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East Africa’s first super brand
By: CARDLE KIMUTAL 10 MAY 2007 | SAVE | EMAIL | PRINT | PDE o @ 9

Cereal manufacturer is the first in East to receive the Superbrands certification.
Mairobi — Weetabix now has the status of a 'super brand’ in East Africa.

Jawad Jaffer, head of Superbrands East Africa franchise said Weetabix performed above and
beyond others within the market: "The Superbrand Council bestowed the status of
‘SBuperbrand’ on Weetabix after a stringent sifting and analysis process. Superbrand status is
granted only to exceptional brands that have forged the finest reputation in their field in a bid
to promote good branding practices globally,” said Jawad.

Ahsan Manji, the general manager of The Breakfast Cereal Company (Kenya) Ltd - the
manufacturers of Weetabix in Kenya - said the company has focused on reinforcing the core
brand values and has positicned the brand as the nutritious breakfast cereal for the entire
family.

"The healthy nutritious positioning is reinforced by wholegrain goodness and the fortification of
the product with essential vitamins and iron. Weetabix enjoys a premium image amongst
consumers, and is the Breakfast Cereal Brand of East Africa,” said Ahsan.

The brand currently estimates it commands 653% market share of the breakfast cereals market
segment.

He said the company has increased its advertising spend as part of its brand building strategy
implementation and to counter the persistent threat from imported brands.

Local product holds its own against imports

"Consumer awareness and usage of breakfast cereals has been on the increase. More
imported brands are today entering the market from Argentina, South Africa, United Kingdom,
United States and Egypt. Prices of these imported brands have been declining due fo the
strengthening of the Kenya shilling versus the US dollar” said Ahsan.

He said the company is reinforcing and succeeding in positioning the breakfast cereal brand
as an ‘all family cereal’ versus the previous “only for children’ perception.

Weetabix was chosen as a Superbrand by an independent and voluntary council of leading
experts comprising of individuals with a background in branding. Brands invited to participate
in the project must display market dominance, longevity, goodwill, customer loyalty and market
acceptance.

In October 2006 the company changed its name to "The Breakfast Cereal Company (Kenya)
Ltd", and continues to manufacture under license from Weetabix Lid UK.

The new company name reflects the core business of the organization, and its leadership in
the segment.
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Supermarket chain attains
Superbrand status

BY: CARDLE KIMUTAI 12 JUN 2007 | SAVE | EMAIL | PRINT | PDF o @ 9

One of Kenya's largest supermarket chains has received the Superbrand status.

Nairobi - Retail supermarket chain, Makumatt Holdings, which began life as a family structured
business, has received the East African Superbrand status in recognition of its market
leadership status in the region.

Jawad Jaffer, Superbrands East Africa project director, said Nakumatt had registered strong
point returms on its overall market acceptance, market dominance, brand longevity, customer
loyalty and goodwill.

‘East Africa Superbrands evaluators are convinced of Nakumatt's brand leadership profile
which matches some of the best retail brands in the world,’ he said.

Atul Shah, Makumatt Holdings managing director said the supermarkets’ ongoing
transformation had enabled it chart new frontiers. ‘A Superbrand certification will serve to
encourage us to work even harder to attain more world-class standards,’ Shah said.

“We are honoured and privileged to receive this Superbrand award which is also an affirmation
of our goodwill as a community partner. We are most grateful to our customers, staff, and
community at large who've extended a vote of confidence in cur services,' he said.

As part of its strategy, Nakumatt has running an integrated marketing communications
campaign alongside its K3h1 billion expansion project in the region.

The retail chain has 18 branches in various parts of Kenya and recently opened a hypermarket
in the country's capital — Maircbi. The hypermarket has 11,000 square mefres of shop-floor
space.

The chain has announced plans of venturing in to the financial services sector with a
scheduled launch of co-branded Visa credit cards in conjunction with a local bank.

Nakumatt joins other local brands such as radio station Capital FM, cereal maker Weetabix
and cil marketer Kenya Shell who have also been accorded the Superbrand status.

Globally, brands that have achieved Superbrand status in over 10 countries include: DHL,
American Express, Audi, AVIS, Sony, McDonald's, MasterCard, Philips, Pepsi, Nokia,
Microsoft, Gillette, Kodak and Heinz.

Brands with Superbrand status are entitled to use the Superbrands award seal on their
packaging and in their advertising to show customers that they have achieved this recognition
for their branding excellence.




