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T T 

F1rst impre sio f th County Gov mment and its good name matters as the world b com 

more inter conn more c mpetitive and more globalized However. studies indicate that 

A1ncan regt n are c n 1 r m 1 1ble~ unattracu e, least mpetJUve, la k gl bal appeal 

Ill! k clear brand 1d nnues, ha a poor image, negati e r putation and are lowly ranked 

globall . It is h poth ized that tf Counties would pos1tion themsel es as destinations of 

distinction, the would attract the world s trade, stimulate economic growth, stimulate 

m e t r nfidence and pohttcal mnuence, enhance global partner hip , attract touri t and 

vents and instill renewed civic pride in the people. This re ell!rch seeks to provide insight 

into the determinants of a county bran~ required to pearhead differentiation, promote 

inno ati eness and competitive ad antage with a case study of Machakos County, Kenya. 

Purpo ive and now ball ampllng techniques were used to elect the unty and sixty 60 

respondents. Descripti e research design, interview guides and questionnaires were also used. 

The research findings indicate that branding the county is a long term, cumulative exercise 

v hich needs to undergo a continuous branding process. The county brand is considered 

comple. because of 1ts multi-fa eted mult1-dimensi nal, multi-functional and multi

stakeholder nature. It requires strong County leadership in collaboration with stakeholders. 

Furthermore, branding requires proacti e involvement of multi-disciplinary design 

management skills considered a key driver for county brand differentiation, innovation, 

mpetJti n . Mor er. onhn branding was idenhfied as th mo t effective 

communication tool. Further findings identified three ideal place branding models for 

Machako County as, the BI and CBI index as well as Kavaratzis 2004) model. Studies 

establi hed that the brand identity and corporate culture need to be clear for the county to be 

compet1U e. Moreo er, the county· mynad challenges u h as Ia k awareness on the 

county brand concept inadequate resources and lack of hiring design skills need to be 

addr ed. Evidence accumulated shows that a globally competitive county brand is 

increasingly considered an important asset for urban development Therefore, its primary, 

econdary and tertiary commum tio need t be proacti ely de igned, managed, promoted 

and protected. The research pro ides answers that all the independent variables are 

sagnificant and are the key detenninants required to influence the global competitiveness of 

the coun brand. Additional) the stakeholders role is po itively and significantly 

rrelatoo to tht: effect1venes o the unt brand trategy. Ultimately, the research finding 

inspired the researcher to come up with a model framework for branding Machakos County 

5.4. J .1 and a project portfolio with meaningful design solutions promoting One County, 

One Brand with the theme, "A Better County by Design, 2014'. 
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Brand .r hit ture: rganizatlonal approach 

ub-brand in th d ign and management of it 

tween the mother brand and its many 

rand portfi li (Dinnie. 2 11 

Brand Building Pro : It begins with in-depth re earc~ de ign of arious prototypes, 

educat people n brand attributes and provide brand management, (Erlandson 2009) 

Brand Po itioning: 1 e a rt:gton uniqu , differentiated 1dentity by tndmg a m he, create 

and tdentify sustainable measur to differentiate themselves from competitor and give 

a credible brand prom• e to different target audiences (Dinrue 2011) 

oun Brand: her th brand is the county, its uruque name, its 1dentit , reputation and 

its multi-dunensional blend of elements for all target group Anhol~ 2007), a desirable 

business location isitor de tination or place to call home (C 0 for Cities, 2006) 

ouoty Branding: lt' the proce f de tgning, planning and commumcating the name

identity, building and managing the reputation (Anholt, 2007); implements coherent 

strategies with regard to managing their resources, reputation and image Anhol~ 2011). 

t cultural factors tghtseetng-ht toncal attractions, 

cuisine-restauran friendly-helpful locals shopping, lifestyle culture) and hard amenity 

factors (architecture mfra tructure, transportation education, human resources, training 

opporturutJ Hildr th, 2 13). 

ounty Brand ttribut : A clear set of county values which can form the basis of 

engendering positive perception across multiple audiences in the region (Dinnie. 20 I 1) 

ouoty Brand ldenti : lts unique et ·attributes and value that define and chara t nze Jt 

b differentiating it from othe , linked to its unique physical, cultural and historical 

characteristics and valu ( logan, packaging product design) (Kavaratzis et a1, 2005) 
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lh unt brand b dt erent target mar et 

audJenc • and mental pe pie's as tattons with the county (Ka aratzis et al, 2005). 

ounty Br nd f th d tgn implementabon of mar ting programs 

and branding ti iti to bUJld, measure and manage brand equit Dinnie, 2007). 

ouo Brand putatioo: The o eratl quality as een b people in general (Dinnie, 2011) 

ounty Brand ~ trategy: Defines the vision, alucs. ethos. attri utc beha ior onsistent 

brand experience create d ired perceptions with target audience , creating memorable. 

distinct communications and interactions, across all touch points' (Euro Cities 2010). 

reauv and artJ ·tJ wor ht b make brand me all e, deh er the brand 

promise provide a brand platform with a typicaJ brand strategy for competitive 

differentiation, creating a po itive, consi tent brand e perience Wheeler, 2013 . 

ana emeot Practi • : A busme di cipline that applJ project manag ment, 

management strategy, supply chain techniques and multi-di ciplinary design skills to 

control a creati e branding process. (D tgn Management Institute, 20 13). 

lobally omp titiv Bruod Identity: When a county ha a good, lear, believable, and 

po it1ve idea of what they are, what the stand for and where they are going· Manage, 

coordinate, build-maintain a competitive identity internally externally (Anhalt, 2007). 

ta bold r : e takeh lder rom go ernment.. pn ate t r, toun m, tndu trie , 

bu inesses, civil sodety, foreign services, NGO's, academia, religion, entertainment, 

m dia, citizen fonn a partnership to ensure buy-in and brand credibility (Anholt.. 2004). 

Leader hip: Pr tde direction t4 r go ernance, clear roles, re ponsibtlities and a shared 

vtsion, in brand-orientated strategies implements policies for coherent communications 

and aligns all departments to create good partnerships (Hakinson. 2007). 

PJa Branding: Umbrella w rd r branding o nations r ctll or counties Dionie, 2 7. 
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1.0 lnt du tion 

This chapter introduces th ba kground history of the relatively new concept of place 

branding A new umbrella term that encompasses either a nation brand or city brand or 

unt brand. I he re earch mam {; us i the county brand. lt a1 o ntatl the ·tatem nt of 

the research problem, questions and objectives, significance, limitations and cope of the 

research tud . 

1.1 Ba ground of the Probl m 

With the advent, of The Constitution of Kenya 2010, a national government and forty seven 

(47) county governments came into existence. All distinct and independent Therefore, every 

ounty ovemment needs to either create a new di tmct, competitJve county brand alue or 

re-invent the exi ting brand and re-launch its positioning to attract new investments, promote 

economic de elopment, improve service deli ery, accountability and empower its citizens 

MachaJ..o Count De elopment Pr tile, 2013 . According to uro it:ies, 201 , countn , 

cities and counties are increasingly embracing urban branding, as a new approach towards 

increasing a region's attractivene sand international visibility and sustainability to thrive in 

the global econ my. Urban development has e ol ed from patJal, ecurity and anitation 

issues to include an economic dimension aimed at increasing the county s attracti eness and 

international isib11ity (Euro cities, 20 I 0). The advancement of globalization bas led to 

ancreased competJtJ n between natto , citie and countie wb re the brand image and 

reputation must fiercely compete to attract the right attention, respect, trust, re ources, 

foretgn in estments. business relocation, tourism, access to capital talent and ideas Anholt 

et al. , 2 ). 
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1lles lhr ugh ut ur pe are 10 rc~in 1mportmg th on ep and t ·hnH.Jue · of c rporate 

brandin and pl marketing to difli rentiate th m elves and for use within the urban set up 

m p uJt f \ ·d r mana em nt g I (Ka aratzis, 2 Addtnonally. attract, consumers 

tu n , ~:nu pren urs, int mali nal porting and uJtural e en , r peel of the tnt mauonal 

media, pubhc dtplomacy of governments and strengthen national identity (Moilanen et al., 

2009). ccording to Kapferer ( 19 2 branding the Coun aims to invest in the image, 

reputati nand b n 1 entlty to differentiate 1t from Jts COmpt!llt , 1mprove tts standing, and 

facilitate the customers' decision making ability. 

Moreover, Anholt et at (2004) explains that, a destination brand is a clear and simple license 

to trade Jn the gl bat marketplace, and the acceptability f tts people h pitahty, ulture, 

policie , produc and services to the rest of the world According to Dinnie (20 11 ), place 

branding is an old art but a new science and nations, citie and regions have always been 

brands. 1n e ence, the 1denlity a pia e i b ed n the people, belief: and hi tory 

(Jarworski, 200 . E ery place has an individual identity which is unique, therefore no two 

regions have the arne identity. Olins 2002 states that branding the County would enable it 

gro m power g tn populari and ucceed m becoming an attractive destinati n at e ery 

level of interaction, promoting it as a place where people want to live, work, visit study and 

play. County branding is a promise of value that must be kept (Place brands 20 12). 

European tllt:: h e ew Y r Pans and an ranct strateg1call planned, po tlJ ned, 

implemented, managed and monitored their place brands to become desirably attractive to 

thetr external and mternal audience Dinnie, 2011). As a result, they have succeeded in 

promoting their ttive attributes and core strengths by orming strong cooperative 

partnerships ben een city municipaliti s and go emment to market their history quality of 

place, lifestyle, culture, di ersity and enhancement of their infrastructure Seisdedos, 2005). 

According to Anhoh et aJ. 2005), America understood, centurie before any other region in 

2 



Ulc wor d. that Lh gr \ lh. m ag m nt and prote l1 n t 1~ good brand nam 1 a aluable 

t nd nurn ron priority. The allure of the Am ncan brand, is widely known admired, 

and unrivall an re el e in th w rid. o attracti e i the brand that people are willing 

t: pa premium pn e r J produ a ns1 rable ad antage o er other nahons who e 

idenutie ar Je clear. Anholt et al ., (2004) goes on to explain that America de eloped a 

clear brand trategy into a go emment policy enabling tb Arnencan brand to b consistent 

nd m ·ull nalt nal I yalty in all c•tazen . Amencans Jove Lheu untry and h e the brand. l 

leadersh1p continuously allocates sufficient resources for promotion, marketing, advertising, 

branding, sale promotions, television, radio spots, direct mail, catalogue selling, point of 

alt:, the mtem t, consumer research, u group , publtc r !allons and commercial publicity 

Anholt et al. 2004 . Anholt et at. 2005 , observes, the multi-dimensionality and abstract 

notion of a place brand, imposes comple challenges in the development of a workable and 

coherent framew rk which reqwres the co rdination of numerous takeholder . 

Over the last decade branding efforts built Asia's leading global city, a nation of remarkable 

economic success and prosperity, ingapore city state. According to Koh 2011) branding is 

the lifebl o a tate because tt has the capa ity to b t the econ my, attract talent and 

impro e the quality of life. Conscious, ambitious, deliberate, ceaseless branding efforts in 

every sector of the economy built Asia's world city. Singapore city brand achieved stunning 

success accent from 3rd world to 1 1 world in a matter of 30 years. 'Your mgapore" 

campaign built a reputation of a dynamic, safe, user-friendly connected city corruption free 

with a vibrant cultural life. Its aggressive marketing campaigns promoted its unique 

charactenstics, heritage identity pre erved nallonal independenc defined its international 

isibility in finance, trade, in estments, innovative-hlghly skilled producers, transport, 

communications and pro ided entrepreneurs \l itb world class infrastructure (Koh, 20 ll ). 

3 



n lhc: th r han A n · n cu1 and Its reg1on nti nU< t face the bigg mpetiti e 

fall regi ns and unle ritical m ur ar taken, they will contin to pread 

bott m halfofth o erall global competitive inde (EJ.U 2013). According to 

) mo l AJn an nauon · and it1e are about po crt , corruption, war, famine and 

H goe on to suggest that African leaders and takeholders should proacti ely 

tri e t build po itive stereotype for their regions b po itioning themselves strategical! to 

htX! o unfa orable n gati e per pti n . Another dJ heartening report states that citi with 

the worst reputation are from Africa (Reputation Institute, 20 13 ). 

Ultimately, an-un-branded state has a difficult time attracting economic and political 

attcnuon and Lhat imag and reputah n are becommg cntial parts of a tate· trategi 

equi Van, 2001). In 2010 three hundred brand experts from Africa met at The Brand 

Africa Forum to address Africa s poor image negative reputation and poor competitive 

1denllty. J hey tr ngly agreed that leaders in Africa should practice vi ionary Jeadershtp for 

effective go emance to weed out corruption, create an enabling environment for businesses 

to thn e m, re-in ent public opinion le erage on its strengths, in ol e the media, transform 

tb Afn an mindset by eel brallng e cellence and stop rewarding mediocrity. e aJ 

proposed that leadership needs to de elop brand strategy policies for their regions. In spite of 

the grim image portrayed about African regions, Johannesburg City is "Joburg- A World 

lass Afncan ity" and IS ranked the mo competitive city in Afnca (Brand Africa 2010 . 

Moreover, Cape Town is 'The World Design Capital, 2014 , (ICSID 2014). The city has 

been recogmzed for integrating d ign thinking strategy with the city s corporate 

management culture as a tool for devel pmg and trans orming its ocial, cultural and 

economic growth (IC ID 2014). 

