

home adding to the delays in implementation of the Agency’s initiatives and 

jeopardized implementation of programmes that could only effectively be implemented 

physically. 

 

2. Multi-sectoral framework approach: Branding was a new concept that required multi-

sectoral framework approach and participation of multiple stakeholders was the key 

challenge.  Partnerships and collaborations with member driven organizations are 

important in the effective implementation of the Agency’s mandate.  

 

3. Understaffing: The Agency has inadequate number of staff to deliver on its huge 

mandate. This is attributable to the freeze in employment by the government. 

   

4. Delayed approval of the strategic plan, work plan and budget consequently delayed 

implementation of the programmes. 

  

5. Unplanned activities that were introduced during implementation of the strategic plan 

and which have limited ownership by the Agency consumed a big chunk of resources 

including staff time in undertaking this assignment thus derailing the Agency from 

undertaking the planned activities. 

 

6. Governance at the Ministry: Limited support by the ministry in promoting interests of 

the Agency in operationalization of the Agency’s mandate. This is further attributable 

to limited continuity of business processes. It is recommended that the PS make 

efforts to periodically attend full board meetings for appraisal on discussions at the 

committee level meetings of the Board. 

 

7. Culture change by the staff at the Agency. Following the merger of the then Export 

Promotion Council and Brand Kenya Board, staff of diverse culture were brought 

together. These staff have since not completely bonded hence not properly aligned. 

This has affected synergy and unidirectional effort in the implementation of the 

strategic plan.  

 

8. Limited understanding on the Agency’s mandate both internally and 

externally. Stakeholders are still understanding the Agency and periodically struggling 



30 
 

to dissociate it from the previous institutions. Similarly, Staff tend to be comfortable in 

continue doing what they have been doing in their previous institutions with less focus 

on the current change of approach informed by change in mandate, mainly widening 

of the mandate. It is proposed that the board of directors are inducted on the 

core mandate of the organization and continuously engage all staff in discussions of 

strategic directions of the Agency. This includes involvement by all staff in the 

development and review of key strategic direction document like the Strategic Plan. 

 

9. Business Continuity at the Agency. The Agency has seen staff leaving service mainly 

through retiring and some through resignation and death. This has affected continuity 

in implementation of programmes in which the separated person was responsible and 

good at. Implementation of such programmes experience delay when another officer 

comes in and start learning before implementation picks up. The Agency looks forward 

to develop and implement business continuity policy to ensure on job coaching and 

mentorship of junior staff by the Export Promotion and Branding veterans. 

 

 

2.3 PESTEL Analysis 

The Strategic Plan takes cognizance of the Political, Economic, Social, Technological, 

Environmental and Legal issues that are critical to the development and advancement of 

the export promotion and branding efforts of KEPROBA. These will in the long run guide 

the Agency in focusing on interventions aimed at growing exports and enhancing the 

Nation image and perception. 

The key PESTEL issues and their strategic implications are highlighted in table 1 below. 

Table 1: PESTEL Analysis 

No. Category Issue Strategic Implications 

1.  

 

Political Political good will The Agency enjoys good will from the parent Ministry 

and the Executive. As a result, it is likely to carry out 

its mandate more effectively. 

Fight against 

corruption 

The current legal frameworks necessary to fight 

corruption and having a president that is 

demonstrating the political will to fight the vice is a 

positive indicator the things are changing, and the 

country’s is heading the right direction. This is likely 

to support the Country brand. However, the 

prevalence of corruption not only affects Kenya’s 

brand but also leads to misuse of the scarce 

Government resources. 

Devolution The introduction of the devolved system of 

government and devolution of key functions supports 
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No. Category Issue Strategic Implications 

the Agency in diversification of products. It may 

however strain the Agency resources and 

consequently negatively affect the implementation of 

the strategic plan. The Agency seek to establish a 

framework of collaborations with the Counties and 

regional economic blocs to effectively promote the 

export and branding agenda. 

Changes in global 

political arena 

Changes in political policies globally such as 

BREXIT, are likely to support or impede the Agency’s 

delivery of its mandate. 

Changes in the 

local political 

environment 

The political environment remains uncertain as the 

Country approaches the 2022 general elections. 

2.  Economic Kenya’s long-

term economic 

development 

policies - The 

Kenya Vision 

2030, Big Four 

Agenda and the 

Trade Policy  

The Agency’s mandate is vividly captured in the 

Kenya Vision 2030. The Vision’s MTPs gives the 

Agency direction on how to promote Kenya’s goods 

and services regionally and internationally. 

The manufacturing pillar of the Big Four Agenda 

prioritizes the increase in the manufacturing share of 

GDP from 9.2 per cent to 15 per cent and agro-

processing to at least 50 per cent of total agricultural 

output, this will lead to increase of manufactured and 

agricultural exports. 

Revenue 

constraints  

Emerging new government priorities and 

emergencies e.g Covid-19 have led to reduced 

budgetary allocations which affect planned Agency 

activities. 

Regional and 

global 

environment and 

Economic 

Cooperation 

Regional and global integrations and environmental 

issues such as BREXIT, AfCFTA, TFTA, FTAs (UK, 

USA) and AGOA will impact positively or negatively 

to the country. There is need to guard against any 

negative regional impacts. 

Low Market 

prices for 

Agricultural 

products. 

The market prices for Agricultural products, which 

form the highest percentage of export products is 

low. This has led to the exporters diversifying into 

other investments that have higher returns like real 

estate. The Agency should therefore advocate for 

better prices e.g guaranteed minimum price for the 

export products. 

The Impact of 

COVID19 in the 

world economy 

In developing any programs going forward, there is 

need to consider the implications of the effect of 

pandemics e.g. COVID 19. 

 

It has forced countries to develop policies aimed at 

protecting their economies and sustaining 
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No. Category Issue Strategic Implications 

employment e.g. producing for local consumption 

which affects our export strategies. 

Globalization The nation is part of a global village made possible 

by the globalization of business and the enhanced 

use of Information and Communications 

Technologies (ICTs). The economy is therefore 

highly susceptible to changing international business 

trends and competition. 

3.  Social  Service Delivery The Agency will observe responsive, prompt, 

effective, impartial and equitable provision of 

services.  

Awareness 

creation 

There will be increased demand for the Agency’s 

services resulting from increased awareness. 

Youth and 

Unemployment 

Unemployment is a major challenge that affects 

youth across Kenya with limited employment 

opportunities. This is a major threat that requires 

major considerations and interventions.  

Sustainable 

Development 

Goals (SGD’s) 

These Global Goals, were adopted by all United 

Nations Member States in 2015 as a universal call to 

action to end poverty, protect the planet and ensure 

that all people enjoy peace and prosperity by 2030. 

Gender and 

people living with 

disability 

mainstreaming  

Special attention has been given by government in 

addressing the disparities in the economy for women 

and people living with disabilities. It is therefore 

important that their needs, interests and perspectives 

are taken on board in the development of this Plan. 

4.  Technological Automation With rapid technological change, the Agency must 

automate its operations. Use of interactive 

technology will contribute to cutting costs and faster 

decision making that will enhance good governance. 

 

The advent of Covid-19 has forced agencies and 

companies to adopt the use of technology in their 

operations. 

Visibility and 

Interaction  

Use of digital platforms will enhance real-time 

dissemination of information and interaction  

Information safety 

and security 

Through its strategy on data management, the 

Agency endeavors to protect information to ensure 

minimal loss of records and data. 

ICT Infrastructure The dynamism of the export and branding 

environment requires innovation around ICT 

infrastructure, such as virtual exhibitions, listing of 

products in e-commerce sites and other digital 

platforms to enhance a wider reach at times when 

physical contact is restricted. 
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No. Category Issue Strategic Implications 

5.  Environmental National 

Environment 

Management 

Policies 

 

 

Changes in global environment due to human activity 

has led to development of protocols and enactment 

of laws that will affect the production and packaging 

of exportable goods. This calls for creation of 

awareness amongst exporters on the banned 

chemicals for horticultural products and friendly 

packaging materials. 

Climate change 

and Global 

Warming 

Climate change is adversely affecting Kenya through 

increased temperatures, unpredictable rainfall, and 

drought thus resulting to uncertainty poor returns on 

investment. 

6.  Legal and regulatory 

environment 

Anchoring of the 

Agency through 

an act of 

parliament 

The Agency is established through a Legal Notice. 

There is need for proper anchoring of the Agency in 

an ACT of Parliament. 

 

This could be affected by the impending merger with 

other promotion agencies.  

 

2.4 Strength, Weakness, Opportunity, and Threats SWOT Analysis 

The Strategic Plan takes cognizance of the Strengths, Weaknesses, Opportunities and 

Threats that are critical to the development and advancement of the export promotion 

and branding efforts of the Agency. These will in the long run guide the Agency in focusing 

on actual interventions to grow exports in the prevailing environment. 

Table 2: Strength, Weakness, Opportunity, and Threats (SWOT) Analysis 

INTERNAL FACTORS 

STRENGTHS (+) WEAKNESSES (-) 

i. Enhanced Mandate 

ii. Goodwill by the Government 

iii. Availability of ICT tools  

iv. Skilled Personnel 

v. Knowledge on Export Trade and 

Branding 

vi. Representative Board (Private 

and Public sector) 

vii. Presence of Resource 

Mobilization function 

viii. Strong Collaboration with other 

Government bodies 

ix. Supportive work environment 

i. Over dependence on GoK for Funding 

ii. Unsegment client base 

iii. Inability to measure the impact of the Agency’s 

contributions to the export and nation brand 

performance. 

iv. Slow adoption and implementation of research and 

policy recommendations 

v. Inadequate staffing levels 

vi. Poor corporate culture 

vii. Operations being run from two different locations 

viii. Limited communication on the merger process, 

mandate and its implications  

ix. Lack of a reliable exporter’s directory 

x. Limited capabilities on alternative export market 

development activities 
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xi. Limited knowledge on the operations of technical 

departments 

xii. Unreliable internet access 

xiii. Inadequate awareness and apathy on the 

Agency’s research findings by Stakeholders 

  EXTERNAL FACTORS 

OPPORTUNITIES (+) THREATS (-) 

i. Credible and Reliable Partners 

e.g. International Trade Centre, 

Ministries Departments and 

Agencies 

ii. Existing Networks for 

collaboration and implementation 

of the Agency’s programs e.g. 

Agriculture and Food Authority, 

Academia 

iii. Unexploited/Untapped transport 

and logistics infrastructure e.g. 

SGR/airports Potential  

iv. Use of ICT in E-Trade 

v. Political goodwill created from the 

government through development 

programs e.g.  Big 4 Agenda- 

manufacturing pillar that 

promotes value addition. 

vi. Devolution- expanding the supply 

of exportable products through 

county engagements 

vii. Available opportunities for 

partnership in nation branding 

and market development. 

viii. Branding of export products 

ix. Enhance the image and 

reputation of the country brand 

x. Kenya’s Strategic location as an 

economic hub in the region 

xi. Maximizing on Kenya heroes and 

heroines that are globally and 

locally revered.  

xii. Kenya has a relatively well-

developed service sector 

xiii. Increase ICT tools to ensure all 

staff have access  

xiv. Automation of processes 

i. Increased competition from other Countries e.g. 

Regional Markets 

ii. High cost of doing business/harsh business 

environment in Kenya 

iii. Lack of distribution networks in target markets 

iv. Narrow export basket as a result of over reliance 

on few export products 

v. Over reliance on traditional export markets 

vi. Threats from other country brands for Investments 

e.g. Rwanda, South Africa 

vii. Lack of a national branding policy hindering the 

Agency’s efforts to authoritatively implement its 

Nation Branding mandate. 

viii. Shrinking product supply base  

ix. Duplication of export development efforts by 

different agencies and lack of adherence to the 

INEDPS 

x. Presence of pests and diseases in agricultural 

produce 

xi. Government circulars freezing recruitment of 

additional staff. 

xii. Covid-19: This has resulted in reduced purchasing 

power and restriction of movement of goods and 

people. 

xiii. Fluctuation of prices in the international markets 

e.g. flowers, tea 

xiv. Unavailability and inaccessibility of real time trade 

statistics 

xv. Weak legal framework establishing KEPROBA 

xvi. Lack of effective communication among 

government agencies. 

xvii. Looming merger with other promotion 

organizations. 
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2.5 Stakeholder analysis 

In order to execute its mandate of enhancing export trade and nation branding effectively 

and efficiently, the Agency will need to collaborate closely with other stakeholders. In 

analyzing these stakeholders, the agency used the Grunig and Hunt model that classifies 

stakeholders into four categories:  

i. Enabling stakeholders: Institutions that exercise power and autonomy over the 

Agency; 

ii. Functional stakeholders: Non state players who either receive or provide 

services in the export trade value chain; 

iii. Normative stakeholders: State players who are considered as co-partners in 

trade facilitation; and  

iv. Diffused stakeholders: Stakeholders that rarely interact with the organization but 

become involved based on the actions of the organization. 