The focus of the research, was to establish the key success factors of a globally competitive 

brand f; r the unties. A ordmg to the Economist intelligence Unit 20 12), on the 
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mpehti e tnd au bt ~as ranked ll2'h out of 120 caries. A round up of maJor ctty 

unt"e m K n a refl t di p innng trends. Form tan atrobi, Mombasa KaJiado ha e 

inherited pre-col nial ci . brand id ntiti which are comple. and unrecognizable. Their 

taglin d n t c rnmum Le to a wtd audt n , ·ushaun wa Uwamtmfu ·, ··Mtango wa 

Ken a" and 'Emirr Engolon Pooki' re pectively. All three are outdated and are not globally 

competiti e. Ki umu City County ha a di tinct clear brand identity distinct tag lin reads 

Better Living for All''. [t clear! communicates to a wid audience. 'ambu, amega and 

Mandera counties are yet to defin their brand identities. Machakos County, "The Place to 

Be", has a brand identity that is attractive and communicates to a wide audience (Appendix 

IX). The fmdings are consistent with ob ervations made by Kavaratzis (2009) who states 

that pia e branding should not focus on visual graphical symbols alone, or the creation of a 

logo and the incorporation of a new slogan. Branding. however, encompasses many fields of 

intervention. 

Consequently, Kavaratzis (2006), observes that regions with organised promotional 

campaigns visual identity tactics, or re-invent new way for existing landmarks in the 

regton's prom lion. or tage artous e ents m the ctty, appear to be more appealing. Raub , 

2010 states that a weak county brand with a bad reputation has negative and far reaching 

consequences for its future development. He goes on to state that. un-attractive place brand 

lead to d reas~ tn busine a lt Itt , atl t aura t mward rn e tments e perien 

reduction in the number of visitors and e entually re ults in urban decline (Raubo, ibid). 

Furthermore, regions in the world that fail to prioritize and allocate sufficient resources to 

define, debver, manage, de ign and 1 tituli nalize a cob rent 1 ng term brand trategy or 

their regions remain irrelevant brands Anholt, 2007). Di nnie, 2008), observes that most 

leaders lack a areness of the importance of a place brand whose alue goes largely 

unnoticed, unre gnized, unappreciated and unmanaged and it rarely gets measured. 
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l.l.l 8 r und of tud 

as id nttfied for th case study because tts leadership is mo 'ng with 

igmficant trid to\ ard distinguishing i If as a Coun with a uruque 

el pm nt conscious. he unt leader hip eem t have a clear 

vtsion to tran form the county into a new metropolis city, eradicate poverty and tran form the 

lives of the people. The County has been in the lead with the creation of the popular catch 

phrase ··Machako The Place To Be'. In 2013 the launch d a city master plan for her urban 

infras:tructuraJ developmen an ambitious initiative to gi e the county a new social-economic 

face with a well planned landscape. everal international investor conferences have been held 

to prom te ttsdf an investor· hub. ln tors have been altra ted by free busine licenses 

offered during the first year of operation with free Jand leased out for 30 or 60 years. 

The County is strategically located Appendix VTII) with proximity to Mombasa-Nairobi 

highway Jomo enyatta Airport, the railway line and the Northern corridor. he upcoming 

Vision 2030 Konza Technology City is within its borders. Furthermore, the county is rich in 

natural resources vast tracts of land, abundant mineral resources affordable labour and has a 

warm sunn climate (Machako trategic Plan, 2013). he ounty' s online presence has 

improved its visibiJity and authenticity. everal sporting regional events like Masaku Sevens, 

Machakos Artist' Festi a~ KCB afari Rally New Year Eve concerts, Brazillian Kenyan 

carnival to m ntion a few. On the other hand, Machakos ounty was ranked sixteenth out of 

forty seven (16/47) counties (C.R.~ 2013 with a very high poverty rate of the rural poor at 

56.9% absolute poverty stands at 60.7% and urban poor 43.1% against a national average of 

47.2% .N.B .• 2013). 51% of the citizen are considered economically inactive (Machakos 

Strategic Plan Draft, 2013). All these indicators have shown that Machakos County is ripe for 

strategic branding although all these programs have so far been carried out without acounty 

brand government policy. 
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1.2 Pt I m tatem ot 

glo all competttt e rand timulate economic growth builds local prosperity attracts 

octal capital, improves global rankm and po ttJons the coun fa orably t attract trade, 

uri m, tal nt and in tments ( Dmm , 20 11 ). Hov t! ~r, unles the detennmant.s of the 

county brand for creating differenttation promote inno aliveness and competitive ad antage 

in th county brand are identified, this goal may be difficult to achie e. A preliminary review 

of the untte c untryWJde, mdJcate that mo t of them Jack a clear eli tinct brand tdenuty, a 

clear corporate culture have a low county brand value-ranking and lack a comprehensive 

brand go emment policy to design, educate promote, manage and protect the county brand. 

Ma hako ounty ren ts me of th e deficienctes. A rdtng to Brand enya Board 

Strategic plan (2009-2012 , Ken a has many cities and towns with unique, potential, 

competitive advantages and yet most of them lack well deflned identities and image. 

There i an urgent need to empower unties to harne s Lhetr umque competence to become 

regional centers of exceUence. Unless these pertinent is ues are addressed, Counties 

development may continue to stagnate. The existing and current! used symbols and phrases 

are n t outdated r gruzable, unattractt e, Ia kmg m competllt e advantage, do n t capture 

or identify with the people's identity, aspirations and spirit and Jacking global appeal. These 

symbols have been inherited from previous regimes and have failed to evol e with time and 

don 1 repr ent lh needs and the 1mag m em urn . Erlandson 2009) pr po e that 

the county leadership stakeholders and brand manager need to follow the branding process. 

It begins with in-d pth research, followed by design of various prototypes, then educate the 

people on the brand attnbute for buy-an and finally provtde I ng term brand martagemenl 

The Constitution of Kenya (20 1 0) and the County Go emment Act o. 17 of (20 12), ection 

( 4 ), advocates for the public participation of designing the county symbols. Therefore, 

naturaJly ounue , ha e been abiding l th1 policy. They adverh ·e and offer cash rewards to 
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lh pub)t I r th " tnning dt! ·1gn l!nt tlhin a penod of n~:: month. Unfortunate! , th1s 1 a 

h rt tenn appr h. d otd f in-depth research and fail to follow th branding process. 

Furth rm 11 • rding to Ka arntzi 2009 mo t pia e brand tend to focu on visual 

e m n ot branding nl., u h Jogans, m I and ad ertismg camp8.1gn , t a 

coun brand enc mpas the brand pr mise, brand per ptions, brand expectation , brand 

reputati n, brand a ociations and brand lements (Gunelius, 2014). Counties, need not think 

f 1 ual s m l utthtanan, paual 5ecun , and anttatlon 1 u onl . But al address an 

economic dimen ional strategy like county branding to increase the county s attracti eness 

and int matlonaJ visibility. The Urban Areas and Citie Act, 2011 , Kenya Vision 2030 and 

Brand enya trategtc plan 20 -2 12) ha e already set m motion goals to a hiev urban 

regeneration, h we er more needs to be done. Anholt, 2004 suggests that the county brand 

strategy should be a component of th government policy. Unless, Machakos County 

Leg~ lattve A embly nacts a county brand government li y, tt leader b.Jp may find 

branding the County difficult. Studie by the conomist Intelligence Unit 2013) indicate that 

African cities continuously rank ery J as they face the biggest competitive challenges of 

all regton 1th th orst reputauon gl ball . Reputat.ton lnsutute, 2 13 . Region without 

articulated id ntities remain invi ible, and in-action is not an option if county leaders 

genuinely want to improve local pro peri , build social capital and foster economic growth 

Dmrue, 2011 . A chuonally, an un-brand tate has a diffi uh tim altra ting ec n mi and 

political attention Van 2001 . Furthermore if the county brand is left unattended, it looses 

its artractiven ss, brand value, global appeal, reputation and gradually its development 

decltnes. The main purpo e of unty brandmg i not t ris Jeavmg the region· brand 

perception building process to others but to trategically position the region in the best way 

possible Marandu et aJ., 2012). Indee~ a county brand is a key urban development tool a 

valuable as et that need to be des1gned, managed, measured and protected UN, 2 05). 
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l.J 

Jain R 

of th research ' to establish th d tenninants of a coun brand~ 

uired l cr~e diffi renltation pr m t tnn vall enc and mpentt e ad antagt! or 

Machako County in Kenya. 

pecific bj tiv 

Th pe tti bJectt es of the r ear h are. 

i) To establish the relationship between the county leader hip and the county brand m 

Machakos County· 

(ti o e tablt h the imponan of th unty brand Lrategy a county brand policy m 

sustaining the county brand in Machakos County· 

(iii) To det rmine the role of stakeholders partner hip in monitoring the county brand in 

Ma hakos unty and 

(iv) To determine measures and organi ational structures the county leadership needs to put 

in place to enhance the county brand value. 

1.4& ear b u tioo 

Main Research u tion 

The main re earch question was to establi h the determinants of a county brand required to 

reate differ ntJall n, promot inn ati ene and compelttl e ad antage for Ma hako 

County in Ken a 

This research ought to provide answers to the following research questions: 

1) What 1 th relat10nsbJp between lh county leader hJp and the county brand, an 

Macbakos County? 

u How important is the county brand strategy as a county brand go ernment policy in 

sustammg th~ county brand in Macbak s ounty? 
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r le ta h ld~ partn~r h1p m momtorang lh county brand m Ma ·hako 

County? 

t\! What m ur and organisau nal structures hould th county leadership put in place to 

nh e th count. brand a1ut:'1 

1. i nificanc of tbe tudy 

glo all · com tltl e coun brand is an as e and a d elopment tool to lie makers 

becau e an attracti e brand stimulates economic growth, wins credibility and confidence 

from in estors mcreases political mfluence internally and externally and enhance better 

product• e globaJ partnershtp lo b~ able l compele in th economic market. o pohcy 

makers a brand oriented leader hip approach and a collaborative stakeholder partnership 

strength ns the attractiveness of the county brand position in the market Additionally, the 

poucy maker , ben fit from county brandmg which i a trateg1c approach to d elop a 

County Go ernment brand policies, designed to help counties plan and manage their brands 

in the long term. Branding promote a county' s uniquen making it more visible to its 

target audlen e . e county brand manager 1 able to combat negahve stereotypes and creat 

a stronger, consistent messaging for all its communication and marketing promotions. The 

residents, investors and busine s community benefit from a shared vision for the future 

unty, a pr mi quality Life, better mfrastru lure better amenitie m re j b 

opportunitie ti r wealth creation. Happ r idents radiate civic pride and make good county 

ambassadors. Th o erriding contribution is in the academic design discipline where 

d igners need t embra e the busme ide of de ign in se era! areas f e perti e ucb as: 

County Brand Management (Design Management or Urban d sign (Landscape design and 

Landscape architecture) or Outdoor Ad ertising Advertising design) or Branding County 

Headquarter Publ1 ign or Print and Publications Graphics) or Online 

Branding Web ite Design) and PR/Communications (Media design). 
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1. tb 'tud 

research ~ lumted to on Machakos County onl . Accessibility to data was al o 

lumted use of bureaucratic pr t 1 and a lot of red tape. The different r pond nts were 

ted m dt c:r geographtcal I au ns, I e Ma hak ~1tu1, At.lu Rtv<!r r Ma o o 

pausing a challenge m data collection, and travelling expen es. The busy 

political ettmg interfered with scheduled appointmen which get cancelled une pectedly. 

h ugh all lh of 1 rs were n l fully acquainted With unt branding the r earcher 

explained with clarity its significance, in a bid to make them gi e relevant information. 

Addit10naJiy. obtaining books on branding places was a big challenge due to limited 

avaJlabihty. 

1.7 opeoftbe R earch 

The research co ered the county leadership comprising mcm rs of the executi c, legislative 

and stakeholder in Machakos County. onsidering the fact that the Counties had just been 

con tituted in 2010, county branding is in its nascent stage. o far Machakos County has 

e tubtted po tllve mdicators m the area pla brandmg mpared to other countle . 
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ER 0 

2.1 1 t du tion 

This chapt r embraces the body of knowledge in the realm of branding places with a focus on 

county brandmg. The research covers place branding theories, empirical review of globally 

mpellttve ctty brands, their ranking and halleng · fa ed 10th brandmg campwgn . he 

con eptual framework shows the inter-relationships between the ariables. 

2.2 Theoretical Re iew 

This re earch is guided by a comprehensive review of previous works on theories related to 

branding either a nation or a city. Additional the theories are on leadership, stakeholder 

partner hlp , brand trategy, d 1gn management practtce and de agn tlunkmg mind et. 

2.2.1 Place Branding Theory 

Pl brandmg i al referred t place marketing or pia promotion and at 1 a new 

umbrella term encompassing either nation branding or city branding or county branding 

(Berget al., 2001 ). Gold et al. (1994) states that place branding theory is applied to places in 

pursuit of economic development to enhance ultural differenltalion and as ert polittcal and 

social objecti e . Cities all over Europe are using place marketing techniques in their 

administration pra tices and governing philosoph with the aim of increasing its 

attractiven r mmercial gam L it larget markets aratzJs, 2 4 ). The rapid 

advancement of globalization means that e ery place must compete with each other for its 

hare of the world s scarce resources, consumers, capital businesses tourists, investors and 

re 1 ents Anb 1 2 7 . According t Anholt ibid , the competition cone ms what 

preferences or decision criterion a multi-rtational company would decide to undertake on 

where to build a factory or which region is best suited to host an event or best suited to settle 
12 



\\D r \I It iti naJI • Anh It 1b1d). argu that the 1 ton n ed t be based on 

eraJ factor e peciall its reputation on as ociations or memories or expectations or 

fl ling about a place as oppo ed to the brand image. Kotler et al. ( 1999) goe on to suggest 

the unportan ·e o ha\ mg g brand amln sador " ho are u fied wtt.h where they li e 

re willing to m pire and con e a po iti e image at the market place. The research 

tablished that Machakos County engages Miss Tourism Kenya 2014, Ms. Ida Ngurna as the 

ounty' lo al brand arnbas ad r, to mar et and prom te tts t uri m portfolio. 