 

Table 3: Stakeholder Analysis 

Stakeholder Group Stakeholder Roles Expected Outcome 

Enabling 

Stakeholders 

Office of the 

President,  Office of 

the Attorney General, 

Ministry of 

Industrialization, 

Trade and Enterprise 

Development, The 

National Treasury, 

The National 

Assembly, Office of 

the Auditor General, 

Board and State 

Corporations 

Advisory 

Committee (SCAC) 

• Facilitate Resources to 

the Agency, Support 

the Political goodwill, 

Provide Regulations to 

the sectors,  

• Anchoring cross-

cutting economic 

policy intervention to 

enhance export 

performance  

• Push KEPROBA 

agenda with other 

relevant trade 

facilitating institutions 

• To provide policy and 

strategic direction for 

export expansion 

• Facilitate 

commercialization of 

inventions and 

inventions  

• Facilitate the 

implementation of 

Export Enabling 

Monetary Policies 

• Improved export 

performance:  

• Increase in exports 

by 6.5 per cent 

annually  

• To adopt the one feel 

one look in 

Government offices 

Deliver on their 

mandates to the 

citizenry to build into 

the country brand  

Functional 

Stakeholders 

Business community, 

BMO’s, Exporters, 

Staff, Suppliers, 

• Align their branding 

framework to the 

national brand  

 Collaboration with the 

Agency to ensure 

availability of value-
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Buyers e.g KOIMA & 

Auctions, Importers, 

Academia, Local 

TSI’s & TPO’s, ICTA, 

Development 

Partners, Competitors 

(TPO’s, TSI’s), Media, 

Financial Institutions, 

Diaspora,   

• Deliver on the brand 

promise  

• Uptake the   updated 

information regulatory 

requirements in 

undertaking their 

Export  business and 

for various  purposes  

•  Patent their  products, 

technology, and 

innovation in the 

execution of their 

business activities 

• Ensure sustainable 

flow of quality export 

products  

• Undertaking Value 

addition initiatives 

Exporters enhance 

export value though 

export of their products 

• Adhere to export 

requirements and 

regulations  

• Share market 

intelligence to the 

Agency 

• Remit Foreign 

Exchange Earnings 

• Provide credit facilities 

to increase their 

exports  

added export 

products  

 Market Intelligence 

 Interagency 

Collaboration,  

 Skilled work force 

 

  

  

 

Normative 

Stakeholders  

Ministry of foreign 

affairs, Regulators 

(AFA, KEPHIS, 

KEBS, KenInvest, 

KENTRADE, KRA, 

KTB, County 

Governments, KNBS, 

MSEA), Ministry of 

East Africa 

Community, 

Embassies,  

• Support the functions 

of the Agency through 

funding, partnership, 

and collaboration  

• Provide visibility of 

Agency services 

• Technical assistance 

in trade facilitation 

activities 

• Assist in product 

development activities 

and recommend policy 

change 

•  Promotion of new 

exportable products 

• Identification of areas 

of technical and 

budgetary support 

and Prudent 

Utilization of 

Resources 

•  Skilled work force 

• Positive brand 

awareness and 

recognition Strategic 

information 

dissemination 

•  Increased exports 

• Capacity Building, 

Forums for trade 

promotion Advocacy 
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• Establishment and 

implementation of 

Geographical 

Indications (GI) 

• Regulation to ensure 

quality products are 

exported  

• Verification of goods 

and conformity 

for policies on 

favourable business 

environment 

 

Diffused 

stakeholders  

General Public, Other 

Ministries,  

• Support the functions 

of the Agency through 

attending to our 

programmes 

• Provide an 

environment for public 

participation 

• Regulatory and 

Administrative 

framework  

• Setting 

macroeconomic 

environment 

 Alignment of our 
Agencies strategic 
activities with 
relevant partners. 
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3 STRATEGIC MODEL 

3.1 Introduction 

During the Strategic Plan period, the Agency will be governed by its vision that defines 

an overall goal that the Agency desires to achieve in the long run. As a lead National 

Agency on export promotion and branding initiatives, the Agency plays an important role 

in positioning Kenyan Brand globally. Such initiatives form the mission of the Agency for 

the Strategic Planning period. While discharging their services, staff will be expected to 

uphold and live by the values of the Agency which are stipulated as key attributes towards 

ensuring delivery of the Agency’s mandate. This will form a unique character that is 

distinct to the Kenya Export Promotion and Branding Agency. 

This chapter discusses the strategic direction that the Agency will focus on during the 

Strategic Plan period. These are summarized under five Strategic Objectives that gears 

at ensuring diversification of Kenya’s products and markets, branding of the Nation, 

mobilization of resources and building up of capacity for delivery on the Agency’s 

mandate. It is expected that this culminates to the 6.5 per cent annual exports growth and 

positioning Kenya as among the top fifty (50) World Brands.  

 

3.2 Corporate statements  

 

Vision 

“Transform Kenya into a Top Global Brand” 

 

Mission 

“Brand Kenya, Export Kenyan, Build Kenya” 

 

Core Values: 

Collaboration, Customer Centric, Innovation, Energetic, Passionately Kenyan 

 

Tagline 

Inspiring Global Trade 
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3.3 The context of the Strategic Plan 

The Kenya Export Promotion and Branding Agency has undertaken to stabilize export 

performance and through this strategic Plan, shall facilitate trade by internalizing the 

weaknesses that have in the past undermined export performance. 

The levels of intervention shall be in facilitating export of goods and services, nation and 

product branding, identifying and managing the constraints in the  domestic business 

environment, the “pain Areas”, that undermine the export value chain, in order  to enable 

Kenyan exporters  increase their productive capacity and create wealth through export 

trade and international goodwill.  

This Strategic Plan proposes value streams that will support the national export system 

in identification and managing specific challenges that Kenyan producers and exporters 

encounter in their business processes and export trade and in the medium term will 

enable the exports to access global markets on competitive terms. The Plan also seeks 

to address the challenges and opportunities caused by the emergence of COVID-19 

pandemic. Key focus is placed on the use of technology in trade promotion as a game 

changer in trade promotion where physical movement of persons is infeasible. This 

include development of E-portal and use of E-market pages to showcase Kenyan 

products and conduct businesses therein. 

The Agency will pursue value propositions and streams that shall harness national values 

through engagements with international partners in order to maximize returns through 

increased trade and investment. The interventions in the Strategic Plan period shall 

contribute to the attainment of national goals on foreign exchange earnings and 

employment creation in fulfilment of the goal of the Big Four (4) Agenda on supporting 

value Addition and raising the manufacturing sector’s share in the GDP to 15 per cent by 

the year 2022. 

Through the existing and the emerging opportunities in international trade and the global 

business environment it is projected that the contributions of the Agency shall sustain 

annual growth in exports at a level above 6.5 percent during the plan period. 

 

3.4 Market and product selection and client segmentation 

3.4.1 Market selection 

The Agency is cognizant of the need to significantly grow Kenya’s exports under the 

constraints characterized by limited funds to implement export promotion activities. This 

therefore necessitated adoption of criteria of segmenting markets on which Kenya can 

maximally and significantly increase exports by 6.5 per cent towards achieving the 25 per 

cent annual export growth as enshrined in the Integrated National Export Development 

and Promotion Strategy.  
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The criteria used in selecting the priority markets took consideration of the following 

factors: 

i. Performance bases: Kenya’s total export values to the markets were considered.   

Priority was given to markets which were leading export destination for Kenya’s 

export products in the year 2018, to ensure Kenya deepens her markets to 

increase market shares. This ought to ensure retention of the already star 

performing markets for Kenya. 

ii. Demand gap (Untapped potential) for Kenya’s products in the markets: 

Markets that demonstrated high untapped potential (of more than USD 50 million) 

for Kenya’s exports into that market were highly prioritized. 

iii. Population: Markets with high population were prioritized as this also 

commensurate with consumers and directly translates to purchasing and 

consumption of goods and services. 

iv. Gravity model: Both physical and economic distances of the markets were 

considered. Markets in Kenya’s neighborhood (regional markets) were prioritized 

due to trade facilitation factors, ease and low cost of transport of goods and 

services and high acceptability of Kenya’s goods in the neighboring markets. It 

was also considered that Harmonization of the cross-border operations and 

establishments such as one-stop border controls further would facilitate trade 

across borders. 

v. Purchasing Power: Markets with per capita income above USD 50 billion were 

prioritized. This also factored considerations of economic distance that laid 

emphasis on per capita income which normally correlates with the purchasing 

power of the citizens of the possible trade partners.  

vi. Strategic location of the Market in accessing neighboring markets: Markets 

that are believed to be entry points to the third neighboring markets or other 

markets that share trading blocks were prioritized. 

vii. Geopolitical environment: While conflicts between Countries impacted either 

positively, negatively or both to trade, consideration was given to factors that 

normally accounts to international trade risks. Countries that were in conflict 

relations while portending opportunity could also be fraught with risks. Countries 

with minimal tensions/conflicts were given higher priority.  

viii. Presence of Kenya’s Embassy and/or High Commission: Markets in which 

Kenya has an Embassy or High Commission connoted cordial relationships both 

in diplomatic and trade and were therefore highly prioritized on merits of amicably 

addressing  trade issues that affected Kenyan exporters as well as  identification  

and informing  Kenyan exporters of on spot  situations  in the market. 

ix. Past promotional activities and bilateral agreements made in the markets: 

Countries with which Kenya had bilateral trade agreements and had ongoing 

export promotional activities were prioritized based on running and ongoing 
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concerns. Understanding within the agreements portended well for sustainability 

in promoting and growing exports in the markets. 

x. Priority markets in the INEDPS:  while developing this strategic plan, the Agency 

referred to the Integrated National Export Development and Promotion Strategy 

the Agency.  

xi. Balance of Trade Management: It was considered that countries that had 

accumulated surplus in the trade relations could form part of this strategy with a 

view to bridging the bilateral trade deficit. It was considered that through 

negotiations such markets could open and absorb increased Kenyan exports to 

enable attainment of the 25 per cent annual growth in export values by 2022. 

xii. Other factors that were considered in prioritization of markets include special 

interest markets identified and as guided by policy directions from time to time. 

Some of the identified markets include India, Djibouti, Korea and Switzerland. 

Based on the aforementioned criteria, twenty-two (22) markets were identified as the most 

priority during the development of the Strategic. These markets are further categorized 

as; 

i. New markets: These markets included Kazakhstan, Nigeria, Russia, Qatar, 

Poland and Ghana. These markets require market development interventions. 

ii. Emerging Markets: These markets include Rwanda, China, Democratic Republic 

of Congo, Ethiopia, Egypt, Italy, Japan, Germany and Somalia. These markets 

require market deepening interventions. 

iii. Established markets: These markets include Pakistan, Uganda, Tanzania, 

United States of America, United Arab Emirates, Netherlands and United Kingdom. 

These markets require consolidation and diversification interventions. 

Specific strategies for the new, emerging and established markets will be developed to 

inform appropriate interventions to be undertaken to ensure entry, deepening and 

retention of the new, emerging and established markets respectively. 

However, the Agency is not limited to these markets of focus but will also keep vigil on 

the other markets to adequately serve the interest of the Kenyan exporters.   

The following is a summary of the markets that were selected as priority markets for the 

strategic plan 2019-2023: 
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Source: International Trade Center 2019. 

The Agency will also prioritize implementation of the Kenya National AfCFTA strategy and 

exploit the opportunities it therein.  

Kenya’s exports to the prioritized markets amounted to Ksh. 491.6 billion, representing 

76.6 per cent of the Kenya’s total exports in 2020 up from 73.11 per cent. The 6.5 per 

Current 

Exports 

(USD 

Million)

Untapped 

Potential 

(USD 

Million)

1 Pakistan 586.23    111.60        697.83             

2 Uganda 610.81    179.90        790.71             

3 Tanzania 293.70    104.80        398.50             

4 United States of America 467.32    431.60        898.92             

5 Unted Arab Emirates 345.58    92.60           438.18             

6 Netherlands 457.69    409.30        866.99             

7 United Kingdom 396.75    150.60        547.35             

8 Rwanda 176.13    105.60        281.73             

9 China 109.90    53.80           163.70             

10 DRC 149.82    66.70           216.52             

11 Ethiopia 62.60       54.40           117.00             

12 Egypt 198.66    83.70           282.36             

13 Kazakhstan 21.11       71.10           92.21               

14 Italy 39.17       70.60           109.77             

15 Japan 50.07       57.50           107.57             

16 Germany 110.17    107.40        217.57             

17 Somalia 148.80    47.20           196.00             

18 Nigeria 22.03       20.10           42.13               

19 Russia 84.62       134.70        219.32             

20 Qatar 57.90       10.20           68.10               

21 Poland 21.92       35.80           57.72               

22 Ghana 12.42       7.50             19.92               

TOTAL 4,423.40 2,406.70     6,830.10          

Status

Target (USD 

Million) as at 

2023

No. Market
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cent annual growth of exports is set to achieve exports worth Ksh. 643.95 billion by the 

end of the year 2023. Out of this, growth of exports to Ksh 494.3 billion, accounting for 

76.8 per cent is expected to be contributed by the prioritized markets.

3.4.2 Product selection 

 

The inaugural strategic plan was guided by 19 prioritized products that formed the focus 

of implementation of the product development and branding programme.  

 

Product prioritization in this reviewed Plan factored those with prospects both in terms of 

returns and long-term growth while also cognizant of the capacity to meet and satisfy the 

market requirements in the medium term. Kenya’s export products (at level 6) were 

subjected to and evaluated based on this criterion to come up with the 19 priority products 

for the strategic plan period. The products were further prioritized based on their 

relevance in the selected markets. 

 

During the implementation process, it was realized that some of the products identified 

separately e.g. Men’s clothing and Female clothing could effectively be captured under 

one product category i.e. textiles. In effect therefore, the total listed products came to 22 

as listed below: 

 

1. Tea (value added/ packaged black tea, green tea); 

2. Cut flowers including roses, carnations, lilies, and chrysanthemums; 

3. Processed edible nuts (cashew, macadamia, groundnuts); 

4. Coffee (green, decaffeinated, roasted); 

5. Manufactured tobacco and cigarettes;  

6. Meat and meat products (meat and offal of; bovine, goat, sheep, asses/ horse, 

poultry); 

7. Pharmaceuticals/ medicaments [medicaments, surgical, vaccines, reagents, first 

aid kit]; 

8. Textile and apparel – baby, children, women and men clothing (shirts, shorts, 

trousers, jerseys/ pullovers, suits, vests, coats, blazers, dresses, blouses, 

petticoats, briefs, among others); 

9. Fruits (fresh and preserved) – avocado, pineapples, passion fruits, strawberry and 

mangoes, jams, marmalades); 
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10. Fruit and vegetable juices (apple, pineapple, passion, orange, grape, tomato, 

citrus); 

11. Vegetables – fresh, preserved [legumes (beans, peas, kidney beans), onions, 

cauliflower & broccoli, mushroom, sweetcorn, capsicum, carrot, potato & 

eggplant]; 

12. Iron and steel products (flat rolled, bars & rods, wire); 

13. Food preparations [sauces, baking powder, broths, ice cream, yeasts]; 

14. Salt (table salt and denatured salt); 

15. Soap and detergents (in form of bars, granules, powder, paste, liquid); 

16. Leather and leather products (trunks, saddlery, travelling bags, suitcases, 

handbags, cases, belts, wallets, purses);   

17. Motor vehicles 

18. Blue economy (fish and fish products) 

19. Herbs 

20. Spices 

21. Honey 

22. Other products of special interest (Sisal, Pyrethrum, stevia, marine fisheries 

products and khat (miraa)). 

This will therefore be the focus for planning, organizing and implementation of the product 

development activities under the reviewed strategic plan. 

In the year 2020, these products prioritized products cumulatively accounted for more 

than 50 per cent of the Kenya’s total exports.  

 

3.4.3 Selection of services 

Globally, trade in services is becoming a buzzword as economies seek to appropriate 

benefit for economic growth. In this regard, a lot of focus and attention is being given to 

build capacities and to position countries to promote their service sectors.  

According to the WTO, services has become the backbone of the global economy and 

the most dynamic component of international trade. Further, it notes that trade in services 

has been expanding rapidly, at a faster pace than trade in goods since 2011. Services 

currently account for around three quarters of GDP in developed economies, up from 40 
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per cent in 1950, and many developing economies are becoming increasingly services 

based. ` 

Kenya has a relatively well-established services sector accounting for about 60 per cent 

of the economy but has remained relatively inward in terms of the orientation. The 

categories of services in which Kenya is deemed to have export capability based on her 

commitments at the EAC, COMESA and WTO, these are: Business services, Tourism 

Services, Education Services, Health Services, Financial Services, Information 

Communication and Telecommunication Services, Recreational, Cultural and sporting 

services, Transport and logistics services and E-commerce services. 

These same categories have also been prioritized in the Integrated National Export, 

Development and Promotion Strategy (INEDPS). The Africa Continental Free Trade Area 

(AfCFTA) has gone further and identified the following 5 sectors as priority sectors: 

business services (including professional services), communication, financial, 

tourism and transport services 

The Kenya Export Promotion and Branding Agency therefore endeavors to promote 

export of services especially within the emerging opportunities in the African Continental 

Free Trade Area (AfCFTA) under the auspices of the Kenya National AfCFTA Strategy.  

 

3.4.4 Client Segmentation 

To ensure inclusivity and relevance of the Agency’s services across all cadres of its 

clients, the Kenya export Promotion and Branding Agency will categorize its clients for 

export orientation and offer services relevant to each segment. The clients are 

categorized as follows: 

No. Client 
Category 

Description Interventions Resource 
allocation (%) 

Current Ideal 

1.  Potential 
exporters  

These exporters have 
products that meet the 
preliminary export 
requirements and have 
potential for export but they 
have never exported before. 

 Export readiness assessment 

 Market information for their 
products 

 Product development  

 Capacity building on exporting 

70  15  

2.  New 
exporters  

These exporters have 
products meet the basic 
export requirements, have 
capacity to produce more 
products for exports and 
have at least exported once 
in the last two years. 

 Market and brand information 

 Market linkage 

 Mentoring and networking 

 Product adaptation 

 Logistics 

 Financing 

 Capacity building on identified 
gaps 

20  30  
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3.  Existing 
Exporters 

These exporters have 
products that meet export 
requirements and have 
capacity to produce more. 
 
These exporters are well 
established and versatile 
(easily adapting to emerging 
trends).   
 
They are networked both 
locally and internationally.  
 
They belong to some BMO. 
 
These exporters are 
capable of undertaking their 
own market research. 
 
They have an annual 
turnover of Ksh. 30–50 
million and have a number 
of staff between 30 and 50. 

 Market Linkage 

 Financing 

 Addressing market access 
issues 

 Market diversification 

10  40  

4.  Mature 
exporters 

These exporters have local 
processing plants and 
robust structures (both 
production, supply and 
marketing value chain). 
 
These exporters have a 
high-diverse range of 
products.  
 
They have established 
markets and their brands 
command and control the 
value chain. 
 
They can easily influence 
policies and repurpose.  
 
Have presence in 
international markets.  

 B2B engagements 

 Investments 

 Market diversification 

 Personalized engagement 

 Ease of doing business 

 Product competitiveness 

 Advocacy on export duty 
remissions 

0  15  

 

The Agency seeks to collaborate with relevant stakeholders including the existing and 

mature exporters to nurture the potential and new exporters

3.5 Strategic Objectives 

In the Strategic Plan period, the Agency focusses on product diversification to widen the 

Kenya’s export basket to increase foreign exchange. This will go hand in hand with market 

diversification to ensure access of new markets by the Kenyan products while retaining 

the traditional ones. Through this diversification, Kenya’s product presence will be felt 
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widely to increase market share. This will further increase options for exporters and 

safeguard any eventualities of severe market loss should anything happen to Kenya’s key 

traditional markets. The Agency will also focus on branding of the nation and the products 

to communicate originality of these products to position Kenya as preferred source of high 

quality products. To achieve these, the Agency seek to mobilize resources and build 

institutional capacity for efficient and effective delivery of services. 

To maximize on opportunities arising from the global economic environment and to 

appropriate the values from international trade, the Agency is proposing interventions 

through the following strategic objectives. 

1. To develop, diversify and brand Kenya’s export products  

2. To develop and diversify Kenya’s export markets 

3. To manage Image and reputation of the Kenya Brand 

4. To strengthen institutional capacity for KEPROBA to deliver on its mandate 

 

In each of the above strategic objectives, the Agency shall leverage on technology and 

innovation in its service delivery. This will cut across all the functional units and the 

implementing entities are embrace for efficiency in service delivery. 

These strategic objectives will be implemented through a number of strategies as follows: 

 

3.5.1 Strategies for the Strategic Objectives 

a) To develop, diversify and brand Kenya’s Export products 

Under this strategic objective, the Agency will be addressing the following strategic 

issues: 

1. Limited knowledge of the product supply capacities and capabilities in the 

Country.  

While the Agency promotes Kenya’s export products, the Agency does not by itself 

produce export products and so it works collaboratively with the producers, distributors 

and exporters of the products. It has been observed that land under agriculture is 

diminishing since farmers are diverting into other options including real estate that are 

paying well. The Agency plans to undertake diagnostic and supply capacity surveys 

to establish Kenya’s supply capacity for various export product sectors including 

service sector. Through these studies, the Agency shall identify challenges 

experienced by the producers, distributors and exporters along the various value 

chains and advocate with the relevant authorities for their resolution to create a 

conducive environment for trade. The Agency, through a sessional paper in alleviation 
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of constraints in the export system is recommending interventions on safeguarding 

land under production of export products through legislation on regulations of sub-

division of agricultural land to protect, maintain and consolidate land sizes for 

production of export products. 

 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategy: 

i. Undertake diagnostic studies and supply surveys for Kenyan products 

These studies/surveys shall document the status, structure and characteristics 

of the sector including their production capacities, potentials for growth, 

constraints/challenges and propose investment opportunities to enable the 

sector/products thrive.  Findings of these studies shall inform strategic options 

available for the sector. These findings further inform development or review of 

polices to enable growth of the sector. 

 

These studies shall also lead to the development of a comprehensive database 

of enterprises categorized by the client categories as potential, new, existing 

and mature exporters.   

 

2. Market access challenges caused by demand and supply side constraints of the 

Kenya’s export products “Pain Areas”. 

The Kenyan exporters have suffered a myriad challenge both on the demand and 

supply side of the export value chains. This involve regulations that these exporters 

are subjected to such as multiple levies (cess) which render their products 

uncompetitive in their markets. Demand side constraints include delayed payments 

and sometimes lack of payments in the case with business dealings with con. 

Additionally, limited knowledge and non-compliance with export requirements have 

hindered growth of Kenya’s exports. 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategy: 

i. Engage regulators and stakeholders to address supply and demand side 

constraints. 

The Agency shall address the supply and demand side constraints in 

consultation with regulators and stakeholders to make it easy for Kenya’s 

exports to access markets. This shall be done by holding regular sectoral panel 

discussions/forums and collaboration/joint missions with regulators. The 

Agency will adopt a framework of documenting the constraints in the export 

system and address them through various platforms with the relevant 

government in an advocacy for their resolution. This will include development 
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of sessional papers for advocacy through the department for Trade and 

Cooperatives of the National assembly. 

 

3. Poor branding of Kenya’s export products. 

Over the years, the chief Kenya’s export products such as tea and coffee have been 

exported in raw form in bulk. Such move hides the identity of Kenya as the origin of 

such high-quality goods. It is further noted that packaging materials are costly thus 

derailing the effort of packaging. Kenyan companies still lack the skills of branding and 

have to seek costly consultancy services for their branding. This has limited product 

appreciation by the international buyers and has missed out on opportunity to leverage 

on these products for branding the Nation. 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategy: 

i. Branding of Kenya’s export products 

Kenya’s products are regarded to be of high quality in the region but are rarely 

known to be originating from Kenya. In this regard, the Agency commit to 

ensure that Kenya’s export products are branded with the mark of identity. The 

Agency, in support of stakeholders further pursues development of the 

Geographical Indication bill to register and leverage on the product 

geographical Indication to promote Kenyan products. 

 

4. Non-Compliance to international standards by the Kenyan exporters 

The concept of exporting is dynamic, based on product and market of interest. 

Standards and requirements are stringent. As a result, new exporters need to be 

trained in exporting to be mentored into development of new product lines. 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategies: 

i. Advocate for adoption of standards and requirements for Kenya's export 

products to promote compliance. 

Through this strategy, the Agency undertake initiatives geared at ensuring 

Kenyan export products meet international standards and access the markets. 

This will include development of framework of collaboration with Accreditation 

bodies in the Country, Identification of issues that lead to interception of Kenyan 

companies and engage BMOs and the accreditation bodies to formulate 

interventions to address the interception issues. Additionally, the Agency will 

develop and implement a crisis management mechanisms to the reputational 

risk facing Kenya’s export products. 
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ii. Facilitate product development and adaptation to meet market 

requirements. 

In an effort to diversify Kenya’s export products, we commit to facilitate both 

potential and new exporters to develop their products to meet market 

requirements by rolling out a comprehensive product development and 

branding program.  

 

In collaboration with key stakeholders, the Agency shall ensure products meet 

international standards for conformity and ease entry into export markets. 