Figure 2.1 belo by Kotler et at., 1993) hows how place branding theory, addresses 

multiple stakeholder perspectives by integrating differ nt stakeholders, all existing and 

potential customer of a given place. he th ory focuses on multiple target gr up u h as 

visitors, investors, political leaders, the media, students, r idents and companies (Kotler et 

aJ., 1993). Place branding theory centers on people s perceptions and images and puts them at 

the heart of aJJ orch trated act1v1ties de tgned to shape th place and its future Kavaratzis 

et al., 2004). Place branding theory i most appropriate to Machakos County leadership 

whose approach emphasizes the inclusive repre entation of all peoples win their trust and 

allow them all l perience a mem rable, welcoming, safe, and happy visit or stay o as to 

recommend are-vi it or re-consider investing in the county in the near future. 

INVESTORS 
& aUSINESS 

Foreign 
Investors. 
Business 

Community. 
C ·!service 

VISITORS 
TOURISTS 

RESIDENTS PO UTI CAl 
LEADERS 

B I STUDENTS I 

Leisure. lntemal World Global 
Business and Leaders and 

and Extemal and local 
Professional local Media 

Leaders 

tgure 2.1: Mulliple takeh lders in Place brancling 

(Source: Beckmann et aJ. , 2012) 
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2.2.2 ouot Braodio b r , 

Coun · branding theory is a trateg1c approach forth Govemm nt to win b competing with 

oth r pia for tb attention of in tors, visitors. skjJiful wor ers and host hallmark events 

ka araLll , 200 ). Accordmg to Otnnte (20 ll) ctty aulh nttes around the world are 

increasingly considering city branding theory as an emergent phase for achieving competitive 

ad antage urban de elopment, distinguishing thernsel e and improving their positioning 

regol) et al. 20 9). He goe on to tat~ that it al leads to an increas m m ard 

investments and tourism, achieving community development, reinforcing civic pride in the 

residents and avoiding social exclusion and unrest Dinnie 201 1) suggests that the county 

leader h1p and stakeholders need to tart thinking beyond theu traditional approach L 

embrace branding techniques that were once the domain of commercial products and 

services. Machakos County needs to benefit from the county branding theory which provides 

a basi for de elopmg a policy to pur ue economic de elopment and serve as a conduit for 

County residents to identify, associate with and experience their County (Kavaratzis, 2004 ). 

City Brand e pert, Dinnie 2011 ) defines county branding theory as involving the 

unplemeotatlon of coherent strategie 10 managing resource , reputation and unage, in pur utl 

of urban development, the regeneration and quality of life. According to Hakinson (2007), 

several determinartts of a county brand are required such as: These are strong visionary 

leadership, trong compaUble partnersh.tp ; a brand- nented organtzational culture 

departmental coordination and process alignment~ consistent communications across a wide 

range of stakeholders and design management practices. Kavaratzis (2009) further argues that 

the key detenninants of the county brand hould involve the c unty e ecuti es who need to 

work in an integrated approach that co ers nine categories: Th e are isionary leadership 

with collaborative nergies with relevant stakeholders· have a strategy of the county' s future 

and de elopment and tntemal orientation of brand through county management. 
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Furth rm · mw: I mmunin d re u.i nt.s, pr 1 ad uate 10 r· tru Lure t 

what th county brand proJects, plan county- cape and gat ways, opportunities to target 

indi iduaJ and maintain integrated branding commurucatlons (Ka aratzi , 2009). In the last 

lhr~ ade ctlte in Eur pe ha e ~ n implemenung th mar etmg the ry r pra Lice m 

city go ·emance for the competition of inward in estments, tourism revenues and residents 

(Kotler et al .• 199 ). He proceeds to adopt the marketing mix theory and devises four distinct 

trateg1e [! r place Improvement that are [I undatJon · o bUilding a compellliV ad antage as 

follov . Kotler et al. (ibid) starts with the design (place as character) infrastructure (place as 

fi. ed en ironment), basic services (place as service provider, and attractions (places as 

entertainment and recreation). 

An alternative iew is by Ashworth et aJ, 1990) who coins the geographical marketing mix 

which combines promotional measure , patial functional measures, organizational measures, 

and financial m ure . Hubbard el al., 1 8) identifies the re--tmaging of a I cahty and the 

transformation of a pre iously productive county into a spectacular county for consumption 

by addressing several policies. These are ad ertising and promotion large scale ph ical re

development, public art and ivic statuary mega e en , cultural regenerati n and public 

pnvate partnership . In the new economy several other attempts to articulate new approaches 

to marketing place that are more relevant have been strengthened by adopting the corporate 

b andmg strategy m t: place and rporate orgamzation hare similwty m mplex 

dimensions and diverse stakeholder Brownlie et al. 1999 . Corporate branding theory is a 

systematic proce s of creating and maintaining a strong corporate identity corporate image 

and a po 1ti e reputatt n of an organll.atl n by ending tgnals to all stakeholder , by 

managing behavior and all internal and external corporate communications (Van 2001). A 

strong corporate brand is a strong asset and considers strategic vision or goals (management 
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l el , rporat culture and image core alu • kn ledge and atlttud of employe and 

the per ei ed image b external takeh ld rs (Hatz et I . 2001 . 

Ka aratzis (2 4 • argu that aJJ the abo e mention th orettcal framewor approaches 

net:<! t be tntegrclled to provtde gUI ehne f r d el pmg and managmg a globally 

competitive county brand He goe on to note that one of the main difficulties for county 

leaders and stakeholders in branding the county and communicating effectively is because of 

the e 1 tence f a multttude of target audJen and t eholder groups 

busmess. tud nts media. politicians . Finally, Ka aratzis et al. , ibid), notes that all 

encounters with the county take plac through perceptions and images. Therefore, the county 

unage need t be planned and mar by considering 1ts mternaJ and external mteracttons 

Graham~ 2002 . According to Kavaratzis (2004 the county image is communicated through 

distinct types of communications, namely primary, secondary and tertiary. 

Dinnie 2011 ), onclude that brandmg a county or any ther place is more c mplex than 

branding a commercial product or service or space. It co ers some of the hardest 

philosophical que tions like the natur of perception and reality. the relationships benveen 

objects and theu rep~ entation Lh phenomena of mas psychology, the m stenes of 

national identity, leadership, culture and social cohesion. In the future a more inter

disciplinary approach should become prevalent in the field of county branding, reflecting the 

nM for a dt er 1t of th oretical per ·pe LJ es m ord r to capture the fulJ complt:xity and 

multi-dimen ional nature of county branding (Dinnie, 2011 . Though, according to Dinnje 

ibid), to build a strong county brand requires huge financial investment, for example Paris, 

London, ew York and Rome. De pite th huge financial in tment needed to de lop a 

successful county brand strategy, the outcome of county branding will always outweigh the 

cost of the campaign (ibid). If these theories have worked abroad, then Machakos County 

needs to implement the same to achieve mpetitive ad antage and global appeal 
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uot rand lma ommuni ati o 

) tdentifie thr ource of commumcation, namely primary, condary and 

tertiary. required to d termin a ci 's or county brand image. he model focus on 

impr ing tht! mhabttants quahty f living tandards. Kavarallt ' model bel • andtcates 

that urban de ign and developm nt are decisive factors in county imagmg ibid). 

t~e~Uary corn""'"lcMton 
WO'Clotmoum • ecto, ""oc:~ 

Figure 2. 2: The 1m age Communications of a Place (Kavaratzis, 2004) 
ourcc: European Institute of Brand Management 

According to Kavaratzis 2004), Pnmary ommunications concerns spatial (functional 

physical features· and cape, ur an design, cityscape, infrastructure accessi ility, u.c;iness 

and cultural facilitie ). Non-spatial (symbolic: county s administrative structure in policy-

making and the manag ment of its stakeholders, its social-cultural behavior and delivery of 

erv1ce pro 1 t n trategy, finan Jal incenti es, quality of ervt and events 

organized for visitors and inhabitants). econdary ommumcatlons (official communication 

by authorities through intentional promotional activities, marketing practices, pub I ic 

relanons, ad ern tng campatgn , graphic design, and logos . 1 erLlary 'ommumculton are 

the reflections of the county image reinforced by media or competing cities, which cannot be 

influenced. Kavaratzis s model completely dispels the notion that branding the county is only 

about graprucal symbol , or a mmuni ation trategy or a promotional campaign. 
17 



opt thJ m el Ull} becau e ntra t popular 

behef county branding needs to be m control of all th e communication by employing 

trategic and project management pnncipl to be abl to deh er the county brand promise. 

2.2.2.2 ommuoi ti o ou b Poio to h lp d i rat omp titi ount Btand 

uccessful city brands are closely managed and protected (Baker, 2015 . CE s for Cities 

(2006) is a network of mayors in leading European cities who designed the m del in figure 

2.3 belo\ . lt auns to create a umque pictur o a it or unty by con idenng every point the 

target audience comes into contact with the county brand as an opportunity to enhance its 

value proposition. 

~ Advertising 
~Website 
~ Public Relations 

During Visit 
or While Makin Decisions 

~ Signage 
~ Environment 
~ Transportation 
./ Airports 

Post -Visit 
Or Post Decisions 

~ Photos & Memories 
~ Word Of Mouth 
~ Direct Mail 
~ Public Relations 

Figure 2.3 : Touch-Points (Target Audiences) To Deliver on the County Brand 

The ftrst step considers: Pre-Visit Touch point considers increasing awareness and 

kn wledge of the county through ad eru tng, publi relatJ ns, brochures, spectal e ents 

listmgs and web sites and drive the target audience to consider the county among its options 

for consideration. econd step: During A Vt it Touch point considers interactions that can 

occur during a vi it t the county wh1 h includes firsthand e penences, at the ounty ' s 

manicured parks clean streets and bustling nightlife. Third tep: After Vistl Touch point 

consider interactions that occur after a i it or after a decision has been made. These include 

c mments from c lleagues, daily new papers and other news media, photos and memorable 

experiences from the visit direct mail and email marketing. 
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fbi m e) 1 important f r M ch k unty brandtng d partm nt because tl gutd poll 

make n ho to target audien , think po itivel about th county brand essence ate ery 

tou h point in the County. The brand e ence being th county s brand ision, brand name 

and }mbol, brand attnbu~ bran benefits organuatl nat culture, brand po ·ilioning, brand 

pe onality and brand alue. 

2.2.2.3 Brand rchitecture of the oun ub brand 

Bjomer 2014) reaffums that a ount t pol centn and pol - unctt nal there or~. It needs a 

cohesive marketing message. Florek et al . 2006), holds a similar iew that a County is a 

multiple system with several components required to enhance the image and identity of a 

regton. R earch mdicates that brand archttecturt: pr vtd an effective m del to 

hannoniously manage the county s brands portfolio of products, services, specification of 

roles and relationships (Dinnie 201 1 . Furthermore a coherent brand architecture provides 

impact, clarity ynergy, and le erage Aaker et al., 2000). lark 2007 notes that one of the 

sub brands is inward investments which is key enhances job creatio~ expands tax base 

budget-management, improves credit ratmgs, funds education, de elops infrastructure, and 

offer better ervtce deliveries. Urban L un m b lby 20 4), ugge ts that an att.racll e 

urban landscape is also key, with photogenjc signs, county trips, beautiful landscapes, 

Jand.mar , hallmark events, recurring fe tivals, scenic feature and famous personalities. 

Urban branding through gre n spa enables makes regton m re livable, altraclt e, 

hospitable to nature, directly impact air and water qualjty carbon emissions, food security, 

public health community bonds, wildlife habitat, energy independence, historical 

preservation, tourism and job creation Brailennan et al., 20 l 0 . nline ounty branding has 

a strong influence on consumer behavior, perceptions, increases place awareness, shapes 

image, communicates brand identity, brand design, picture gallery, projects, plans, interactive 

communication, dback, and virtual s1ghtseemg Florek et al., 2 6). 
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.2.3 utlt Br odin Pr'o l b r 

Dmme (20 10) tate that the ociety i n t tatic. oct taJ chan mean that Counties keep 

e olvin and n w realitJe emer e (001 et al.. (20 I 0). To k p a place brand aJive, Erlandson 

) de eloped th brandmg pr that brandmg needs to be 

ongomg, updated regularly, and should not remain static. rlandson ibid} states that place 

branding is long term, cwnulative and needs a branding process that in olve four teps: 

research, de tgn education and m int nan e. he count branding proce reqwr a 

planning group to ensure e ery branding stage is succ sfull executed The first step is in

depth research be carried out through market analysis and community surveys to establish a 

long-tenn brand concept that fits the g als and rea.Utie of the mmunity. eoondJy careful 

design ensures all brand elements complement the county brand concept Design additionally 

builds the county brand identity, vi ion, goals and comprehen ive brand strategy formation . 

Design and educati n efforts should ~ up-to-date and u tam organizational partnership 

with people. The third step, is education which ensures aU events, promotions and advertising 

projects communicate a consistent mes age to all merchants, organizations and residents. AU 

t itors sh uld be able to recogruze, relate to and promote a ns1 tent brand mes age. 

Branding efforts will only be successful if it is maintained by developing and implementing 

an action plan, control, and evaluation program. A preliminary survey of Counties in Kenya, 

mdicate th ab en f adherence to th branding pro e . ln lead, outdated pre-colonial 

symbols are still in use and they are irrele ant to the Counties pre ent day aspirations. 

2.2.4 ounty der hip theory 

he Countie in ~n a are led by Go m r who e mandate t guided by the Constitution of 

Kenya {20 1 0). Chapter 6, Article 73 ( 1 ). This policy advocate for servant leadership style 

which is responsible, promotes public confidence in the integrity of the office, brings honor 

and dignity to the office, serves, re pects the people, provides better services and 
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mtr. tru ·ture. Accordmg t Dmnj 20 ll , lea n,hip th ry r unlle h uld be 

in lusi e, collab rate and foster co-operation with stakeholders, and practice participative 

I adership styl with a shared r ponsibtlity It i al o ital to ha e trong leadership capable 

ot han hng d 1 • n malung p ith lear int r-d partment orgaruzatJonal r le wt.th 

th local government Anheier 2012). This is a hybrid fonn of organization where al1 

partners are equal and practice bottom up leader hip to accommodate local community and 

takeholders eldt:r et al., 2 6). ' ara 2 3 • ugge ts, t ionary fa ihtall e leadership 

theory optimistic; action oriented· inspires and chall nge others to achie e full potential, 

has integrity, trust and credibility, has a sense of purpose in life, and accepted personal 

re ponsibility) and offer: value-based Jeadershtp th n rather than power-onented 

approach to leadership theories. Leadership needs to understand its past, present and future to 

be able to see the strengths weaknesses, ranking and be able to deliver the brand promise 

( re~ 2012). Worldwide Governance Indicators baed on th World bank Jndicate that 

effective leadership leads to effective governance in accountability, political stability, 

effective go emance (stability of budgetary revenue expenditure, taxation) in fonnulating 

and unplementing und poli ie regul tory quality - h many days to start a busine ), 

the rule of law (respect for citizens, property rights, banking system), the control of 

corruption in government institutions that govern economic, and social interactions. 

Ulttmatel , e.ffi ti e go emance WJth good tDStJtution and pohctes i mstrumentat m 

attracting investments in the form ofloans and grants (Kaufmann et al., 2007). 

Machakos County leadership demonstrat s the effectiveness of servant leadership from the 

pre nee of a str ng 1 tc pride m its popula e. Better till Machakos ounty leadership has 

d rnonstrated the presence of visionary facilitati e leadership theory in its quest to transform 

the County to a modem metropolis. For effective governance, the leadership needs to put in 

check corrupuon, polatlcalmterference and rt:ate more awarene on the county brand. 
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2.2. bolder 

Stakeh ld r theory plays an unportant part in d tennining th \' a in which organisations 

intern t with their en ironments, ho the conceptualt e relati n hips with various groups to 

wh m Lh are cl ly related, under tand what an orgm1 uon alue creat1 n 1 , ho\l It IS 

generated and for whom (F riedrnan et al ., 1994 ). 

According to Anderson et al .• (2009) stakeholder theory i a more networked based tructure 

and th retau n bet\' een membe are equal. He taL tha~ the theory unloc the h per

complexity of the county and multi-relational dimensions, its urban governance. identity 

construction, its marketization and public management. The stakeholder concept has entered 

the arena of pubhc management, unty planning urban g vernance, public admimstration 

and county branding Virgo, 2006) corporate communications Trueman et al .• 2004) and 

marketing (Kotler et al, 1993), initiated by public management reforms (Pollit, 2000). 

Trueman et al., 2 4 • combines county brandmg and takeholder management because of 

the county's complex brand structure dealing with multiple identities. 

Furthermore, stakeholders play a critical role in the management of a highly structured 

bnmding proce: s reeman et al., 2 2). llaboratton between the organization and tt 

stakeholders is unfolded in concepts such as interdependency, co-responsibility and co

decision making Friedman et aJ., 2006 . takebolder theory addresses value creation and 

trade, the problem of busine elh1 , managcnal concepnon o rgamzational management 

strategy in internal and external relationship between an organization and others (Donald on 

et al. , 1995; Phillip , 1997). Trueman et al.. (2004), applies stakeholder management theory 

as a practical, analytical tool for devel ping the county brand and measuring the county brand 

equity. From a participatory perspective stakeholder theory assumes acti e participation in 

processes of accountability and the well being of the enterprise (Clark, 1997). 
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ccordmg 1 

partn htp co-operanon and orgaruzation takeholder th ory represents a general ense of 

soctal m luston in a communi in which e ery ctti~ n is a alued member who contributes 

and ben tits tar ·e 1 97 . Urban g ernance rehe on a br ad and multiple on eplton 

cttizens and stakeholders in ol ing actors from the tate and regional bodie busine ses 

GO's re earch institutions, the media and environmentali ts (Healey 2006). Therefore, the 

takc:holder th ry detin wh on t1tut organizational t eh Idees, tbeu r lau n htp to 

an orgaruzation and based on functional-action oriented basis (actions, investments and 

communications, de eJopment and implementation of the county brand strategy) and rational 

rransactt n w1th table centnc relall ns between pby teal Lt n and the orgamzatton as a 

constant authority. Freeman, (2002). 

Phillip ( 1 997) and CaroU ( 1993) point out that the moral obligation is an important 

lakebolder alue which articulatt: b th ethical and tal-emotional conn tali n . 

Stakeholder management theory addres s how communication amongst stakeholders is 

perceived and interpreted, transparenc open dialogue and mutual understanding within the 

netw rk Mitchel et a1 1 97 ; as m, 2 9). foa.nally, tier 2003, ad cate or 

stakeholder performance scorecard in which organization track the satisfaction and 

management acts when one of the group shows an increased Je el of dissatisfaction. The 

theory al m Jude power, urgen y and leg~Umacy wh1ch affect the way the bu m 

entities choose to manage their relation hJp with stakeholders According to Bovaird (2008), 

there is a hift from a centric conceptualization of the county to a more dynamic, fluid county 

1lh a highly sopht llcated, trategi g emance based on innovation, business management 

and organizational networking. Machakos County needs to collaborate more with 

stakeholders to manage the County s highly structured branding process and to ensure the 

ambitJous c1ty master plan comes 1nto frwllon and "'The Place o Be' li es on. 
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2.2.6 Br nd trat 

Th ingle great t det rminant behind rebuilding or nhancmg or r~tn igorating a 

ucce ful coun brand depends on a comprehens1ve brand trategy and should align to three 

brand man gem nt theones whtle cl ely hnk~d t tht: count · busine strategy Oakley 

2013). i) The theory of brand loyalty (ii) The branding theory (brand name brand 

a\\aren , brand promise brand equity and brand d elopment) and finally (iii) The alue-

based brand th ry the brand· h bl 1s the custom r) apferer, 1997). 

The main aim of brand strategy is to enhance the internal and external brand opportunities, be 

strategic, visionary, and be proactive with a long term focus (Heding et al., 2009). It should 

consi t of a cust mized range of dements fr m e en brand approa he as olio . J'he 

economtc approach as part of a traditional market mix); The idenltty approach (brand hould 

be linked to corporate identity); The con umer approach (brand linked to consumer 

approache ; the per onaltty upprouch brand has a human-like character)· J'he relatwnui 

approach (brand as a viable relationship partner)" The community approach (brand as a 

pi otal point for social interaction); and the cultural approu ·h (brand as a cultural fabric) 

(Hedtng et al. , 2 

A different explanation is offered by Ka aratzis (2007) and Ranisto (2003), who collectively 

propose a general theoretical framewor whereby tbe brand trategy needs to concentrate on 

the marketmg a places as a busine locatt n to attra t mward tn tments. The framew rk 

needs to consists of nine success factor of five place marketing factors and four branding 

practices as follows: (i) Planning group the organ responsible to plan and execute market 

practices u) 1 1 n and strategtc analy i , 111) place identity and image, iv) public pnvaLe 

partnerships and v leadership. The others are (vi) political unity on public affairs, (vii) 

global market place, (viii) local de elopment and (viii) process coincidences like remarkable 

occurrences of e ents. 
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A ording to 1nn1 2011) Ma hak ount I ad r h1p need t de el p ll own 

customised brand trategy, write it d wn and enact it into a count brand government policy 

mce without it the county leadership and its stakeh ld rs rna n t ha e proper go emance of 

Lh • count brand and tl ·u ·tamabih as a li mg and li able en Ironment. He urther 

·plams that brand strategy requtres long tenn comrrutment, ad uate budget allocation, 

re pon i en s to soctetal changes and the need for specific objecti es underpinned by 

ngorow, r earch Dmrue, ibtd). fhese theoretical framework on brand trategy should give 

Machakos county a head start to come up with their own customized brand strategy which 

" ill ultimately be enacted into a county brand government policy. 

elder et at., (2006 , h1ghltghts m r theorett al und rpinrung on brand trategy as folio 

Brand trategy is important to the county because it defines the county brand identity, brand 

unage brand reputation and brand attributes for the future county as a place to live, learn, 

work play and isit. Brand strat gy defin the county·s brand promi ·e of value which mu t 

be kept. It assesses the county brand status quo (review of the public, private and civic 

policies, plans, research documentation~ audit and examination of stakeholders and how the 

o~rate, ·se rntemaJ and e ·temal aud1 n ). Brand commumcall n brand positioning 

and brand equity. It further, addre ses what the key audience wouJd experience, explore 

themes, branding process, attainability and alue. The brand strategy must resonate with the 

people tran late into actual action , I ic1e plan , in e tments, j tnlmtliative , cuJturaJ and 

spon events. Brand strategy has a big impact on spatial and economic. cuJturaJ and social 

planning cheduled, on brand activities and communications, brand strategy would impact 

on brand management and m e ure the (; unry brand comes alt e. 

The county brand strategy de 1 es a method to monitor the county brand progress and 

e aJuate the impacts of on brand investments, actions and specific initiatives number of 

VJSttor , amount of in esbnents, and JObs created) elder et aJ. 2 6). 
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.2.7 an nd 

Ace rdmg to M rgan t al., 2011 ), randing th County r quires the multi-di ciplinary 

nature of d 1gn management k1lls to o ersee th comple and pol centric nature of the 

un brand unt} branding and mar ·etmg pr mouon · are tas that need t be handled 

b · profi 10nals Morgan et aJ., 20 . Howe er, mot go emments do not have 

proft tonal! tramed people to undertake the county branding campaigns, nor doth ha e 

pro[! MonaJ ag net r con ultants r that matter Bjorn r et aJ. 2 14). ru 

highlights, how d ign plays a key role in shaping the world, generate new products, y tern 

and ervices in re ponse to numerous market conditions and opportunities (Best, 2006). 

2.2.7.1 D i n lana em nt beory 

D sign management theory aligns design strategy, corporate strategy and brand strategy, for 

better brand equity, differentiation and managing product quality and achieve th 

orgru alton g a1 Morgan et aJ., 2 11 ). Design management theory i an all inclu ive 

management of the county design whose elements are county topography, general 

impressions, presentation and management and creativity being the bond that binds these 

elem nts t gether Morgan et al. ibid). 1t t a bu me discipline, integrating de ign thinking 

and includes an organization•s operational, strategic and a human centered approach to 

managem nt communications, marketing practices, environments and brands to enhance an 

rgarusat1on • and a hie ement of goal . De tgn Management In lltute 2 13 . 1t 

manage a sustainable corporate brand identity or image, brand portfolio, reputation and 

enhanced isual communications. Design management theory uses project management, 

trateg1c managemen place marketing techniqu and the appllcauon of multt-d1 tplmary 

d ign skills to control the creative place branding process (Design Management Institute, 

ibid). The theory applies total quality management, a creative acti ity a problem sol ing 

acLJ tly a ystematic activity and a coordmating acti ity M zot.a, 20 3 ). 
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Accordtng to ' orb I 76), de 1gn man gement 1 multi-fa ted, it influen • shape target 

audien and operates aero all thre categori of d tgn (i Product (graphic design, 

industnal d ign~ packaging d ign rvi d sign n lnformallon (information d ign, 

braodmg. mulu-medta d tgn we;:b de ign 111 Hnvtronmetll um er al de •gn, exhJblllOn 

dtsplay, interior design and landscape design (Best 2006 . 