 

5. Limited access to timely and relevant trade and brand information to enable 

Exporters make sound decisions on matters export trade 

While information is power, one becomes powerless without information. The Kenyan 

producers ought to produce products for their consumers rather than producing 

products then look for consumers. The backward approach, enabled by relevant trade 

information will enable Kenyan exporters easily meet standards of their customers. 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategy: 

i. Provision of trade and brand information 

Through this strategy, the Agency seeks to empower the exporters’ community 

with timely and relevant trade and brand information to enable them make 

sound decisions on matters export trade. The Agency shall also disseminate 

product and market research and any other information relevant to the 

exporters to influence and increase uptake of export opportunities. 

 

6. Limited diversification into promotion of Export of services by the Agency 

Over the years, Kenya has been known to export commodities, mainly agricultural. 

While the concept of the export of services is not new, little or no data is available 

about it. Moreover, Kenya is known for her prowess in offering services for export, but 

this has not been harnessed to reap the benefits therein. 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategy: 

i. Profile and promote trade in Services for Export 

With a relatively well-developed service sector, Kenya is well poised to exploit 

the opportunities in the EAC, COMESA, AfCFTA and GCC. In this regard, the 

Agency commits to establish a credible framework for the identification of 

opportunities and development of Kenya’s service sector for export.  
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b)  To develop and diversify Kenya’s Export markets 

Under this strategic objective, the Agency endeavor to address the following strategic 

issues:  

1. Weak capabilities of market development and promotion.  

It has been observed that some market development and promotion approaches are 

becoming increasingly outdated owing to the dynamic nature of the export 

environment. Research and other studies done with an aim of collecting intelligence 

in various markets on various products further needs to be updated to accommodate 

the complexities occasioned by the complicated and dynamic export environment. The 

Agency looks forward to build capacity of staff to ensure improvement in capabilities 

for market development and promotion to achieve the desired results. 

 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategy: 

i. Build capacity in research and export market development 

The Agency shall enhance research for export markets to inform interventions 

for market development. This includes enhancing capacity of staff to effectively 

and efficiently undertake research on export market development 

 

2. Lack of information on Kenya’s export markets. 

The Export market standards and requirements are usually high and in some cases, 

dynamic as was witnessed during the emergence of COVID-19 pandemic that 

disrupted the global landscape for business. Measures taken to control spread of such 

pandemic result into new rules and protocols to be complied with by the exporters, 

thus adding the exporting requirements. Additionally, this phenomenon rendered the 

traditional methods of trade promotion infeasible or less useful owing to the 

complexities in the environment of trade. The Agency is re-engineering its export 

promotion and Nation branding programmes to ensue resilience of implementation of 

such programmes to achieve the desired outcomes. Kenya Export Promotion and 

Branding Agency endeavors to undertake products and market research and other 

cross-sectional studies on export and nation branding to continuously guide the 

exporters fraternity on the export requirements for specific products in specific 

markets. This is further achieved through continuous update of export procedures and 

dissemination of the same to the exporters for their information and adoption for 

smooth exporting. 
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Moreover, protectionism approaches adopted by various markets make the 

environment of trade unpredictable due to the non-tariff barriers that are periodically 

introduced by economies in response to some trade issues with trade partner(s) or 

simply motivated by the need of such a country to protect its local trade through 

hindering entry of competitive products from other markets. The Agency is working 

around the clock to ensure compilation and advocacy for resolution of these trade 

barriers to create an environment in which Kenyan export business can thrive. 

It is also observed that most Kenya’s export products are agricultural products in their 

raw or semi processed forms. Production of these products is mainly dependent on 

natural rainfall. These products are vulnerable to adverse climatic conditions resulting 

in great fluctuations in the production. The Agency is working hand in hand with other 

stakeholders in the agricultural sector to ensure farmers are fully informed of the 

weather predictions and are advised on other options for diversification that would 

lead to expansion of the Kenya’s export basket. 

The Agency looks forward to establishing an export academy where enterprises will 

be trained on exporting. This will empower the graduates of the programme to 

effectively undertake exporting. 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategy: 

i. Undertake research in prioritized markets 

This entails undertaking market intelligence analysis, monitoring of trends and 

opportunities in the prioritized markets that Kenyan exporters can take 

advantage of to increase or diversify exports in those markets. The market 

survey reports will inform the direction on the interventions to be undertaken in 

that market. 

 

3. Limited Market access by Kenyan export products 

Kenya’s trade partners have been protective of their economies while at the same 

time pursuing Kenya’s economy through their exports. As such, measures including 

tariff and non-tariff barriers are periodically introduced to discourage, reduce and 

consequently hinder Kenya’s exports to these markets leaving the Country with less 

markets for her products. Opening markets for Kenya’s products has proved 

cumbersome. Kenya’s exports products access few markets and regions with the top 

10 export markets destinations accounting for 64% of Kenya’s total exports in the last 

two years. 

Moreover, the Country’s marketing approaches have remained non-responsive to 

emerging  market trends for access and distribution. This has further been worsened 



53 
 

by the COVID- 19 pandemic that has disrupted the global trade scenario. Physical 

trade promotion events were rendered infeasible and movement of persons was 

inhibited as a measure to control spread of the pandemic. Products were expected to 

conform to some new requirements geared towards ensuring safety from the Covid-

19. 

Kenyan entrepreneurs are not aware of opportunities in the export markets and the 

market standards and other requirements in the export markets. To remedy this, the 

Agency shall empower enterprises to participate in Export Trade through 

establishment of an Exporters Academy 

There is therefore need for adoption of approaches that will aid in ensure opening up 

of new markets and further deepening of the existing markets with the Kenyan 

products. In so doing there is need to understand the market dynamics through 

research, development of market entry strategies and leveraging on technology for 

market access. 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategies: 

i. Leverage on technology and innovation for market access, distribution, 

and promotion. 

The Agency will re-engineer its business processes by leveraging on 

technology to conduct trade promotion activities through partnering with e-

commerce sites, organizing virtual exhibitions, webinars and establishing and 

using an e-portal.  

ii. Empower enterprises to participate in Export Trade through 

establishment of an Exporters Academy: The Agency will increase 

participation of Enterprises in the Export market by establishing an exporters 

academy where the enterprises will be trained on market entry requirements, 

branding of products, market opportunities amongst other issues on the export 

agenda. 

iii. Develop and implement market specific strategies. 

To attain market leadership, the Agency will deepen engagements with buyers 

in the market by developing marketing strategies that seek to engage the 

distributors, importers and wholesalers at every stage of the buyer journey. This 

will be done through buyer segmentation studies and developing clear buyer 

personas to inform the channels of engagement with buyers in the market.  

4. Disjointed export Logistics. This refers to the infrastructural framework to support 

delivery of export products (both goods and services) from source to the market(s) of 

interest. It is observed that the Kenyan production and export system are still relatively 



54 
 

disjointed. The production units, including factories and farms are spread across the 

Country’s forty-seven (47) Counties that are distantly apart, thus hindering the linkage 

of the chain from production to distribution. This contrasts the global networks’ cluster-

based export models requiring large volumes of homogenous products.  

 

The sizes of Kenyan firms in the counties are disparate in operations and in most 

cases do not have means to produce and standardize products and are further unable 

to undertake pre-export bulking with like producers. These disparate efforts do not 

generate economies of scale and therefore has led to lost export opportunities, 

wastage and post-harvest losses (in the case of fresh produce).  

To ensure timeliness, product quality and integrity of product from source to the 

market to enhance competitiveness of Kenyan export products, the cargo 

consolidation centers become inevitable. These centers will provide platforms for 

export manipulation; packaging, bundling of multiple suppliers’ products and; 

aggregation of similar product groups from different producers into homogenous bulks 

for large shipment and for distribution from unit warehouse to end location. 

These centers will enable rationalization of costs that are incurred by individual 

producers and exporters by bulking and instead of individual companies paying 

substantial shipping costs for small volumes and dealing with disparate road transport 

and shipping modes; the Cargo Consolidation Centers bulks items from multiple 

shippers into shared space, enabling homogenous products for possibility of shared 

transport shipping facilities. 

Moreover, the global economic environment is however increasingly competitive for 

exporting enterprises and economies alike. Markets have become particular with 

consumer choices and preferences offered to meet their specific niches. 

In competitive market environments, it is possible to deepen market penetration and 

expansion through direct in- market engagements and strengthening distribution 

systems. It has been demonstrated from the experiences of some of Kenya’s 

competitors including developing Countries that have experienced problems with 

supply chain management in overseas markets, the efficacy of established overseas 

distribution infrastructure; warehouses and Trading Houses as effective strategy to 

penetrate the highly competitive markets. It is in the forgoing context that the Agency 

advocates for establishment of overseas distribution system and networks to enhance 

market penetration. 

The Agency will consider establishing partnerships with the Equity bank for the 

establishment of the warehouses in Democratic Republic of Congo. 



55 
 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategy: 

i. Partner with other agencies for establishment of distribution systems 

regionally and internationally. 

The Agency will partner with other agencies to establish distribution 

infrastructure in selected markets for the promotion and sustainability of 

Kenya’s export products. 

5. Limited uptake of opportunities in the AfCFTA market 

Since its inauguration on 1st January 2021 following ratification by at least forty four 

(44) member states, uptake of opportunities in the African Continental Free Trade 

Area (AfCFTA) has still been very insignificant. This could be attributable to lack of 

information and awareness of the opportunities therein. There is therefore need for 

development of strategies seeking to amplify uptake of these opportunities by the 

Kenyan exporters. 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategy: 

i. Explore and exploit opportunities in the African Continental Free Trade 

Area (AfCFTA). 

The African Continental Free Trade Area came into force on 1st January 2021 

following meeting of threshold of number of Countries that ratified it. To 

maximally benefit from this trade arrangement, the Country developed the 

Kenya National AfCFTA strategy that highlights the opportunities therein and 

provide a framework for exploitation by the Kenya’s public and private sector. 

As a National Agency for export promotion, Kenya Export Promotion and 

Branding Agency is bestowed with the responsibility of implementing 

recommendations in the strategy that seek to promote and grow Kenya’s 

exports to the region.  

 

6. Restrictive external policy environment that minimizes market access 

Kenya’s exports have remained concentrated in a few markets and regions and with 

increasing competition, Kenya’s market share has been dwindling. Markets have been 

adopting protectionist approaches of their economies to safeguard against entry of 

foreign products. These trends have largely been observed in the regional markets 

including East African Community in which Kenya was a giant. Trade barriers between 

Kenya and her trade partners such as the republic of Tanzania have been on the rise 

hindering trade. This has led to decrease in exports. 
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Furthermore, scenarios such as the BREXIT would render Kenya ineligible to 

enjoyment of the duty-free quota free in exporting to the United Kingdom. Such 

scenarios necessitated immediate action of undertaking bilateral agreements to 

ensure perpetuation in exporting to United Kingdom on the favorable terms even after 

the BREXIT. 

 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategy: 

i. Support negotiations for market access and removal of trade barriers. 

The Agency will seek to reduce trade barriers by development of position 

papers to support negotiation and implementation of policy initiatives geared 

towards creation of conducive business environment.  

 

 

c) To manage Image and reputation of the Kenya Brand. 

Through this Strategic objective, the Agency endeavors to addresses the following 

strategic issues: 

1.  Negative image and perception about Kenya's products 

The world consumes Kenya’ high quality products with little or no knowledge that the 

products originated from Kenya. Kenyan high-quality products such as tea and coffee 

are often imported for blending of other products for value addition before exporting 

as their products. As such, Kenya has denied her off her reputation as a source of 

high-quality products. Over the period, Kenya has not adequately leveraged on these 

products to position the country brand. 

 

Kenya has good standing among community of nations and is internationally 

renowned for her sporting prowess, her people, tourism, ease of doing business, 

among others. However, efforts to translate this good international positioning into 

tangible resources for national development have been modest. 

Despite Kenyan products being of high quality, they are perceived to be of low quality 

in the markets and are compliant with requisite standards.There is a great need to 

brand and to create a quality assured promise to our export and local market to 

enhance appreciation of Kenya’s goods and services and promote Kenya as a source 

of high-quality products.   

 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategy: 
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i. To position Kenya as a “Made in” Country 

“Made in” is one of the attributes used in measuring the strength of a nation 

brand that looks at whether the country has quality products and whether 

consumers would prefer buying products made in a particular country. Kenya 

is endowed with numerous high-quality products that have the potential to 

contribute to the image and reputation of the country.  During the Plan period, 

the Agency shall focus on positioning the products to improve the Nation Brand 

performance through programmes such as conducting perception surveys and 

thereafter develop communication campaigns to improve the image of our 

products. 

 

 

2. Inadequate knowledge about the concept of Nation branding 

The Concept of Nation Branding remain new and has not been adequately 

comprehended. There is no central policy in place that could centrally consolidates 

interventions and efforts for Nation branding.  

3. Competing visual identities by State agencies in promoting Kenya 

Over the years, the look and feel has been random across state departments. It would 

not be easy to identify two or more agencies to the one Government. There is ned for 

adoption a harmonized look and feel across all the MDA’s of the Government. 

4. Negative reporting by the Kenyan media 

The media seems bent on the “if it bleeds it leads” view of reporting which leads to 

less good news reported in any significant manner. Often, the media does not cover 

government programs, in a manner that is true to the facts. Such pessimistic reporting 

by the Countries mainstream media has encouraged similar reporting by international 

media such as CNN thus negatively impacting on the Country’s image globally. 

5. Pessimism by the Kenyan Citizens 

Whereas Kenya’s economic fortunes have risen over the years, the Kenyan public 

remains pessimistic and unappreciative of such fortunes. 

In the Plan period, the Agency endeavors to address these challenges through the 

following strategy:  

i. Aligning stakeholders to the Nation Brand 

Stakeholders play a key role in building and developing the Nation brand. The 

Key challenge facing the country brand is the lack of a strategic brand 

positioning that stakeholders can rally behind. Our resilience as a country is 

also put to test by political leaders, local and international media constantly 

shaping negative perceptions during the election period that ends up affecting 
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the Brand outlook. Therefore, the focus will be to align stakeholders to our 

nation brand through messaging and strategic activities that will in turn build 

our resilience and foster national values, pride and patriotism among our 

citizens.   

 

d) To strengthen institutional capacity for KEPROBA to deliver on its mandate. 

Through this strategic objective, the Agency will address the following strategic issues. 

1. Low visibility of the Agency 

The Agency was formed recently, in a merger of the then Export Promotion Council 

and Brand Kenya Board. As such little is known about it by the Stakeholders. Other 

Stakeholders are still confused about the new entity and continue to refer it with a 

name of any of the constituent agencies forming it. 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategy: 

i. Enhance the corporate image and reputation for KEPROBA 

Through this strategy, the Agency seeks to enhance its visibility through 

development of corporate brand identity, undertaking of Corporate Social 

Responsibility (CSR) activities, development of communications strategy and 

development and implementation of a stakeholder engagement framework to 

ensure alignment of stakeholders with the export promotion and Nation 

branding initiatives. 

2. Business continuity and succession planning challenges caused by retirement 

and resignations. In the recent past, the Agency has recorded cases of exit from 

operation largely through retirement and through other modes of separation including 

resignations and deaths. This separation results in gaps and loss skills that are critical 

in delivery on the Agency’s mandate. In some cases, it takes time and resources to fit 

into the roles and competencies of the separated fellow thus delaying implementation 

and jeopardizing on the quality of service provided. To ensure continuity and continual 

improvement in service delivery, the Agency will implement on job coaching, 

mentorship and hand holding programme that would ensure continuity in business 

processes. Managers will be expected to mentor their supervisees to build on 

knowledge and experiences relevant to enhance their contribution in delivering on the 

Agency’s mandate. This will to some extent cut on the cost of training by utilizing the 

internal resources. 

 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategy: 
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i. Enhance human resource capacity development 

The Agency seeks to enhance human resource capacity development through 

reviewing of the organization and remuneration structures, conducting skilled 

gap analysis, training and recruitment, enhance staff welfare to provide 

conducive working environment and undertake culture change management 

programmes.  Through this strategy, the Agency shall develop and implement 

a succession plan to ensure business continuity.  

As a lead Agency for promotion of exports, the Agency will develop and 

implement internship programme to nurture talents in export and brand 

promotion. 

3. Inadequate funding to effectively execute the Agency’s mandate 

The Kenya Export Promotion and Branding Agency has a reduced budget as such it 

needs witty and innovative but cost saving strategies to meet its national brand 

mandate. 

 

During the Strategic plan period, this strategic issue will be addresses using the 

following strategy: 

i. To leverage strategic partnerships and collaboration for resource 

mobilization  

While the Kenya export Promotion and Branding Agency is tasked with a 

mandate of promoting Kenya’s export products in regional and international 

markets, the Agency does not produce any product for export. As such, 

partnerships and collaborations between the Agency and respective exporters 

are key for support in promoting their products.  

The Kenya Export Promotion and Branding Agency has a reduced budget as 

such it needs witty and innovative but cost saving strategies to meet its national 

brand mandateThere is a growing need for resource mobilization and 

establishment of smart networks to support the Agency’s activities and 

programs.  

 

4. Lack of a Records Management unit/ registry in the organization 

The Agency does not have a records management registry since its inception. As 

such, documents are in custody of the heads of departments and other staff within 

departments. This could jeopardize business continuity and to some cases total loss 

of information.  

During the Strategic plan period, this strategic issue will be addresses using the 

following strategy: 
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i. Establish a Records Management unit/ registry in the organization 

The Agency will establish a records management unit/registry in the 

organization to harmonize and centrally store the Agency’s records. Through 

this unit, the Agency seek to computerize its records management and back up 

vital records. 

 

Other strategies that will be implemented during the strategic plan period to ensure that 

the Agency is strengthened to deliver on its mandate include the following: 

i. Strengthen business process including: Performance management, Risk 

management, Financial Management, ISO 9001:2015, Leveraging on ICT 

and Supply Chain Management 

The Agency will strengthen business processes by developing and 

implementing the performance management system, developing and 

implementing a risk framework and acquisition and sustenance of ISO 

certification. The agency will also ensure prudent financial management, 

enhance internal audit to provide risk-based and objective assurance and 

ensure adoption of ICT in service delivery. 

ii. Ensure legal compliance and good governance. 

The Agency shall ensure compliance with relevant laws and regulations that 

guides operations of the organization. The Agency shall ensure adequate 

representation in all legal matters affecting the Agency. 
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4 COORDINATION AND INSTITUTIONAL FRAMEWORK 

4.1 Introduction  

This Chapter outlines the elements necessary for the successful implementation of 

the Strategic Plan. These include responsibilities for implementation, resource 

mobilization, Risk mitigation and implementation of the Plan. 

4.2 Responsibilities for Implementation 

The Board is responsible for oversight of the performance of the Agency’s 

management in the implementation of this Strategic Plan. Therefore, the Board will 

be appraised regularly on the progress of implementation of the strategic initiatives 

and the achievement of the intended outcomes.  

Management will be responsible for ensuring effective planning, proper allocation of 

resources to strategic initiatives, and appropriate planning to ensure the right 

initiatives are given priority. It will also be responsible for monitoring progress and 

managing performance.  

Both the Board and Management will ensure appropriate organizational structure 

and adequate human resources are in place and can meet the requirements of this 

Strategic Plan.  

Staff at all levels will be responsible for ensuring the systematic achievement of the 

strategic targets as articulated in this plan and as cascaded to their functional units. 

This includes ensuring timely contribution to the implementation of strategic 

initiatives, and the pursuit of performance excellence in their areas of operation. 

4.3 Office of the Chief Executive Officer   

The Chief Executive Officer reports to the Board and is responsible for 

implementation of the policy and programmes. The office is also responsible for the 

day to day administration of the affairs of the Institution and ensures implementation 

of the decisions arising from the Board. 

4.4 Directorates and Departments. 

The directorates and Departments envisaged that will adequately deliver all the 

initiatives in this strategic plan include: 

i. Product, Market Development Directorate 

ii. Nation Brand Development Marketing and Communication Directorate 

iii. Resource Centre Directorate 

iv. Research and Innovation Directorate 

v. Regional Coordination and Stakeholder Engagement Directorate 

vi. Corporate Strategy, Planning & Quality Assurance Directorate 
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vii. Corporate Services Directorate 

viii. Supply Chain Management Department 

ix. Internal Audit Department 

x. Corporation Secretary and Legal Services Department 

 

4.5 Organization structure and staff establishment 

The following is the approved organization structure of the Agency. 

 

4.6 Human Resources Administration 

Adequacy and optimal management of human resources is of essence to the 

implementation of the Strategic Plan. The Agency will set aside resources for 

capacity building and continuous staff learning and growth in order to ensure 

successful implementation of the Plan. This will include development and 

implementation of a succession plan to encourage on job coaching/mentorship to 

ensure business continuity at the Agency. 

 

4.7 Strategy and Planning  

Strategy and planning will incorporate various activities geared towards 

implementation of strategic initiatives in the Plan period and ensure that these 

activities are appropriately prioritized in the annual work plans and budgets. The 

Agency’s Management will ensure appropriate prioritization in the plans and 

budgets for the strategic initiatives in this strategic plan.  

 

4.8 Resource Mobilization 

Financial resources are always limited. To fully implement the Agency’s 

operations, Kenya Export Promotion and Branding Agency   has developed various 

resource mobilization strategies. The Agency will continue to engage the relevant 

Government Agencies for increased funding for priority programmes, through the 
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parent Ministry. In addition, the Agency will implement the following strategies to 

bridge the gap between required and available resources 

a. Partnering with the Private Sector to sponsor and co-share event costs. 

b. Partner with County Governments to develop exportable products. 

c. Identify internal revenue generating opportunities; and, 

d. Seek funding from development partners for projects that are in line with their 

mandate. 

 

Table 4: Resource Allocation for Export Promotion Council and Brand Kenya 

Board Strategic plans 
Source    2014/15   2015/16    2016/17   2017/18   2018/19   2019/20  2020/21 

 Recurrent    539,665,586     571,728,127    1,081,161,189  535,100,000  459,777,200  453,840,000  516, 600,000 

Development     80,000,000       98,960,000         50,000,000        0 

 A-I-A       9,881,157         8,774,723   10,920,342    16,321,375    14,619,107    15,019,108  12,533,042.7 

Development 
 Partners  

                     -           16,000,000      5,500,000    31,000,000  10,000,000 

 Total   629,546,743     679,462,850    1,142,081,531  567,421,375  479,896,307  499,859,108  539,133,042.7 
 

 

To ensure prudent use of resources, the Agency will: 

a. Sensitize staff on requirements of the Public Finance Management Act and its 

regulations. 

b. Train staff on requirements of public procurement and disposal act. 

c. Keep abreast of the current and emerging trends in financial management policies. 

 

To implement this Strategic Plan over the next two-year period of 2021/22 and 2022/23, 

0the Agency will require approximately Kshs. 3,000.70 million. Table 4.7.2 shows a 

breakdown of the recurrent and development resource requirements for the entire period. 
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Table 4.7.2: Resource Requirements 

Classification Baseline 

Estimate 

Projected Estimates (Kshs. Million) 

2018/2019 2019/2020  2020/2021  2021/2022 2022/2023 

Recurrent  636.15 941.72 2,699.40 1,309.80  1,190.90  

Development  - - - - 500 

Total  636.15 941.72 2,699.40 1,309.80  1,690.90  

 

Table 4.7.3 Resource Requirements by Strategic Theme 

Strategic Theme Projected Estimates (Kshs. Million) 

2019/20 2020/21 2021/22 2022/2023 

To develop, diversify and brand 
Kenya’s export products 

57.10 237.75 99.5 88.1 

To develop and diversify Kenya’s 
export Markets 

46.65 1,058.35 146 668.5 

To manage image and reputation of 
the Kenya brand 

86.00 504.00 
35.0 35.0 

To leverage strategic partnerships 
and engagements for resource 
mobilization 

- - 
13.0 13.0 

To strengthen institutional capacity 
for KEPROBA to deliver on its 
mandate. 

581.00 899.30 
1,046.3 886.3 

Ex-factor 170.97 -   

Total 941.72 2,699.40 1,309.8 1,690.9 

 

4.9 Risk Management 

In the process of implementation of this Strategic Plan, there are potential risks that 

must be mitigated if the Agency is to achieve its strategic objectives. The Board and 

Management will pay close attention to all material risks that the organization faces.  

Table 4.9.1 provides a summary of the range and types of risks the Agency 

anticipates during the implementation of this strategic plan and how it intends to 

mitigate against them. 
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Table 4.9.1 Risk Management Framework 

NO RISK FACTOR OBECTIVE 

AFFECTED 

PRIORITY MITIGATION MEASURES 

1.  
 

 

 

Inadequate 

funding 

All objectives High  Implement resource mobilization 

strategy. 

 Evaluate projects to identify Income 

generating activities. 

 Adherence to the Public Finance 

Management Act.  

 Adherence to Public Procurement 

and Disposal Act; 

 Efficient use of available financial 

Resources. 

 Public Finance Management 

Training. 

 Public Procurement and asset 

disposal training 

2.  Two 

organizations 

with different 

cultures 

All objectives High Develop and Implement a culture 

change initiatives 

3.  Recent Merger 

Policies, 

procedures have 

not been 

developed 

All High  Staff meetings to share 

information, on Country branding, 

Export Promotion, functions of 

KEPROBA, Vision, Mission, 

Objectives etc. 

 Development and adherence to 

policies and procedures. 