2.2.7.2 Go d D ign · Good Busin 

Accordmg to l::..l.U 2013) Eur pe 1 leading with the m t compeuu e c1t1e gl baJiy. ln 

2007 a joint initiative from seventeen different countries in Europe formed Design 

Management Europe (DME, 2009) with the aim of promoting the strategic use of design 

management wilhJn European 1t1e . ME 2009 , began offering the award, ADMIRE 

Avard for Design Management Innovating and Reinforcing Enterprises) whose overall 

objective is to raise awareness stimulate cities to in est in strategic design management and 

use it as a key dnver for inno atton competitivene and good design management to 

achieve their goals (Design Management Europe 2007). According to Design Management 

Europe. design improves the performance of the inno arion policy and communications 

policy of an orgaruzation (Mozota, 2 3 . bey also ob erved that design improves and 

transforms the global economic performance of an organization as a profitable investment 

and improves the people's living standards esign Council, 2011). Yet stil~ design research 

, done under de nptive tudie aid 19 ) and creal vaJu~ on a rna ro-economic le el 

(Design Management Institute, 2013). To crown it all design creates competitive edge and 

visibility of a region on the global arena by developing exports, by increasing market shares, 

favoring technology tran fer and all ws fl r a premium pnce R thweU et al., 1984 ). 

evertheless, design helps re-structure the economic sectoT in planning and management 

(Lovering, 1995). These practices have worked in Europe and th y need to be replicated in 

Machako unty to promote differentiation, inn vation and competJtive advantage. 
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2.2.7.3 

Design Th ory i a ociaJ acti i a pr blem ol mg a h ity, with creative solutions for 

p ferred outcom (Papan k 2005). 0 ign theory 1 about building ones community 

constru ·ttng a ·1al networ that que LIOns and 1llummates e eryday pracllce Arm trong, 

2009). Traditionally designers focused on enhancing the look and functionality of products, 

services and paces, but recent! d ign rs are using d ign to tackle more comple ocial 

problems for e traorduwy results Br wn 2008) u b brandmg the ount . a lJtng 

today· global challenges requires radical thinking, innovati e, highly creative solution and 

coUaborati e action in order to improve people's lives and atisfy human needs a driving 

force {; r econ mt growth and tht: J b market (Brown, 2 ). Designers en ure 1 ual 

symbols conform with the vision and values of the county deli er brand promise provide 

brand strategy integrated with corporate strategy for long tenn competitive differentiation, 

create po nive, c n 1stent, brand experience Humnabadkar el al., 2003). De tgn provide 

cutting edge innovation to creati e industries, world class designs, accelerated sales profits 

and manage multi-media communications (Design Management Institute, 2013 . Moreo er, 

design communicat the value pr po ata n b bwldmg a tronger us r experience around a 

brand (Humnabadkar et al., 2003). 

2.2.7.4 Human- entered, ociaUy R pon ible and Design Thinking Theories 

Designers employ a us r-eentered appr h theory which f; on the needs and v.ants f 

the people their challenges and exten i e attention is gi en at each stage of the design 

process. 'This enable the designer to come up with meaningful olutions to the people's 

problems Humnabadkar et aL 20 3 ). 1 ht r earch used lh human centered approa h to 

carry out in-depth re earch at Machako County in order to come up with extraordinary, 

meaningful solution on the County s brand identity and corporate culture. 
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oc•all re pon tble de tgn th ry 1 a po llJ e aUttude that cmph tze ' the n ed and 

perien of the people o er th cone m of forms or a sth ti (Papanek~ 2005). D ign 

managers emplo a SOCially responsibl approach t0\'<7irds th commumty and go emm nt at 

large an to dr pr blems and ta mitiallv L msllgat Itt e changes thr ugh d ·tgn 

processes and re earch Papanek, 2005). his research succ ssfully used this line of thinking 

to gath r data, by focusing on the re earch respondents in order to capture their aspirations 

about their county. ln a diu on, accordmg to Brown 200 , d 1gn thinking the ry, IS a rmnd 

et which is solution focused thinking which offers strategie to address complex problems 

and offers meaningful-practical solutions to make the world a better place. It is also human

centric w1th a rnultidi ciplinary approa h. e design thmkmg theory and proc involves 

in-depth research to understand the people s needs and wants and defines the need and 

motivation of users. Next is the ideate stage for generation of many ideas and creation of 

multiple protolype . hereafter, test tor feedback from diver ·e group of end-u er to identify 

the ideal end product (Brown, 2009 . Cape Town. The World Design Capital 2014, is on 

record for employing design thinking in the transfonnation of the urban design management 

of 1ts caty. Therefore, Machako ounty needs to cons 1 usly adopt design thin mg mmd el 

in its administrative orgaruzation because of its solution focused approach towards olving 

complex problems using local re ource for urban regeneration. 

2.2.7.5 L nd pin D i n a t l (! r rban D i n 

Urban destgn i yet another. interdisciplinary design skiU, that can manage and shape public 

spaces such as cities, towns, counties, constituencies, villages in the way they are experienced 

and used (Bamt!~ 1982 . Barnett ibtd) t!xplains that the g al of urban deign i t make 

urban areas like Machakos County more functional attractive and sustainable. According to 

Barnett (ibid), it invol es urban planning, landscaping architecture and design, ci il and 

municipal engmeering, su tainabihty. Urban design help c nnect between people and places, 
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m vement and urban rm. nature and th built abric. dnt\ together the man Lrands of 

place-makmg. en 'ironmental teward hip ocial eqwty and economic viability into th 

creation of pi 

deplo local r 

with dtstlnct beauty and identity creatmg a i 1on for an area. It furth r 

ur and 11 needed L bring the c unt 1 ton to hfe 1b1d . 

2.2.1.6 dverf ing d ign as a tool for Outdoor d erf iog 

The outd ors landscape or c unty-sca image is the o crall pu lie image and i outdoor 

advertJsing campaign should be arti ticall promoted to influ nee public opinion and enhance 

the harmonious de elopment between outdoor county spac and the county image creation 

Maosheng, 2 13 . urtbermore, 1l bwlds county brand awarene , con ey information t the 

public, beautifY the urban environment establish social re ponsibility and earn the county 

revenue. Outdoor advertising blends architectural space factors such as the en ironment, 

road and the natural land cape, Mao heng, tbtd). his 1 • yet an ther area Macbakos ounty 

leadership needs to engage design managers to influence the residents public opinion in the 

right direction. 

2.2.7.7 Interior D i n for Braodin oun Headquart rs and Public Reception r 

The environment at e ery public reception areas at the county headquarters need to reflect the 

county brand image, identity and conjure a d namic first impression. According to Baker 

(2012 , every urban region hould intentt nally have a c h 1 e county brand decor with a 

welcoming ambience and a clear corporate culture clearly displayed. e ertbel s, a county 

needs to showcase its catalogues, new paper articles featuring business involvement in 

groundbreaking erem nies, promollons, open houses and pre entahons Baker, ibid . 

2.2.7.8 Public Relation , Marketing and ommunications for Building Reputation 

ccording to Zavattaro (2013), county randing is centered around creating and 

communicating a alue added brand while public relations with ad ertising, marketing and 
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mmum att n a tJ 1lte rdl awart!n manage rclalt h1ps and buil , a fa orable, 

po 1t1 e reputation ith stakehold rs u h as emplo , media, go ernment officials and 

m tors, Pubbc relations deh er th auth nticity and d1 tinctJ n s of the coun brand 

b1 h 1 an ongomg task and pr a u ely take control to h pt! lh place narrata e and pre ent 

scandals touching on the county brand. (ibid). 

2.2.8 om petiti e Identity heory ( 

According to Anholt 2 7 , mpt:tlh e identity fhe ry 1 a hJeved when a go emment 

can compete in the global economy. When it has visionary lead r hip, a clear vision of what 

their county is what it stands for; and where it was going. Anholt ibid) states that a county 

can a h1eve 1 if everybody spea with one oice and all a t1 n are coordinated in the 

sectors of investments, policies and communications tourism promotion brand , culture, 

people both internally and externally. Abo e all county brand strategy and management 

should be a component of the county go emment policy w1th empbas1 on promoting 8 % 

innovation 15% coordination and 5% communication ibid . 

Coordinated stakeholders create harmon in all county operations and gradually s lasting 

benefits for expone -importe , g vemrnent, culture, t UTI m, imuugrati o and its 

international relations. According to Anholt (ibid), brand management should be synthesized 

with public diplomacy, trade, investments tourism, and export promotion with enhanced 

nattonal compelttJ en m a global w rid. 1 d note that consumers prefer makmg 

mformed buying decisions. Therefore Machakos County needs to have a brand-led approach 

towards all public affairs and maintain good ad ertising for consistency in relaying all county 

m ages. "[be benefits of a globally c mpetlli e county brand reflect a po itive reputauon, 

civic pride in the populace and innovation is highly prized and practiced CI guarantees 

higher employability. more effective bidding for international e ents, effective investment 

promotions and h d s1rable county o ongm exports. 
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1 m an gr ter intemati nat profil . tan ng and medl , a impl r 

and gl bal bod1 • and mor producti e cuJtural relatJo v.ith other regions. Cl attracts 

con ume , toun , talent. in to , r pect and attention. Th researcher agrees with 

Anh lt 1b1d) that an outdated unty tmage mean the pla e has no 1dentJty beyond 1Ls 

immediate neighborhood. 

2.2.9 beoreticaJ Framewor For Plac Brand 

11u u n e. armne place brandmg m I used as te hmqu to build the place brand t 

achieve place purpose, direction, deli er brand promise, benefit , values and secure customer 

satisfaction, economic, managerial, community, business and political attention Kotler et al., 

1993 . Past theoretical research md1cate that no smgle model can~ or comprehens1 ely n 

its own. Each model addresse a differ nt aspect of the county brand. Due to the complexity 

of the county brand, everal models need to be integrated to produce a holistic county brand, 

According to Anholt et al 20 4), the unty tmage can be created by deliberalely aligning 

the key success factors namely the county leadership, stakeholder partnerships, country 

brand strategy and design management practices with place branding models, to build their 

distinct identitie . It is the cumuJall e dfect of the e commurucation channel \ hich, o er 

the years create a globally competitive county brand. 

2.2.9.1 The Gilmore model 

ilmore 2002) tat that county brandmg begm v ith m-depth research, a WOT analy 1 

of what is on the ground, identify and capture the spirit of the people, the current brand, 

identify unique brand attributes and h w to mo e forward. These are founded on county 

ISion, values ulture, history, econ m and the people's penences. When a brand i 

backed by solid research, it has more substance, and meaning and therefore, gives a complete 

and consistent o eraU brand. It further addresses brand positioning of macro trends like 

ocio-economic pohticaJ and legal tatus, population, cultural and lifi tyle trends. 
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mc:rging ind Lri and di e::r t 

anous audiences hke ISttors, r td nts, in e to tuden , r uree and opinion formers 

\! ho mu t retain the brand integnty, c re alues and the tat • pint. The research u ed thi 

m el to b rve the pe pie n them unt · brand t ent.tty and orporate 

culture. E id nee accumulated indicate that mo t coun brand ha e failed to impre 

becau e of focusing a short t rm approach. Th ad erti e '" th media for the design of 

unty bran and offer ash r wards. Tru approa h re::sult m brand wh1ch lack ub tancc 

and alue because no research or branding process was carried out in the first place. The 

principles of this model were mployed when carrying out in-depth re earch in Machakos 

ount t understand the re pond n n , wants and asp1rat1 ns a utth tr ounty. 

2.2.9.2 Le e of Place arketing model 

K tier et al (2002) suggests that a rand in place marketing adds a dimension that 

differentiates one location from other locations. Kotler's model addresses three areas in 

strategic place marketing. The are target markets marketing factors and the planning group. 

he plannmg group is mad of cttiz ns, the busin mmumty, unty and nall nal 

go emment to engage the public-private sector and shape the future of a place. It diagnoses 

the community s major problems and their causes. It identifies and de elops a long-term 

oluuon b ed on its commumty value , re ource · and opporturuties that in olve 

inve tments, transformations and four marketing factors. 1t assures basic services and 

maintenance of infrastructure, impr es quality life with new attractions and the 

ustatnab11Jty o current and n . De elops a new carnpa1gn and unage about the 

place' improvements and important features. Machakos County can benefit from this model 

for its guidance on how to organize a trategy to market, promote, satisfy and meet the needs 

of all 1ts targel mar et customer , CLtizens, busin men, producer f g 

investor , export markets tourists, isitors, students, media and politicians). 
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Th Bl ind has e,·ol ed t be th leading place branding tool global! . Brand Ken a 

Board u th arne model. It i a t effecti e and c mpreh nsi e model for analytical 

ranking of lh image and reputau n of etther untry r cit or c unt . lt 1 used to 

measure buil<L manage and impro e a region's standing. It e, amines the region's distinctive 

cbaracteri ttcs uch as assets of national competence, toun m, exports people go emance, 

mv~ent, u1tur and hen tag Anh 1~ 2 05 . T oun m ap~al addresses natural beauty. 

historic buildings, monuments vibrant hfe and urban attractions. Exports, ensures all export 

packages are labeled and checks the county s strengths technological science, creati e energy 

and industn . Pe pie are asses ed n friendlm and thetr appeal on a per nal le el. 

Governance is the competency and bonesty of the governmen~ respect for citizens rights, 

and global behavior in international peace and security, environmental protection, and' orld 

poverty reduction. ln estment i a county's power to attract talent and capital mtere l m 

studying, working, Jiving its economic pro perity, equal opportunity, and the quality of 

Li ing standards. Finally, culture is heritage music, films art literature and excellence in 

sports. e re ear h idenbfied tht m el ti r Machak unty because it examme the 

perceived international and public opinion of a its busines es, trade and tourism efforts, 

diplomatic and cultural relations. It additionally, addresses global appeaJ brand image and 

ucce s 10 attractmg in e tment capital, L un m ports, talent nd polallcal influence. 

2.2.9.4 ity Brand Index BI ind model 

The CBI inde captures the complexity of cities, regions, nations and counties. It mcasur s 

their performance, comparative rankings, existing and tested image, reputation and 

perception of a region (Anholt, 2006). The CB£ index monitor six dimensions by exploring 

lhe people' perception on th regi n • presence, place, pre-reqw ites, people, pulse and 

potential. Presence is based on the county's international status and standing and the global 
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f th reg1 n PJa e ·pJ r the reg1 n·s ph 1 aJ ·pee h e hmate 

cJeanline of en ironment and attractiven s of its buildings and parks. Pre-requisites the 

basic qualities of the county wh ther th are atisfactory or affordable or accommodating. 

lts tandards of publtc amemttes uch as ch Is, bo p1tals, transportatton and ports 

facilities. People reveal how the inhabitants of the county are percei ed either as wann or 

welcoming or culture and feel safe. Pul e measures the perception on leisure time and how 

e citmg the county t perce1ved n new thmg to di co er. Potenllal measures the perception 

of economic and educational opportunities within a region (Anholt, 201 I). CBI index is an 

appropriate model for Machakos County to make use of in five years time, 2008. It will 

analyze feedbac om county re ideots on county perf rmance~ trenglhs and weaknes es. 