  

4.  Low level of 

automation 

Strengthen 

KEPROBA to 

deliver on its 

Mandate 

High  Automate of KEPROBA functions 

5.  KEPROBA 

established by 

Legal Notice 

Strengthen 

KEPROBA to 

deliver on its 

Mandate 

Medium  Anchor KEPROBA in an Act of 

Parliament 

6.  Emergence of 

pandemics such 

as Corona virus 

All High in the 

first year and 

Medium in 

next 4 years. 

 Improving ICT infrastructure to 

have digital platforms through 

which KEPROBA can pursue its 

mandate. e.g. virtual exhibitions 
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In addition, constraints affecting exporters (pain areas) including poor infrastructure, ease 

of doing business, value chain weaknesses and factors affecting the image and reputation 

of the Kenya brand are also considered another category of risks affecting implementation 

of the Strategic Plan. The Agency will keep a register, monitor the risks and implement 

control measures to ensure their effect on the achievement of the mandate is minimized.  

4.10  Cross Cutting Issues 

The cross- cutting issues of gender, disability, diversity, the protection of the environment 

and value for money are provided for under the Constitution 2010 and the Agency will 

adhere to the Constitution and the applicable laws. 

Under Article 10, national values and principles of governance include equity, social 

justice, inclusiveness, equality, non-discrimination and protection of the marginalized, and 

sustainable development.  

Article 27 on equality and freedom from discrimination provides that every person is equal 

before the law and equality includes the full and equal enjoyment of all rights and 

fundamental freedoms. It further provides that women and men have the right to equal 

treatment, including the right to equal opportunities in political, economic, cultural and 

social spheres. According to this article, the State shall not discriminate directly or 

indirectly against any person on any ground, including race, sex, pregnancy, marital 

status, health status, ethnic or social origin, colour, age, disability, religion, conscience, 

belief, culture, dress, language or birth. The State is obligated to take measures, 

affirmative action programmes and policies designed to redress any disadvantage 

suffered by individuals or groups. 

The Agency will fully mainstream gender, disability, diversity and marginalized and 

vulnerable groups, in compliance with the Constitution and the applicable laws in its 

operations and management. The Agency will provide the environment and implement 

affirmative action programmes that support the full enjoyment of rights and the realization 

of the full potential of these population groups. This includes the consumers of the 

Agency’s services, those seeking employment and internal stakeholders. 

In line with Article 201 of the Constitution of Kenya on principles of public finance, the 

Agency will strive for openness and accountability in the use of resources, It will also use 

the resources available to it in a prudent and responsible way and achieve value for 

money and ensure equitable development of the country including making special 

provisions for marginalized special provisions for women, youth and persons living with 

disability in procurement is adhered to.  
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5 MONITORING, EVALUATION AND REPORTING 

5.1 Introduction  

Monitoring and Evaluation in the public service borrows heavily from the National 

Integrated Monitoring and Evaluation System (NIMES) that was developed in 2004. The 

Agency endeavors to report on its performance borrowing heavily from Handbook of 

National Reporting Indicators as per NIMES.  

In this regard, this chapter illustrates monitoring and evaluation framework for tracking 

the implementation of strategies and programs in the Strategic Plan. 

Putting up and effective monitoring and evaluation system will assist the Agency by: 

 

1. Providing the only consolidated source of information to report on progress made 

in the implementation of the Strategic Plan; 

2. Allowing management to learn from experiences, building on expertise and 

knowledge, revealing mistakes and offering paths for learning and improvements; 

3. Generating reports that contribute to transparency and accountability and sharing 

of lessons more easily; 

4. Providing a way to assess the crucial link with beneficiaries of Kenya Export 

Promotion and Branding Agency’s services on the ground and its decision-makers; 

and 

5. Providing a more robust basis for raising funds and influencing policy. 

 

5.2 Monitoring and Evaluation Framework 

To successfully implement the Strategic Plan, an adequate monitoring and evaluation 

(M&E) framework will be developed. The framework will enable the Agency to measure 

performance against set indicators to ensure effective implementation of the set goals 

and objectives.  

The monitoring and evaluation process will involve signing of annual Performance 

Contracts with the parent Ministry, preparation of annual work plans by each 

division/department and review of progress through quarterly management meetings. 

 

The Agency’s Monitoring and Evaluation Framework shall consist of the following key 

elements: 

1 Specific output and outcome indicators which provide guidance as to whether 

the Plan objectives have been successful in achieving the desired outcomes. 

2 All Heads of Departments and staff signing off on all agreed targets and 

indicators. 
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3 Accountability for production of Monitoring and Evaluation Reports; and   

4 Responsibility for acting on Reports. 

 

The Strategic Plan will be reviewed periodically to take on board emerging issues.  

5.3 Reporting 

 

Monitoring will be done continuously and three different reports will be prepared: Monthly 

progress reports, which will include information on key output indicators against set 

targets for the month, Quarterly Progress Reports, which will include information on key 

output indicators against set targets for the quarter; and Annual Review Report, at the 

end of every financial year. Annual progress reports will be prepared to highlight key 

achievements against set targets, identify challenges encountered, lessons learnt and 

recommendations on the way forward. 
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5.4 Monitoring and Evaluation Cycle 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1. 

MONITOR PLAN 

IMPLEMENTATION  

Each reporting unit to 

prepare and submit 

performance report to 

Strategy and Planning, 

Quarterly 

2 

VALIDATE & COMPILE 

M&E REPORTS  

Strategy and Planning 

to analyze performance 

against targets & KPIs. 

Prepare and submit 

report to CEO and 

HODs Quarterly. 

3 

Strategy and Planning 

to ANALYSE 

PERFORMANCE GAPS. 

CEO to seek explanation 

from HODs on reasons 

for variance between 

actual and Plan targets, 

Quarterly 

4 

REVIEW 

IMPLEMENTATION 

CEO with HODs to 

discuss Performance 

Reports, Develop and 

institute remedial 

measures;  

Bi-annually 

5 

Carry out annual  

Review of Performance 

and, if necessary, 

review Plan, including 

the implementation 

arrangements  

6 

TERMINAL EVALUATION of 

the Plan Implementation, with 

the assistance of External 

Resource Person(s) 

STRATEGIC PLAN 
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ANNEX 1: STRATEGIC PLAN IMPLEMENTATION MATRIX 
 

N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

SO1: To develop, diversify and brand Kenya’s export products 

1.  Limited 
knowledge 
of the 
product 
supply 
capacities 
and 
capabilities 
in the 
Country. 

Undertake 
diagnostic 
studies, and  
supply 
surveys for 
Kenyan 
products 
 

Undertake diagnostic 
& supply surveys to 
map out and segment 
the enterprises in the 
prioritized sectors. 
 

Supply survey & 

Diagnostic  reports 

(detailing;- 

capacities, 

characteristics and 

potential for growth, 

producers, export 

products, 

challenges, 

markets) 

Directory of 

Exporters (by client 

segmentation) 

No. of Diagnostic 
surveys undertaken 
( Coffee, tea, 
Horticulture, Blue 
Economy, Juices, 
Leather, 
Pharmaceuticals) 

4  
 
 

4 
 
 

0.2 0.2 RID, 
PMDD, 
NBDM&
C  
 
 

KAM, FPEAK, 
APSEA, 
KNCCI 
Ministries, 
Embassies/Hig
h 
Commissions 

No. of Supply 
surveys undertaken 
(Meat & meat 
products,  Iron & 
Steel and Textiles) 

1  2  0.4 0.8 RID, 
PMDD, 
NBDM&
C  
 
 

KAM, FPEAK, 
APSEA, 
KNCCI 
Ministries, 
Embassies/Hig
h 
Commissions 

Exporters Directory 
compiled and 
updated. 

1 1 

Register of Kenya’s 
export product (by 
sector) developed 

1 1 0 0 RID, 
PMDD, 
NBDM&
C  
 
 

KAM, FPEAK, 
APSEA, 
KNCCI 
Ministries, 
Embassies/Hig
h 
Commissions 

2.  Market 
access 
challenges 
caused by 
demand and 
supply side 
constraints “ 
Pain Areas” 

Engage 
regulators 
and 
stakeholders 
to address 
supply and 
demand side 
constraints. 
 

Facilitate sectoral 
clusters in the 
implementation of the 
INEDPS to address 
export constraints 
(Pain Areas). 
 

YR1 Coffee, Tea, 

Horticulture, Meat and 

Meat Products 

YR2 Juices, Leather, 
Pharmaceuticals, Iron 
& Steel, Textiles 

Increased supply of 

exportable products 

through systematic 

implementation of 

the INEDPS 

 

No. of sectoral 
panels conducted on 
the implementation 
of the INEDPS to 
address export 
constraints (Pain 
Areas). 

5 5 2.5 2.5 RID,  
RCSE 
 
 

SDT&ED, 
AFA, KEPHIS, 
KFC, FPEAK, 
Kenya Leather 
Council, Dairy 
Board of 
Kenya, 
APSEA, 
AFIPEK, 
MSEA, KAM, 
KEPSA, 
KEBS, KIRDI 

Facilitate cross border 
export facilitators, 
regulators and 
exporters 

Constraints (Pain 

areas) on cross 

No. of forums 
attended 

2 2 10 10 RID SDT&ED, 
State 
Department for 
fisheries, 
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N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

engagements in Busia, 
Moyale,Lungalunga, 
Isibania, Namanga on 
trade facilitation 

border trade 

removed 

Simplified trade 

regimes to ease of 

movement Kenyan 

goods across 

borders 

KPA,NPS, 
State 
Department of 
Transport, 
KIBO, KRA, 
KEPHIS, 
KEBS, 
Directorate of 
Veterinary 
Services,  

Develop sessional 
paper on alleviation of 
constraints in the 
export system and 
advocate for 
development of 
policies to create 
favorable environment 
of Trade 

Favorable 

environment of 

business through 

development and 

implementation of 

policies and other 

recommendations 

to alleviate 

constraints in the 

export system 

Sessional paper 
developed and 
advocacy done to 
the department of 
trade and 
cooperatives of the 
National Assembly 
 
Public participation 
meetings undertake 

1 1 10 5 RID MOITED, 
SDT&ED, 
Department for 
Trade and 
Cooperatives 
of the National 
Assembly, 
National 
Assembly 

3.  Poor 
branding of 
Kenya’s 
export 
products. 

Branding of 
Kenya’s 
export 
products 
 

Develop a branding 
strategy for Kenya’s 
flagship products 

Enhanced visibility 

for Kenyan 

products 

Enhanced 

preference for 

Kenya’s flagship 

products 

14 prioritized 

product categories 

branded. 

 

 

7 7 14 14 NBDM&
C  
PMDD 
RCSE 
RID 

KAM, Tea and 
Coffee 
Directorates, 
KEPHIS, 
KIRDI, Tea 
and Coffee 
Associations, 
HCD 

Brand the products 
with the mark of 
identity 

Increased visibility 

for Kenyan 

products 

Increased sales 

from the adoptees. 

1250 products 

adapting the mark of 

identity  

 

500 700 25 25 NBDM&
C 

BMOs 

Advocate for 
registration of Kenyan 
products under 
geographical 
indications. 

Kenya’s products 

protected. 

Improved brand 

value from 

Geographic 
indications act. 
 
Database of 
potential 

- 1 2 - CS&LS 
RID 
 

MoITED, 
SDT&ED, AG,, 
SDI, KIPI, 
Private Sector, 
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N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

geographic 

indications 

Geographical 
Indication protection 
products. 

Development 
Partners 
  

4.  Non-
Compliance 
to 
international 
standards by 
Kenyan 
exporters 

Advocate for 
adoption of 
standards 
and 
requirements 
for Kenya's 
export 
products to 
promote 
compliance 

Develop a framework 
of collaboration with 
Accreditation bodies in 
the Country 

Products meeting 

international 

standards and 

accessing markets 

No. of collaboration 
frameworks 
established 

     KEPHIS, 
Directorate of 
Veterinary 
Services and 
Pharmacy and 
Poisons Board 

Identify the issues 
leading to interception 
of Kenyan companies 

Register of 
interceptions 
developed 

     

Engage BMOs and the 
Accreditation bodies to 
formulate inteventions 
to address the issues 

Engagement plan 
developed 

     

Develop and 
implement a crisis 
management 
mechanisms to the 
reputational risk facing 
Kenya's export 
products 

Crisis management 
plan developed 

     

Facilitate 
product 
development 
and 
adaptation to 
meet export 
market 
requirements 

Identification, selection 

of enterprises for 

product development 

through County 

Outreach programme 

Undertaking training 

(instructive training  

and export trade 

training) of the product 

development 

programme 

Mini exhibition 

Expanded supply 

base and 

diversified product 

offering. 