Additionally, it determines changes in attractiveness of the county brand, the town, 

environment, facilities and infrastructure, economic and investment patterns, the effects of 

political or regulatory adjustment , county trends, lei ure, culture, night life, susta.mabtlity 

and tourist attractions. 
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2 

Figure 2.4 bel w, dssplays the conceptual framework f4 r the research. It i a conci e 

d ription of the id and prin iples und r stud accompamed b a flo" chart. di playing 

tht: maJOr ariabl and categ n nn ted b lme and arrow to how th r I uonsh1p 

and mteractions (Mugenda, 2008 . 

INDEPENDENT VARIABLES DEPENDENT VARIABLE 

COUNTY LEADERSHIP ..... 
"' Visionary, Action-Oriented, Brand-Oriented ~ 

.t Collaborative Partnership with Stakeholders 
.t Challenges Faced in County Branding 

GLOBALLY COMPETITIVE 
STAKEHOLDER PARTNERSHIP COUNTY BRAND 

.t Identify Key Stakeholder Partners ..... , ./ Clear Image, Attractive Brand 
.t Stakeholders Role and Responsibilities 

~ 
Identity, Positive Reputation 

~ .t Deliver on Brand Promise 

COUNTY BRAND STRATEGY 
./ High Returns On Investments 

~ .t Brand Architecture 
.t County Brand Strategy (Government Policy) 

, 
./ Better County Brand Ranking 

.t Business Incentives & Tax Breaks 

DESIGN MANAGEMENT PRACTICES 
./ Design Management Skills + Adequate Funds 
"' County Brand & Public Relations departments ..... 
../' Model Framework for County Branding 7 

., Design Management Project Portfolio 

II' 

Figure 2.4: The Conceptual Framework 

r ht: anabl are mt:a ureable charactenstics that as ume di1Terent value am ng the 

subjects. The independent variables are the county leadersrup, stakeholder partnership 

county brand strategy and design management practices. These ariables can be manipulated 

m order to detenrune their mfluence n the dependent ariable, the globally competitive 

county brand. The research sougbt to establish the type of relationship between the county 

leadership and the globally competitive county brand. 
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' ndl • it ught to tabh h th tmportan of th · unt brand strate a uoty brand 

gov mm nt poh · in ustatrun th glo aJI competitive coun brand. Thirdly it ought to 

1dentJfy the ta.keholders for th branding proJect and determine the role of takeholder 

partn rshtp m m rut ring the:: gl ball mpettttve unl brand. FmaJl • Lhe stud ughll 

establish how the county leader hip can put in place organizational structures to enhance the 

county brand value and develop a mod 1 frarnewor for branding Machakos County. For the 

depend~nt anable th re ear h u the l Bl) md to d termine the le e1 of us 

competiti eness in the sectors of investments, governance, exports, tourism, culture and 

heritage, people between (2012-2013). 

2.4 Tbe mpirical Review 

This chapter reviews city and nation branding in practice, their principles, chalJeng , case 

studtes and achievements of measured phenomena It also derives knowledge from actual 

experience from other researchers' findmgs m the same sphere of branding places. 

2.4.1 Wby do mo t ity or County branding campaign fail? 

. do ing a city rand offers tremendous rewards if done correctl · and if the scope of brand 

planning is clearly understood. Baker (20 15) states that most city branding projects get off to 

a great start with a lot of publicity and ~nergy, only run out of steam, suddenly the brand 

fades and be::com confused to ustomer and takeholder and co 1denng the fa t that 

branding is a costly e ercise. Some ofth mot common chaJlenges have been listed below. 

2.4.1.1 tber hall ng Leaders ce in Brandin Their Region 

1t i e 1dent that a ity or County without an articulated brand ide::nlJty remains in i ible 

(Baker, 20 15). According to Dinnie (20 II , the biggest challenge urban leaders face is how to 

make themsel es visible, identify their uniqueness (image, reputation. credibility. competiti e 

1denllty and fulfill th brand promJ e acu ate and communicate to mult1ple takehoJders for 
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ul lh ir reg~on through act10n . 

Without a reasonable d gree of clari at the imtial stage of brand development and 

in ufficient research there would be no clear coun brand image or reputation left 

mpl L l at the mere f an m 1ilerent w rld ( mnt • 20 11 n the other hand, Braun 

(2012) states that tb county leadership and stakeholders om time find it a challenge to 

worl with multiple stakebold rs and the arious projects at hand. 

According to Braun 2 12) unty brandmg 1 con 1dered an a ·et m anracting bu ine e , 

isitors and residents. Yet in spite of this fact, most of the lead rs in charge of branding lack 

a clear idea of what county branding entails, or bow to set it up or bow to implement it (ibid). 

La of takeholder bu -in. ustaming the brand requir a broad ad ptton, rrect use and 

tnfluence of the brand b takebold r who have knowledge, objectivity and experience 

(Baker, 2015). Their engagement generates consistency in communications and delivery of 

c periences. Riezebos 200 ), staL that when the leader hip fall t grasp the scope o 

branding and fails to invol e and inform stakeholders on the brand benefits from the planning 

stage. Then, stakeholders end up having insufficient understanding of the branding process, 

brand management, concepts and techmque , brand po tti nmg and brand elements. On the 

other hand, Riezebos (ibid) observe that brand policy i incompatible with democracy 

because branding requires a strong hand. otherwise a univocal brand image is not possible. 

Accordmg to Dinnie 2011 the budget gap cau e limited financial re urces and over

stretched and inadequate facilities hinder the possibility of building a competitive county 

brand. The lack of an organized stru ture and brand strategy in executing a county branding 

plan coupled with political mstabthty and pohllcal self-interest mak a regLOn loose its 

global appeal Riezebos 2009 . According to Baker (2015) it is evident that focusing on 

short term results leads to brand failure. On th contrary, place branding is long-tenn and a 

cumulauve effort to build po tlt e awaren , as ociations, name recognition and reputation. 
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Dtnm 2011 , tat that an thcr hall ng 1 · repo ttt mng th reg~ n' brand to 

o ercom negative perceptions from the past Furthermore, th performance gap occurs due 

to the lack of credibility and auth nticit in the real urban perience not matching the 

e pc tations reated b tJ1e brand m ag and twlure to ha e umted front for all the 

reg1ons sub brands (URB-ACT~ 2012 . Failure to deli er the brand promise which must be 

routed in reality and truth and finally failure for the county brand to appeal to the locals. 

bmphas1 n expen ive ad eru mg campaign , m tead of mtegratmg gra roots tactic uch 

as events, city tours, public relations succes stories for awareness and word of mouth CURB

ACT, 20 12). The lack of a brand manager to manage and protect the county brand and failure 

to eng ge pecialist de tgn managem nl loll means dec1 i ns may be overlooked b 

mexperienced workers Citi for Cities, 2010). The European In titute of Brand Management, 

(EURIB, 2012), observes that, alignment with the county 's administrati e structure makes 

unty brandmg a complex and a challenging phenomena. Braun, 20 J 2), g e on to tate 

that branding the county require political consensus or it would tum out to be more than just 

a p1pe dream. It is evident that, county branding practice is affected b the political landscape 

\ h reby poLiticians rarely look be n the next general decu n , makmg pursuing and 

implementing a long term county brand trategy a herculean task (Braun 20 12). 

A quote b Charles Kettering states that "a well defined problem is a problem half solved". 

A a re ult, the challenges addre ed here-m, will enable Machako ounty leadership to plan 

bener strategies and have a succe sful, progressive regional brand. More-over 

comprehensi e management and protection of the county brand is long term, and cumulative. 

It 1 an ngorng, organizing and management prtn iple that needs c ntinued fo us to shape 

and deh er the brand Citi for Cities, 201 0). 
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ful it Brarldio ampai o · 

This ection enable Ma hako Coun to benchmark succe sful ci branding campaign 

deli ered through strong i ionary leadership in collaborabon with takeholder , a clear 

brand trategy (poli y)' 1th de 1gn manage::ment pra ttces behmd the on·brand ampaagru,. 

2.4.2.1 City Branding: Theca e of yon ranee) 

Euro Cities (20 1 0 singled out th st city branding campaign among forty leading 

metropolises as a means to pro id a toolkit for others to apply and formulate an attractive 

brand identity, an economic development model with global positioning strategy. France's 

Lyon, had a ity rna or con td red a VISionary leader wh worked collaboratl ely with 

stakeholders from twelve economic institutions, public authorities, business community key 

isitor infrastructure and facilities, science and technology and Lyon Universities. They 

launched "'ONL YL 0 " brand as an mternationaJ signature for the c1ty. The1r brand 

strategy was to have an entrepreneurial zone and make the urban area the number one 

business start·up zone in Europe. Its leadership allocated sufficient funds between 600,000 to 

1.5 million Euc . rhey put the inhabitants at the heart of the strategy by promoting 

innovative solutions with technological iability. They promoted efficiency on a digital 

platform and put up energy efficient buildings. They offered ustainable transportation and 

accessibility as well as o ered uperior brand expenence ilh I tmg brand loyaJty. 

ONLYLYO ' campaign, was a consistent, coherent approach which allowed all partners to 

use the brand in raising public awareness on all international communication campaigns and 

tn all global marketing trategi . It website, social networks, targeted companies and 

in estors, event organizers, students and potential residents and visitors. They ran a very 

successful program of fifteen thousand brand ambassadors. Results of the "ONL YL YO 

campaagn brought 175 % media i tbility, 48 rniUion followers ar und the world, 60% 

impact on the international press and improved ranking compared to the previous year. 
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Tht:) h ld ld b nf renee 2 12" ur itt tud1 mdtcate th t the 

brand ··Machak • Th Place o Be ' 1 already an attract1 e and globally appealing 

catchphrase The county I d hip needs to define a i brand trategy and make it a 

go emment poh t pr m lt: tb unty .. he be t entreprt:neunal ~one m kenya'' 

2.4.2.2" our I AP RE Br nd tory 

ccording to popular elicf, it is said that without randing, th rc ' ·ould c no ingapore. 

Singapore a city tate, through careful engineering projects tts po iti e traits as a globally 

competitive city. An Asian megacity with an enterprise culture, table governance, corporate 

probity, low nme wtth a thffi mg m polttan ctty bnmmtog wtlh d1 t:rsat • culrure, 

language arts and architecture (Koh, 2011 ). Designer Koh Buck ong, argues in his book 

''Brand Singapore· that the theme "From Third World to First World in a matter of30-years., 

propelled Singapore t be known as a dynam1c, afe, corrupuon-free bu iness place. Pohlical 

will for the branding campajgn, was ceotraUy rurected from the prime minister's office 

(though enjoyed non-bureaucratic legitimacy) in conjunction with brand partners or 

takebolders. ingapore 1 oun m 8 ard d1re ted the brandtng camprugn m conJunction with 

Singapore Airlines, which are state owned companies. Others were community associations 

to ensure its on-brand message was reflected in the employees and citizens dajly conduct 

e stakeholder partner h1p was more e ten 1ve than mo t lllt!S and then role and 

responsibilities more entrenched and pronounced. It spearheaded a clo ely-coordinated 

program of nation branding to attract investments, business, trade, tourism and talented 

c1tizens. oday, ingapore is kn wn a a dynam1c, afe, corruption-free busme pia e 1bid. 

Singapore has strict media laws who e mrun goal is to maintain social harmony and to protect 

its image. Singapore used online branding especial ly the internet and social media (Ste ens 

201 1 . ingapore enjo s oft power gl bally as a favorable, welcommg place to do bu me . 
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mgapore' po iti brand attn ut r d, lo\ .. t: l m ant m rtalit • adult lllt:ra 54% I 

po erty le\·el, n h mel or lum . life ~ pe tan 7 .9 ears and housing 90 9% 

politicall stable. good ethnic 

cob 1 n, lov en ironment lluti n an g r urcoo ash: c ltc lion, cuJtur v id 

range of museums arts and film mdustry ( tevens 20 II Ma hako ounty needs to use its 

ideology ~·Maendeleo Chap! hap! county motto "K a kimwe ktyua ndaa' to motivate the 

res1dents to move wtth speed rom 3'0 World to 1 World m the next decade JUS1 like 

Singapore city state. The county motto is another popular motto v hich can promote further 

unity and cohesive developm nt for tbe County s common good. 

2.4.3 uro itj Brand Build in Prin ipl or Pla 

ln a globalized world, highly competitive environment, place branding i about creating the 

sustainable competitive ad antage and the distinctiveness of a place. Thus, Euro Cities 

{20 I 0) engaged one hundred ctties tn urope to establish the pnnctple · that are best uited to 

brand a city or a county. These findings ha e worked in Europe, therefore, Machakos 

County can integrate the same principle in its brand management to keep its brand alive, to 

dnve su and influence lhetr relevant markets. e Eur Ill brand butldmg pnn tples 

are as folJows~ 

A county brand identity needs to be distinct and memorable with a clear purpo e, a clear 

obJeclJ e, plan, pro , roles and re ponstbtlltie , for the brandJDg pr ~ l l run smoothly. 

Credibility and authenticity is key whereby the aspiration for the county mu t be grounded 

in reality. In-depth research is used to validate a credible po iti ning, relevant and 

m uvatmg. Leadership n to be and focused smce 1t 1 cnttcal d tde \ hich 

elements should take priority in the brand strategy. Utilization of local r ource promotes 

creatlve ways to get the project accompli hed. The design manager's big role is to create 

advcru mg campaigns for buiJdmg awaren 
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lntc:gratmg gras ·-r ts ta~llt: u h · c: t:n , ell l w anc.l 

mouth is preferred m cr ting rand prefer nee. Euro 1tt (2010) ob erves that the place 

brand is the D of a pla ' hat it 1s mad of, what it pas ed from gen ration to 

gen ratton. lls authenttclt d di er nu uon from th rs f- r the de 1gn manager. 

d eloping brand po 1tioning and thmkmg be ond the \l ords that describe the promise that 

the place is making and incorporating additional supporting visuals and ounds is powerful to 

h lp motivate the target ud1ence. ign managers make ad erusmg more emotional to 

connect with its audience and its core promise. It needs to more functional and deli er a 

consistent, frequent, look and feel of tb message aero aJJ the communication media 

f.uro Ciues 20 1 ) b e e that branding a c1ty or county 1 a l ng-t nn und rtakmg of three 

to four years to see economic nefits. It require patience and commitment. Therefore, it is 

important for the leadership to maintain a strong coalition with tak.eholders in the branding 

progre . et realistic cnleria f r u e , and make a plan to mc:asure u ce annually. 

Stakeholders in Europe are committed and have conviction to support the city brand. They 

were made aware of it, believed in it and lived it. This per onal engagement ensured that the 

tralegy became the foundau n of all actt 1L1t~ that slakeh lder pursued fr m marketmg to 

decision making ibid). 

2.4.4 European nioo Guidelin on Brand Buildin and anagement 

Amsterdam, Ber~ Lond n, and New Y r are major citie considered globally competitive 

(Economist Intelligence Unit, 2013 . They have successfully been practicing city branding 

within the last decade (EURIB, 20 12). On the local scene the advent of the Constitution of 

Kenya 20 10 , propelled the counlte t c n tder building and managing their brand 1dentuy 

for competitive advantage and sustainability The European Union program. URB-ACT 

2012) promotes sustainable urban development by developing solutions to urban challenges 

and 10 haring good practJces. 
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Eur pean Uni n r gram 20 I 2 , 1d ntified · wnpcr~ it 

bwldmg a global I c mpeutive c1ty brand using th model h wn in F1gure 2.5 below. 

"COUNTY 
PPOPO ITIO " 

Narratives Of The 
Contemporary 

County 
( istoocol. 
Cultural 

THE COUNTY 
BPA 0 T00L- IT 
.. Core Messages 
Values, Images 

and Signs 
"Meaning Of 
TheCoun " 

COUNTY BRA 0 
MANAGEMENT 

and 
STAKEHOlDER 
INVOLVEMENT 

MEASURING THE IMPACT 

Figure 2.5: Buildin the Narrati e of the Contemporary ounty 
ource: URB-ACT, 2012) 

full 

fn 2010, the Finnish city's leadership in a joint partnership with its stakeholders d vised its 

city brand strategy categorized into five stages: They anal zed the city's current situation, 

then defined its brand identity, communication strategy brand d sign and brand use. The 

brand building phase took six months. The brand management phase involved th 

managem nt and m rutonng th pr run by a project team made up f takeh Ide 

from the municipality s marketing and decision-making units. A teermg group was formed 

to test and comment on the work. through dedicated workshops. A user group was formed to 

act as an mfonnati n bub. An mjluen e gruup was meant t dJ minate the re ults gather 

representatives from the business community the academia, politicians artist innovator , 

and athletes (URB-ACT, 20 12). All these groups met once a month. Tampere' s city officer 

underlmed the importance of d umenting the analy IS and wor arried ut by the group ·. 

They used tools such as benchmarking, research data, and mega trends to plan the process 

from the very beginning and defining a clear scope of the project (Euro Cities, 201 0). 

44 



ul brand managerntnt praw ' earned out b The uropean lJm n program, URB

ACT ha e v orked Th refore M chako County brand can adapt the same guidelines to 

remain globally competitive r main true to the brand strat ID and imultaneously allo' the 

brand to adapt to hange. I herdi re g ernments are begmnin to ~ up t the fa l that 

cJti s countries and counttes all n d a new way of looking at their identitie , strategy 

d elopment, competiti en sand purpo e if they are to survive and prosper in a new world 

order (Anholt, 20 7 ). 1 cen m enya, mo t count brands appear outdated and 

Jack competiti e advantage as th have been adopted from previous regimes. Therefore, this 

research intends to establish how brand management can reposition the county brand to 

become more dynamic, bed tr old ter types and reflect the ntemporary reality. 

Gregory et at, (2010) provide almost similar place management principles as follows (i) 

identify a clear vision for the county's future (ii) get feedback, support and educate the 

county management on county brand attnbute (internal culture) iit) the acttvation oflocal 

communities must follow, prioritize resident's needs and involve them in strategy and brand 

delivery (iv) seek common ground between multiple stakeholders within the county Qocal 

chamber of commerce, trade as iattons locall based rporattons) and outstders 

(regionaVnationallinternational go emments and associations, neighboring counties) (v) 

address the basic infrastructure of th county as a place to live, work, visit and invest in (vi) 

align the brand promi e with the natural and built environment ( ii) pro ide opportunities Lo 

targeted individuals in employment, education, services, leisure, lifestyle and companies 

hould recei e financial or tax incentives and favorable labour conditions (viii Finally, all 

brand mrnunicatlons and prom t1ons must be creative, and con t tent. he e are 

advertising campaigns annual communications programs, media relations/public relations, 

brand management, marketing and online communications, crisis communications and issues 

management, events management, strategic lobbying and government relations. 
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om p titi e iti .L 2 lJ 

According to Anholt (2007) all re ponsible go ernments, on half of their people ha e 

disco ered that region with a gOO<l powerful and po itive reputation find that almost 

e erythtng the underta e on the anlemational stage 1 easter and the place wtth poor 

reputations find that almost e erything i difficult, and seem virtually impossible. According 

to the Economist Intelligence Unit (2013), a city's or county's competiti encss determines 

the wealth and pov~rty f that the regiOn. he .1 U 2013 ). as essed one hundred and twen 

cities to detennine their competitiven s based on eight distinct thematic categories. 

The benchmarks are (i) economic str ngth 30% (GDP growth, average income level~ trade in 

the reg10nal mar et , u) ph · 1 apatal 10% phystcal infrastru tun:, public rransport 

infrastructure and telecornmumcations networks); (iii) financial maturity 10% ease of access 

for firms ability to get finance-locaJ banking system), (iv institutional character 15% 

taxation, government 1 cal autonomy, legislative, electoral process, rule of law and 

accountability) v) human capital 15% (skilled labour force, quality education, healthcare)· 

(vi) global appeal 10% (public private partnerships, technology parks, free trade zones 

pecial economJc z n , tax breaks , vn) ocial and cuJtural hara ter 5% hvabihty, 

freedom of expression, human rights and ( iii) en ironmental and natural hazards 5% 

(sustainable environment policies . The hot spot competitive cities are in In North America 

w Yor Chicago, W hmgt n , L Angeles, an ranct o and Tor nt , followed 

by Europe (London, Paris, Amsterdam Copenhagen, Stockholm and Zurich); followed by 

Asia (Singapore, Hong Kong, ydney and Me~boume); and the Middle st (Dubai, Doha 

and Abu Dhabi). De pite raptd gr wth in Latin America and Africa, there i a ast 

competiveness gap between the be t performing cities and those in the developed world 

(E.I.U, 2013). Unfortunately, African cities continue to face the biggest competitiveness 

challeng of all regtons. Th pn:ad a r s th bottom half of the o erall mde . 
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In A rica Lh thr~ p mpelttl e 1U ar I b J hann urg, apt: I o~ n and urban. 

At th very bottom are airo, auobi Alexandna and Lag .I.U, 2013). Ultimat ly. 

Machako ounty leadership needs to adapt th ten nchmark for th ur pean 

Compellt• e lnde and start pr a lJ el w rking n them and m the I ng lcnn th ounty 

will tand out to be the most competitive County-City m Ken a . 

2.4.6 "B D Rl "- b otb r of AU Brand 

Amenca, h becom the large ·t and mo t powerful brand that ha~ th \ rid in th~ gl bal 

market place, nicknamed "The mother of all brands' . This i because according to Anholt et 

a1 2004) America seems to ha e instincti el underst~ centurie before an oth r region 

in th world, that lhe gro~ managem~nt and protect• n of Jls g brand name t a 

aluable asset. America became a powerful, positive and strong brand becau e Americans 

had a strong national loyalty, they loved their country and lived the brand. AI o because of 

marketing, advertising, brandmg campaign , aJes pr m lions V and Rad1o , d1roct 

mail, catalogue selling, point of sale, the internet, consumer re earch, focus group , public 

relations and commercial publicity (Anholt et al., 2004). America had the wisdom to put their 

brand strategy, the publi and pn ate purpo e m wnttng a1 the tan orged 

commitment to work out their big idea and build it into their group culture after its launch. 

The brand strategy defined a et of simple guidelines on a clear and sustainabl vision for 

where the country 1 gomg 1 reas n ~ r ntmumg t e t its, future r 1 and 111 n m 

the community of nation (1bid). Brand America identified a working group of takeholder 

drawn from the government civil society GO's, entertainment, media, busine es foreign 

ervtce, tour rn, culture and the art:>, relig1 n, academ1a and education. The workmg group 

bad real influence, real budgets and a direct reporting line to the president (ibid). America's 

brand promise is simple, "America is the land of opportunities H. 
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·1 e bran alu~ art: tn ·nbed in th consutuu n, n h a ' A 

ne\! kind of country who government depends fi r its legitima on the support of the 

governed, and de ribed its If as being pro-liberty and anti-tyrann "(Anhalt et al 20 4 . Its 

clear and commumcat a clear et f underl ing pnn tplt!S With powerful 

mechani ms to nsure consistency from one locati n and generation to the n xt. Pnnciples 

based on building and preserving a unified group culture fosters a en e of common purpose 

wb e per nal ambtUon is hann ruzed wtth shared g als and l all to the group. Adhenng 

rigorou ly to internal and external branding ibid). Anholt et a1, 2004) e ·plains that 

Americas overall brand image is aligned to the (NBI) Index mod I and its brand strategy. 

Amenca pr ct.J public dtploma y PR, new confi ren es, me<ha management, br ad ast 

and interview techniques and produced media friendly sound bite . They use rich ocabulary 

to describe their country to foreign publics and other governments. 

America has butll a rich and altsfymg brand by promoting it culture mcludiog American 

films, music, literature and art). They dominate international news channels (such as Voice of 

America, CNN MTV) and manage-counter negative propaganda. lts commercial brands are 

the mo t powerful Brand amb sador . America has built an emptre b makmg pe pie love tt 

and gave wonderful dreams and great sho with a vast global consumer base malcing 

America The Brand Leader of All Times. Similarly Machakos County needs to invest in its 

good name and pr acll ely lralegtca11 d ign manage, communicate, pr mote, prole t and 

inscribe its brand alues in its county brand government policy. 

2.4.7 Global Ran kin of iti 

What IS not measured 1 n l managed EO' for itJes, 2006 . he progress of cities and 

counties should be regularly tracked and compared to competitors (Dinnie, 2011 ). Appendix 

VI displays global rankings of cities. It helps cities to learn from one another, for authorities 

to organize, manage cttie effectively and use the ranking criteria a benchmar ibid). 
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rc r uahty f Lt mg urve) 2014), survc: 'hi th t ur an leadc:r need to 

und rstand factor that affect residents· quali of li ing cond1Uon co t of housing 

transport, food clothing household goods and entertainment) and addre is u to increa e 

theti overall qualtty-brand rankmg. Ma hako ounty leader: hip and takeh lder n d to 

embrace brand benchmarking which equips leaders to ha e a holi t1c approach in addre mg 

all urban tssues. Th se are political-social-en ironrn n econ m•c- ocio-cuJtural 

environment, medical-health, I -edu anon, pubh rva -uan portatJ n, recreation, 

consumables housing and en ·ronment. According to Mercer urvey (2014), the worlds top 

most livable cities; Vienna (Au tria) Zurich (Switzerland) and AuckJand ew Zealand). 

2.4.8 he orld 0 2 14" 

Africa has typically lagged behind the west in tenns of inno ation and competitive 

ad antage, but now through design thinking mindset, ideas are b ing created with unique 

local solutions lo the contment' unique pr blems 1 lD, 2 14). ln Afnca. wh re bas1c 

survival challenges and societal problems are an e eryday reality, d ign s problem- olving 

capabilities have the potential to improve life. Cape Town's motto Li e Desi~ Transform 

Ltfe' mobttize Jt leader h1p to use d tgn thinking as a mindset that 1 mtegrated mto 

strategic, operations and marketmg management. It is solution focused thinking, has a 

human-centered approach, re earch based, and advocates for innovation and collaborati e, 

hands-on approa h t war th cat ' rgaruzau nal tru ture 1 ID 2014). 

The Executive Mayor, Alderman Patricia De Lille acknowledges that the have discovered 

design as a useful tool for the social transformation of Cape Town to promot local creati ity. 

The city is set to ach1e e 1t.s trategt goal de 1gn strategy, ahgned to i c rporate brand 

strategy for creative solutions for the city's urban challenges. The aim is to lea e behind a 

rich Legacy and prosperity without depleting the planets' finite resources. 
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rom in piring furniture through ar hit ture and L hn logy, int ri r and lands ape, brand 

identity and communications food and culture, fashion and j welry, craft and art creativity 

to urban and environmental planning (IC ID, 2014 . Cape Town has a ear long program of 

ho ting e ciung destgn events that 10 ptre, educate transfi rm an connected It e tn lh 

sustainable city. Machakos County can similarly adopt the theme "Live D ign, Tran form 

Life' to promote the county' s social, cultural, political and economic d elopment. 