Enhance  

competitiveness 

through export 

skills development  

Increased supply of 

the developed 

product lines 

No. of diversified 
product lines 
 

40 30 20 15 PMDD,  
TAS 

State 
department of 
Cooperatives 
of the National 
Assembly, 
AFA, Jua Kali 
Associations & 
producer 
groups in all 
sectors, KIRDI, 
Academia, 
KEBS, MSEA, 
KEPHIS,  

Map out  capacities in 
the Blue Economy  
 

Marine Fisheries 
resources for 
exports 
 

No. of Forum on 

Blue Economy 

conducted 

 

3 - 12 12 RID MSEA 
KMA,CoG,Lam
u County, 
Kwale County, 
Kilifi County, 
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N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

Mapped Potentials 
in Kenyan inland 
Aquatic and. 
maritime territories 
 
Fisheries; Fish 
landing, storage, 
and processing 
facilities. 
 
Maritime Transport 
and Freights 

Feasibility study 

report 

1 - Mombasa 
County 
KMFRI; Dept 
of Fisheries, 
KMA, KPA 

Blue Economy 

Investment Plan 

- 1 

5.  Limited 
access to 
timely and 
relevant 
trade and 
brand 
information 
to enable 
Exporters 
make sound 
decisions on 
matters 
export trade 

Provision of 
trade and 
brand 
information 

Develop information 

sharing mechanism in 

collaboration with TSIs 

and disseminate 

relevant trade and 

branding information   

Repository of 

Information for 

exporters- (market 

entry requirements, 

regulations, 

marketing technics)  

Enhanced 

awareness on trade 

and branding by 

the exporting 

community 

No. of information 
bulletins  

15 20 0.2 0.3 TAS KENTRADE, 
KNCCI, KAM, 
KRA ,KEBS 

No. of exporters 
counseled/provided 
with trade 
information 

400 400 0 0 TAS RID, PMDP 
NBM&C  

No. of trade alerts 
disseminated 

30 30 0 0 TAS RID, PMDP, 
NBM&C 
Stakeholders 
& Resource 
Mobilization 

Organize and 
undertake exporters 
outreach forum to 
disseminate policy 
information  

Enhanced 

awareness on 

policy issues by the 

exporters 

community 

No. of exporters 
reached to 
disseminate the 
policy information 

100 100 3 3 TAS RID, PMDP, 
NBDMC, 
Stakeholder 
Engagements 

Update export 
procedures  

Enhanced 

awareness on trade 

and branding by 

the exporters 

community 

No. of export 
Procedures updated 

11 11 0 0 TAS AFA, KTDA, 
KRA,KEPHIS, 
KEBS, 
FPEAK, FPC-
K 

Capacity building for 
advisory services 
officers 

Enhanced quality, 

efficiency and 

effectiveness of 

trade advisories 

No. of officers 
trained 

10 
 

15 
 

0.2 0.3 TAS AFA, KTDA, 
KRA,KEPHIS, 
KEBS, 
FPEAK, FPC-
K 

Level (%) customer 
satisfaction with 

100 100 
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N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

trade advisory 
services 

6.  Limited 
diversificatio
n into 
promotion of 
Export of 
services by 
the Agency 

Profile and 
promote 
trade in 
Services for 
Export 
 

Export Readiness 
Assessment and 
profile the export 
Ready Companies 

Database of 

credible exporters 

of services 

Database of 
exporters of services 
developed and 
updated 

1 1   PMDD Ministry of 
Labour, 
KEPSA, 
APSEA 

Engage Services 
suppliers on 
Opportunities and 
conditions in Foreign 
Markets 

Increase in exports 

of services through 

increased uptake of 

opportunities in the 

export of services. 

Proportion (%) of 
opportunities in 
export of services 
exploited. 

100 100   PMDD 

Sub Total 109.5 98.1   

SO2: To develop and diversify Kenya’s export markets 

7.  Weak 

capabilities 

of market 

research, 

development 

and 

promotion 

Build 

capacity in 

research and 

export 

market 

development 

Train staff on 
research, export 
development, trade 
negotiation skills and 
WTO regulations 

Enhanced quality, 

efficiency and 

effectiveness of 

product and market 

researches 

30 research officers 

trained 

10 20 2 3 RID, 
PMDD 
TAS, CS 

KIPPRA, 
KNBS, KRA, 
MOITED. 

Level (%) customer 

satisfaction with 

product and market 

research reports 

100 100 0 0 RID 
PMDD 
TAS 
CS 

8.  Lack of 

information 

on Kenya’s 

export 

markets. 

Undertake 

research in 

prioritized  

markets 

 

Undertake researches 
in 7 prioritized markets 
in the following regions 
West Africa (Senegal 
and Ivory Coast), East 
Africa(Sudan), 
Southern 
Africa(Zambia/south 
Africa), Northern Africa 
(Egypt, Morocco), EU 
(Germany, Poland) 

Increased 

awareness on 

opportunities in the 

markets of interest 

by the Kenyan 

exporters for 

uptake thereby 

increasing exports 

7 Market researches 

undertaken in 

prioritized markets 

3 4 26 35 RID 
PMDD 
S&P 
 

Ministries 
Embassies/ 
High 
Commissions, 
KAM 
FPEAK,APSE
A, 
KNCCI, 
KEPSA 

15 Export agents 

and distributors 

identified in each 

market 

5 10 

Market survey 

reports disseminated 

to at least 100 

stakeholders each. 

300 400 
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N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

 % implementation 

of recommendations 

in the market reports 

100 100 

Engage Kenya 
Missions abroad on 
impact of COVID 19 
Pandemic on Kenya’s 
export performance 

Information and 

strategies for 

enhanced export 

performance 

10 market 

intelligence reports 

1 9 0 0 RID 
PMDD 

Kenya 
Missions, 
SDT&ED, 
Ministry of 
Foreign 
Affairs(MFA) 

9.  Limited 

Market 

access by 

Kenyan 

export 

products 

Leverage on 

technology 

and 

innovation 

for market 

access, 

distribution, 

and 

promotion. 

 

Develop and 
implement an online 
portal and mobile 
application to 
showcase Kenya’s 
goods and services  

One Operational 

portal  

 % completion of 

development and 

maintenance of the 

portal 

100 100 44 44 Resourc
e Centre 
 
 
 

GoK, Swedish 
International 
Development 
Cooperation 
Agency (SIDA) 

200 companies 

listed in different 

sectors  

100 100 

2000 products listed 150
0 

500 

Comprehensive 

marketing Strategy 

developed  

1 - 

Operational APP 

used in various 

trade promotion 

activities 

% completion of 

development of the 

App 

100 0 

Partnering with E 
Commerce platforms 
to promote Kenyan 
products e.g Amazon, 
Alibaba, Etsy.com 

 

Increased visibility 

and sales of 

Kenyan products 

through listing and 

promotion on the 

platforms 

No. of platforms 

engaged in 

promoting Kenyan 

products 

3 3 6.0 5.5 PMDD,  
ICT 

 

250 Kenyan brands 

listed and promoted 

on the e-platforms 

100 100 PMDD,  
ICT 

BMOs, ICTA,  
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N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

Empower 

enterprises 

to participate 

in Export 

Trade 

through 

establishme

nt of an 

Exporters 

Academy 

Establishment of an 
Exporters Academy 

More uptake of  

Export 

opportunities y 

enterpreneurs.  

No of Enterprises 

trained 

100 100 10 10 RC 
TAS 

KIBT 

Develop and 

implement 

market 

specific 

strategies 

In consultation with 
other agencies, 
coordinate the 
development 
of marketing strategies 
that engage 
distributors, importers 
and wholesalers in the 
destination markets 

Increased 

awareness and 

penetration of 

Kenyan products in 

the Market 

10 market driven 

strategies developed 

(Tanzania, Burundi, 

Zambia, South 

Africa, Sudan, 

Uganda, Egypt, 

Ethiopia, Nigeria, 

Ghana) 

5 5 25 30 PMDD 
RID 

Kenyan 
Missions 
Abroad, 
BMOs, 
regulatory 
bodies. 

Mobilize stakeholders 
to implement market 
interventions proposed 
for the specific 
strategies identified. 

Increased 

awareness and 

penetration of 

Kenyan products in 

the Market 

Proportion (%) of 

market interventions 

implemented 

100 100     

Hold three(3)Trade 
Promotion events: 
Business Mission  in 
Tanzania& Burundi 
and Senegal  to 
expose exportable 
products to key 
markets and increase 
market share 

New businesses 

secured in the 

markets to increase 

Kenya’s exports 

 

3 Business Forums 
held  
 
30 enterprises 

supported to market 

their products in the 

target markets to 

generate business 

transactions 

2 1 20 10 PMDD, 
RID, 

MFA,SDT&ED;
KAM,KNCC&I:
KEPROBA,KA
M 

10.  Disjointed 

Export 

Logistics 

Partner with 

agencies to 

establish 

distribution 

Engage with 
Stakeholders on 
establishment of 
warehousing facilities 
in Kinshasa. 

Consensus and 

Stakeholder Buy-in 

1 warehouse 

established in 

Kinshasa  

- 1 - 500 PMDD 
RID 

MFA, KNTC, 
AFA, KEPHIS, 
KFC, FPEAK, 
AFA, 
Pyrethrum and 
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N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

systems 

regionally 

and 

internationall

y 

Undertake a feasibility 
study for Kinshasa and 
Lubumbashi 

for the distribution 

system. 

Distribution System 

for export 

 
Increased exports 

to the regional 

markets 

Enhanced access 

to Kenyan products 

within the selected 

markets 

Approval for 

establishment of 

warehouse in 

Moyale and 

Lubumbashi 

received. 

- 2 - 10 RID 
PMDD 
 

Fiber Crops, 
Kenya Leather 
Council, Dairy 
Board of 
Kenya, 
APSEA, 
AFIPEK, 
MSEA, KAM, 
KEPSA, 
KEBS, KIRDI, 
County 
Governments 

Partner with 
international retail 
outlets in China and 
Dubai  

2 retail outlets 

identified and 

accessed in China 

and Dubai 

Deed of 

Partnerships 

1 1 5 10 PMDD 
RCSE 

11.  Limited 

uptake of 

opportunitie

s in the 

AfCFTA 

market 

Explore and 

exploit 

opportunitie

s in the 

African 

Continental 

Free Trade 

Area 

(AfCFTA). 

Engage on AfCFTA 
integration Processes 

Market access 

issues addressed 

to create a 

favorable 

environment to 

increase Kenya’s 

exports 

Ten (10) country 
position papers 
developed to 
support negotiations. 
 

5 5 10 10 RID KEPROBA, 
SDT&ED;KAM 

Implement the AfCFTA 
strategy 

AfCFTA strategy 

implemented to 

increase exports to 

the African 

continent 

 % implementation 
of the AfCFTA 
strategy 

20 50 2 5 RID 
PMDD 
CSP$QA 

MOITED, 
MEAC, MFA 

12.  Restrictive 

external 

policy 

environment 

that 

Support 

negotiations 

for market 

access and 

removal of 

Undertake value chain 
analysis to identify 
constraints to inform 
negotiations 

Register of tariff 

and non-tariff 

barriers for 

products 

Register of 

constraints for the 

products 

1 1 2 2 RID SDT 
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N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

minimizes 

market 

access 

trade 

barriers. 

 

Develop position 
papers to NTFC to 
inform and advocate 
for removal of trade 
barriers in EAC and 
COMESA 

Position papers for 

Negotiations  

Missions supported 

10 Position Papers 

Developed to 

support negotiations 

for removal of trade 

barriers 

5 
 
 
 

5 
 
 
 
 

1 1 RID SDT&ED 
KRA 
KEPHIS 
KEBS 
SDEAC 
TREASURY 

Engage in National 
trade negotiations 
committees and 
Support Bilateral trade 
negotiations  

Market specific 

constraints to trade 

removed 

(alleviated) to 

Increase 

competitiveness of 

Kenyan products in 

the markets 

Improved terms 

and balance of 

trade with the 19 

countries. 

Increased number 

of products 

accessing markets 

on favorable terms. 

10 Trade 
negotiations Forums 
conducted 

 

5 
 
 
 
3 

5 
 
 
 
3 

2 2 RID SDT&ED, 
Ministry of 
Foreign 
Affairs(MFA) 
SDEAC 
TREASURY 
COMESA 

6 trade barriers 
resolved through the 
Agency’s support 

3 3 

Sub Total 145.0 667.5   

SO3: To manage image and reputation of the Kenya Brand. 

13.  Negative 
image and 
perception 
about 
Kenya's 
products 

To promote 
the Kenyan 
brand using 
“Made in” 
attributes 
 
 
 

Undertake perception 

surveys in the priority 

markets 

Kenya identified as 

a Preferred source 

of quality export 

products 

One perception 

survey report 

1 1 10 10 NBDMC BMO’s, MFA, 
KNCCI, 
KEPSA, KAM, 
SDT&ED, 
COG, 
Development 
partners, 
Media  

Undertake IMC 

Campaigns in priority 

markets 

Positioning Kenya 

as a top global 

brand 

One IMC campaign  

 

1 1 

14.  Inadequate 
knowledge 
about  
Nation 
branding 

Aligning 
stakeholders 
to the Nation 
brand 

Development of Nation 

Brand Strategy 

Enhanced pride 

and patriotism  

1 nation brand 

strategy developed 

1 
 
 

1 
 
 

25 25 NBDMC, 
PMDD,  
RID,  
RCSE,  
S&P 

KTB, MFA, 
KENINVEST, 
KNCCI, KAM, 
KEPSA, AFA, 
COG, The 
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N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

Competing 
visual 
identities by 
State 
agencies in 
promoting 
Kenya 

Capacity building in 

Nation branding 

Improved resilience 

of the Kenya brand 

2 trainings 

undertaken 

1 1 public, 
Development 
partners, 
Ministry of 
sports and 
culture, NCIC, 
local media, 
Government 
spokesperson 

Pessimism 
by the 
Kenyan 
Citizens 

Develop IMC Strategy 

for Nation Brand and 

exports growth 

1 IMC Strategy 

developed and 

implemented 

1 1 

Undertake Civic pride 

and patriotism 

campaign 

1 Civic brand 

campaign 

1 - 

Subscribe to Nation 

Brand research 

databases for timely 

and detailed research 

information on the 

Nation Brand 

Timely research 

information on 

Nation Branding  

 0 0 1 1 RID, 
NBDMC, 
CSPR&Q
A 

Future Brand 

Sub Total 36.0 36.0   

SO4: To strengthen institutional capacity for KEPROBA to deliver on its mandate. 

15.  Low visibility 
of the 
Agency 

Enhance the 
corporate 
image and 
reputation 
for 
KEPROBA 
 

Develop and 
implement CEO 
Reputation 
management Plan 

Position the CEO 

as a thought leader  

No of articles 

initiated to build 

image and 

reputation of the 

CEO  

10 10 2 2 Corporat
e 
Commu
nication
s  

MDAs, Media 
Council of 
Kenya, 
Mainstream 
media 

Create awareness on 
KEPROBA to key 
stakeholders 

Enhanced 

corporate brand 

visibility 

 

No. of engagement 

activities for external 

audiences 

10 10 5 5 Corporat
e 
Commu
nication
s 

MDAs,MCK, 
Mainstream 
media 

Develop and manage 
Corporate Brand 
identity 

No. of articles 

generated and 

published in the 

mainstream media 

30 30 10 10 Corporat
e 
Commu
nication 

MDAs, Media 
Council of 
Kenya, 
Mainstream 
media 
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N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

% increase in share 

of voice 

20 20 

% improvement of 

KEPROBA’s 

perception 

10 10 

Internal staff 
engagement activities 

No. of activities 

executed 

12 12 5 5 

Undertake 
CSR activities 

Enhanced 

corporate brand 

visibility 

6 CSR Initiatives 

implemented 

2 2 2 2 Commu
nication,  
HR 

All Staff, Board 

Develop an internal 
and external customer 
service plan 

Enhanced 

corporate brand 

visibility 

Improved customer 

service delivery 

1 - 2 2 Commu
nication  

All Staff, Board 

Undertake the Kenya 
Exporter of the Year 
Award to recognize 
outstanding exporters  

Export culture 

inculcated to the 

Kenyan public 

No of  award held 1 1 3 3 RCSE TSIs,  

Conduct Board and 
management Media 
training  

Improved media 

engagement 

No of trainings 

conducted 

3 3 5 5 NBDMC Media Council 

Acquire Reputation 
monitoring and 
tracking tools 

Monitor the 

perception of the 

corporate image 

% increase of the 

positive tonality of 

the corporate brand  

25 25 2 2 NBDMC Media Council 

Develop and 
implement 
comprehensive IMC  

Streamlined and 

effective 

communication 

Communications 

Policy developed, 

approved and 

implemented 

- 
 
 
 
 

- 
 
 
 
 

10 
 
 
 
 

10 
 
 
 
 

NBDMC Office of 
Government 
Spokesperson, 
PDU, KTB, 
Presidency, 

Enhance stakeholder 
relationship and 
management through  
development and 
implementation of 
stakeholder 
engagement 
framework 

Stakeholders 

aligned with the 

export and Nation 

branding initiatives. 

No. of collaborations 

undertaken with 

targeted 

stakeholders as per 

the client 

segmentation  

15 15 2 2 SE All staff 
Board 

Organize exporter 
engagement forums 
(for the sectors) 

Challenges 

identified 

Number of Forums 

held reports issued 

4 4 4 4 SE All identified 
partners 
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N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

interventions 

identified 

Hold the Kenya 
Exporter of the year 
award 

Improved Value 

proposition for 

KEPROBA among 

Exporters 

Number of events 

held 

1 1 10 10 SE 

 

All identified 
partners 

16.  Business 
continuity 
and 
succession 
planning 
challenges 
caused by 
Retirement 
and 
resignations 

Enhance 
human 
resource 
capacity 
development 

Develop and align 
organizational 
structure  

Increased 

productivity and 

optimal staffing 

Approved structure 

and human resource 

instruments (Hr. 

manual, organization 

structure, career 

guideline and 

remuneration 

structure) 

- - - - HR & 
Admin 

All staff, 
SCAC,  

Implement a 
competitive 
remuneration 

Increased 

productivity of staff 

50% score for all 

staff during 

performance 

appraisal 

50 50 300 330 HR & 
Admin 

All staff, SRC 

Enhanced staff 

retention 

75%  staff retention 

levels annually 

75 75 

Review organization 
and remuneration 
structure  

Organization 

structure aligned to 

KEPROBA 

mandate  

Approved 

organization 

structure, HR 

instruments  

1 - 5 - HR & 
Admin 

SCAC, HR 
consultant 

Harmonized pay Harmonized pay 

structure 

1 - - - HR & 
Admin 

HRM, 
Management 

Conduct a Skill Gap 
Analysis  

Capacity building Report on the skill 

gap 

1 - - - HR & 
Admin 

HRAM, HR 
consultant  

Develop and 
implement succession 
planning policy  

Business continuity Approved 

succession plan 

policy  

1 - 3 - HR & 
Admin 

HRAM, HR 
consultant, 
Management  

Implement Internship 
programme  

To nurture talent in 

national branding 

The number of 

interns engaged  

4 6 2 3 HR & 
Admin 

HRAM 
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N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

and export 

promotion  

Undertake culture 
change management 
program  

Increased 

productivity  

Level (%) 

satisfaction of staff 

70 75 7 7 HR & 
Admin 

HRAM, 
Management , 
HR Consultant  

Develop staff capacity Skilled and 

productive 

workforce 

All staff trained 92 150 25 35 HR & 
Admin 

All staff 

Enhance staff welfare Motivated, loyal 

and productive staff 

75% retention of 

staff 

75 75  70 90 HR & 
Admin 

All staff 

Provide a conducive 
working environment 

Motivated, loyal 

and productive staff 

75% staff retention 

levels every year 

75 75 345 160 HR & 
Admin 

All staff 

17.  Inadequate 
funding to 
effectively 
execute the 
Agency’s 
mandate 

Leverage 
strategic 
partnerships 
and 
collaboration 
for resource 
mobilization 

Build capacity of 

staff to effectively 

undertake resource 

mobilization 
 

Improved 

effectiveness in 

resource 

mobilization 

activities 

Number of staff 

trained 

40 40 5 
 

5 
 

RM&P 
 

Treasury, AG,  

Improved 

effectiveness in 

resource 

mobilization 

activities 

Resource 

Mobilization 

Committee 

established and 

operationalized 

1 1 2 2 RM&P 
 

BOD 
 

Improved 

effectiveness in 

resource 

mobilization 

activities 

Number of additional 

staff recruited 

1 1 3 3 RM&P 
 

SCAC and Mo 
ITED 

Establish, enhance 
and sustain strategic 
partnerships for 
resource 
mobilization 

Updated Donor 

Registry. 

Updated donor 

database developed 

and updated 

1 1 1 1 RM&P 
 
 

All staff 
Board 
 

Agency’s 

Programmes 

supported for 

implementation 

Funds (Cash and 
In-kind) Mobilized 
to support the 
Agency’s 
Programmes 

100 
 
 
 
3 

150 
 
 
 
6 

1 1 RM&P 
 

 

BOD 
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N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

 

 

 No. of Programmes 

Supported 

3 6     

Secured Cash & In-

kind Support for the 

Agency’s 

Programmes 

Number of 

proposals/concept 

notes developed 

10 10 1 1 RM&P 
 

 
Management 

Enhanced donor 

relations and 

accountability 

Number of reports 

submitted on time 

4 4 0 0 RM&P 
 

 

Management 

18.  Lack of a 
Records 
Management 
unit/ registry 
in the 
organization 

Establish a 
Records 
Management 
unit/ registry 
in the 
organization 

Records management Enhance record 

management for 

efficient and 

effective service 

delivery 

A centralized 

operational  Registry 

established in 

Anniversary and 

KIBT 

1 1 40 40 HR& 
Admin 

All staff 

19.   Strengthen 
business 
processes 

a) Performance 
management 

Develop and 
implement a 
performance 
management system 

Enhanced 

accountability and 

motivation of staff 

in delivery of the 

Agency’s mandate 

All staff appraised 

and rewarded or 

sanctioned 

92 150 1.5 1.5 HR & 
Admin 
 
 
 

All staff and 
Board of 
Directors 

Proportion (%) of 

programs monitored 

and evaluated 

100 100 15 15 S&P All staff 

b) Risk 
management 

Develop and 
implement risk 
management 
framework 

Enhanced 

Efficiency and 

effectiveness  

Proportion (%) of 

risks mitigated 

75 80 20 25 RMC&Q
A 

All staff 

ISO Acquisition and 
sustenance of ISO 
9001 Certification 

Enhanced 

Efficiency and 

effectiveness 

Proportion (%) of 

completion  

100 100 10 5 RMC&Q
A 

All staff, KEBS 

c) Finance 
Management 

Enhanced 

Efficiency, 

Unqualified annual 

financial statements 

1 1 3 3 Finance All staff and 
Board of 
Directors 
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N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

Ensure prudent 
financial management 

accountability and 

effectiveness and 

ensure value for 

money 

100% absorption of 

the allocated 

budgets 

100 100 0 0 Finance All staff and 
Board of 
Directors 

d) Internal Audit 
Enhance and protect 
organizational value 
by providing risk 
based and objective 
assurance 

Enhanced 

efficiency and 

effectiveness in 

service delivery 

Proportion (%t) of 

audit 

recommendations 

implemented 

90 90 5 5 Internal 
Audit 

All staff and 
Board of 
Directors 

e)  
Leverage on ICT for 
strategic service 
delivery 
 
 

Enhanced 

efficiency and 

effectiveness in 

service delivery 

 

ICT Strategy 

developed 

1 0 5 0 ICT All staff 

% Implementation of 

the ICT Strategy 

30 40 40 50 All   

Functional and 

effective Enterprise 

Resource Planning 

(ERP) system 

1 1 5 5 ICT  

Functional 

Integrated customer 

management system 

(CRM) 

1 1 10 8 ICT All staff 

Deploy and support 
ICT tools, equipment 
and services 

Proportion (%) of 

staff to equipment 

92 100 20 22 ICT All staff 

(g) SCM 
 
Compliance with 
Procurement law and 
regulations (PPRDA 
2015 and Regulation 
2020)  

Compliance  100% Compliance  100 100 5 7 SCM All staff, 
PPRA, KISM  

Ensure legal, 

compliance 

and good 

governance 

 

Establish an enabling 
Act of parliament for 
KEPROBA.  

Bill developed and 

enacted to Law 

KEPROBA Bill 

developed to anchor 

KEPROBA to an Act 

of parliament 

 1  - 5 - CS&LS KLRC, AG, 
SDT&ED, 
Private Sector, 
Development 
Partners 
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N

o. 

Strategic 
Issue 

Strategy 

 

Activity Outcome KPI Yearly 
Target 

Budget (KSh. 
Million) 

Respons
ible 
(Director
ate) 

Possible 
partners 

202
1/22 

202
2/23 

2021/22 2022/2
3 

Develop a weekly 
Policy & Legislation 
Tracker 

Increased exports 

through compliance 

with product/market 

specific laws and 

policies for 

exporting. 

Weekly Policy and 

Legislation Tracker 

developed 

16 16 1 1 CS&LS All staff 

Undertake legal, 
governance and 
compliance audits 

Enhanced 

corporate 

compliance  

Legal audit report 

Governance and 

compliance audit 

report 

1 1 1.8 1.8 CS&LS All staff, Board 
of Directors 

Sub Total 1,049.3 889.3   

GRAND TOTAL 1,309.8 1,690.
9 

  

 