2.4.9 Brand enya Board B on atioo and ount Braodin 

All counties in Kenya are sub brands and the Kenya national brand is the mother brand. 

Brand Ken a Board (BKB), is the country s state corporation in charge of its national brand 

According to BKB trateg1 Plan 20 9-2012 , counties ne de tenst e branding to remain 

competitive and that the national brand supports its regional entities to make them hub of 

commerce and industry, attract new investments, build its individual base, develop touri t and 

investor' indu tries, and create wealth for the counties. By late 2013, BKB wa till in the 

process of rolling out a joint initiative program with the county governments known as, The 

Counties, Towns and Cities Branding (CTCB) strategy. BKB indicates that CTCB policy 

aims oo rebrand the countie lo empower them to play an in reased role as center of tounsm 

trade and investment and technica1 advice in the development of county brands and 

strategies. Enhance their competitiveness and position them for pro perity. Offer guidance in 

surveys for appnn ing th ounttt: tratt:gtc assets and secure the n ary resource · or 

undertaking baseline surveys. Finally introduce and sensitise the concept of branding to the 

county's executi es and stakeholders. Brand Kenya Board (2012), indicates that the CTCB 

strategy has formulated a c unty branding proce s to enable the counties as s analy e, 

align and articulate the county vision. Additionally, activate county life, communicate 

positive perceptions, and promote on-brand activities to keep the county brand fre h and 

relevant. The aim is to help countie create greater po itive visibility. 
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Bk.B empha JZ that brandmg the oun houJd begm wtlh the unt leader 1nce h 1 

the county's number one brand ambassador. He is required to und r tand the importance, 

benefit and county brand value. According to BKB (2012}, Nairobi City, Kiambu, Kajiado 

and Ma hako counties are pot ed to be om attraclt e teo of 10 e tm n and nsumer 

markets. This statement supports the researcher's view that Machako County is inde d ripe 

for county branding and an ideal choice for the research stud . 

According to BKB, there exi ts a oalionaJ brand trategy poh r, namely, rhe untry 

Brand Master plan (2009-2012). It has integrated the national goals and objecti es set by 

Kenya's Vision 2030. The government s initiati e bas enabled BKB to successfuJly create a 

unique brand identity and IDlage for " Kenya, Make lt Here" As a competita e and preferred 

destination to visit, live and invest in. It aims to instill civic pride, patriotism and social 

cohesion in its citizenry. Additionally, enhance confidence in Kenyan investors, visitors, 

tourists and development partner . ix years down tbe line, BKB has achieved monumental 

strides in nation branding. As a result, Brand Africa-Brand Finance (2012), ranked Kenya as 

the most improved country brand in Africa (Brand Finance, 2012). BKB leadership has 

partnered witb key represeot.ah e takeholde in the government, pri ate e t r, m~Xha, 

public service, citizens, Kenyans in diaspora, county leaders, business community, and 

Kenyan investors. BKB, uses the nation branding model, the (NBI) index for nation branding. 

They have a benchmarking m h attonal Brand Audit 2014) or rankmg, m ntt nng 

and measuring the nation brand, for comparison with competltor for review its 

effectiveness for determining brand strength or weaknesses or inconsistencies and 

opportunitie for improvement and new de elopments (BKB trategt Plan, 200 -2012). 

The research observes that the determinants of nation brand are similar for those required in 

county branding. These are political goodwill leadership in collaboration with representative 

stakeholders, brand strategy as a go ~rnment poltcy, branding process, skill and resource to 
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butld, manage, mmuru ate and pr m t th image, atLractlon , land · pe, ulfi tructure 

and the people. This information supports a related theory b K tier. t al., 1993 ), who state 

that place branding practices are the same for branding either a nat1on, a city a region or 

Machako ounty with the aim f m reasmg thetr LStbility and po ·all nmg. 

2.5 hapter ummary 

Every responsible go ernrnent needs to knov hO\ the world rceives it This is ecau e the 

county brand bas emerged as a license to trade, a development tool and a go emment as et in 

the region and global market place. Indeed, first impressions of a region indeed matter as it 

provide differentiation, cultural stgruficance, an economi value and market lhe county 's 

strong attributes. A county's good name acts as a decision criterion for potential investors. 

For instance Paris is about style, Japan about technology, Switzerland about wealth and 

precision, Rio de Janeiro about camtval and football, Tuscany about the good li e. 1l is 

evident that, urban branding is moving beyond utilitarian responsibi11ties and consider urban 

experiences and quality of life issues. An attractive and competitive county brand benefits the 

government, exporters, importer , the cultural se tor, toun m and mtemational relation . 

Unfortunately counties without articulated identities will remain invisible. 

The research sought to establish the key determinants of a globally competiti e county brand. 

trong visionary unry leader hlp, the brand champion, with trong compatible and 

collaborative synergies with rele ant stakeholders to monitor the long tenn branding process 

stands out. A brarLd-oriented organizational culture with departmental coordination with a 

brand government policy gi a lear tructural framework to manage the county· brand for 

future development It is long term and requires patience and commitment. The engagement 

of the multi-disciplinary design management skills and design thinking mindset, a positi e 

county corporate culture guarantees consi tent integration of branding commumcauon 

across all stakeholders. 
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n equently, evtdence b w d 1gn manager ba e u ·octal r ·pon tbth their 

community especially in urban brandtng a ne\ approach for empowenng county 

d elopment by inceasing their attractiven s and international i ibili · to compete in the 

gl bal market place. vidence further, md1cat< that the untt ad crtl ·e m th medta or 

county brand identities or symbols, offer cash rewards for the \ mmng entry in a pan of a 

record one month. This procedure is supported by the Constitution of Ken a 20 1 0) and the 

unty o ernment Act o. 17 of 2 12 ection 4 ), hlcb ad ate fi r the publJc 

participation of designing the county symbols. Unfortunately. this is a hort term approach, 

d void of in-depth research and fails to follow the branding process. The end product fails to 

capture the spirit f the people. On the other hand, the branding pr ces t a key brand 

function. that should be ongoing, updated regularly and should not remain static to be able to 

re-invent and revitalize all the outdated and pre-colonial symbols which have become 

trrele ant to the countie present day aspirations, simply because no branding proce ha 

been followed. More over, contrary to popular belief, branding a place is not about graphical 

symbols or a promotional campaign or a communication strategy. It is about creating a 

desired brand promi e , brand perceptions, po iti e brand expectations, brand reputab n and 

create brand elements of the place and in the minds of residents and visitors. 

On the other hand, place branding theory highlights the importance of addres ing multiple 

takeholders per pe ti es m the county. unty branding theory i efuJ in achie mg 

competitive identity, a coherent strategy, urban de elopment, place marketing theory 

geographical marketing mi~ distinguish themselves and improve their positioning. Other 

useful models or techruqu are a aratzt • s 2 ) county brand commuwcation m de~ that 

drive the image of the county. The CEO s for Cities 2006) communication touch points 

model, targets audience who come into contact with the county brand as an opportunity to 

enhance Its value pr po ilion. 
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Addtu nally a unt 1 a pol -fun u nal t~m with components. A a re ult 

brand archjtecture pro ides a cobe ive, organized stru ture to mark t all it sub brands. 

Furthermore, place brand experts indicate that the coun brand h a h per-complexity 

tru ture of the, and therefore n mgle place brandmg model an \! or 

its own as every model addresses a different aspect of the county brand. 

mpreh ns1vel on 

The Competiti e Identity theory states that competitive id ntity i achi ved wh n a 

government h a po 1li e, clear, believable idea of what th 1r unl real I 1 , \1 hal1t tands 

for and where it is going: coordinate all its actions· brands~ in estments· poljcies· people; 

tourism and communications both internally and externally. European, North American, 

Latin Amencan, Middle East citie are leading in compellti n as oppo · d to cille from 

Africa. One reasonable explanation is that they are more aware, and have strategically put 

into use place branding principles, guidelines and brand management models. Centuries ago, 

America put their brand strategy in writing, and built it into a group culture after i launch. 

Today, brand America is in a class of its own. The importance of city/coun1y brand rankings 

can not be over emphasized as useful benchmarking tools used by global cities to learn from 

each another and for authoriti to organize and manage their urban center effe t1vely. In 

spite of African cities being considered least competitive globally, Cape Town was the World 

Design Capital 2014, recognized for integrating design thinking strategy into the city s 

administrati e managem nt and rporate cuJture. imilarly, i all the e th rie were put 

into use by Machakos County, will be able to realize their county's objecti es increase its 

investments, community development, reinforce civic pride and avoid social exclusion and 

leave behind a ri h legacy for future generations. 

Finally, this research bas proven that no known local sturues have been conducted in Kenya 

to evaluate the scope of place branding concepts and to establish the determinants of a 

globally competitive county brand. Hence more empincal studle ne d to be encouraged. 
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R HRE 

RE EAR HOE IG TH DO 

J.l Introduction 

This chapter describes the outline of the procedures used to carry out the reserach. It gi e a 

roadmap on the re earch design, target population and sample sampling techniqu , data 

collection method data anal 1 procedures and data pr ntata n. 

3.2 chako ounty Profile 

M bako ounty wa.!> 1 entified a strong case tudy be use at had h n po Ill e 

indicators in county branding, proof that it is ripe for branding. According to the County 

Government Act No. 17 Section 4, the county has the mandate for self-go emance and to 

influence the county brand eqUJty. hey were ranked stxteenth po ilion based n lh po erly 

index (CRA, 2013 . 51% of the citizens are economically inactive. This implies that there is 

need to spur economic development and increase investor confidence to boost employment to 

reverse the situation KNB , 2013). ktlled and unskilled labour 1 avaalable whach 1 a b1g 

factor to creative industries. The existence of rich natural resources in minerals and vast tracts 

of virgin land, means the county is an attracti e business destination with availability and 

acces ibility of raw matenals for creative md tries. The county · wann, unny chmate rich 

wildlife and beautiful landscape is an added advantage in attracting more foreign direct 

investments through tourism and visitors. The county is strategically located (Appendix 

Vlll, therefore, it 1s an aura uve destmauon to entrepreneurs becaus of proximity t 

markets and the low cost of delivering goods. The infrastructure is easily accessible enabling 

transport and conununication co ts to go down. County branding will gradually create a 

positive, di tinct brand, aile iate the prevaaling poverty, generate job , improve lhe people' 

living standards and enable the county to compete in the global market place. 
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J.J R r b D i o 

Yin (2003), states that research d sign is a blue print on ho' to answ r th objectives of the 

re earch. Cons quently. qualitative research method i ub'ecti e. and th tdeal m thod in 

ttu to plam th octal phen mena dis ver n w relall nsrups, obtam narrat1 es 

describing the key mfonnants experiences perceptions opinions, experiences and gain their 

in-d ptb understanding of county issues (Pollit et al. 19 9 . The rationale for using 

d nptive r earch d tgn lS to a hie e in-depth, narratl f the tate of aJTair as It ex• ts 

in Machakos County (Kombo et al., 2006). AdditionaJJy, a case study design was applied to 

describe a unit (Machakos County) in detail, m context and holistically (ibid). This study is in 

wd f mvestigatmg the detemunants of a globally compettlt e county brand in enya wtlh 

Machakos County as the case study. 

3.4 R earch ubjects 

Mugenda et al., (2003), defines the target population a Lhe enure populatJon wtth 

homogenous characteristics, from where the results are generalised. The subjects for the 

study were drawn from the county leadership's legislative, executive members and 

takeh lders in Kenya he acce sible population comprised of txty (6 ) responden from 

Machakos County who were available for sampling (Mugenda et al., 2003). 

3.5 am piing Techniques 

Through purpo ive or non-pr babihty ampling technique, Machako ounty was elected 

for the case study as well as responden1S comprising the executive, legislative members and 

stakeholders. Purposive sampling technique, is used in qualitative studies where subjective 

metltods ar used to s Ject units ch en based o spectfi purpo or critena ass tated with 

artSwering the research questions (Patton, 2002). Additionally, snowball sampling technique 

was used to identify potential future subjects among their acquaintances (ibid), 
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J. -.1 abl of am plio ram 

ounty 
Executive 

ounty 
Legi latin 

1. Go emor (County Image Dept , 2. Deputy Go em r 
ounty ecuti e Members • · · te ) 

l.Public ervice Labour, ICT & Cooperati e De elopment., 2. 
Lands. Energy. Environment & atural Resources 3 Transp 
Roads, Public Works & Housing, 4. Health & Emergency 
Services 5. Water, Irrigation & Sanitation, 6. Trade Economic 
Planning & Industrialization, 7 . Decentralized Units, Urban 
Areas 8. Education, Youth & Social Welfare, 9. Touri m, 

& Culture, 10. Water, griculture Irrigation 
Sanitation, 11 . County Treasury & Revenue Collection 

Directors/Chief Officers of ounty Ministries 
,: 1. County Secretary, 2. Transport and Roads Public Works 
and housing, 3. Tourism Cu1ture and Sports, 4. Public Service 
Lab ur and I. . , 5. Education, Youth and S ial lfarc, 6. 
Water lrrigation and Sanitation, 7. Finance and Revenue 
Collection, 8. Agriculture, Livestock and Fisherie , 9. Co
operative Development and Marketing, 10. Health and 
Emergency Services, I J. Environment and atural Resources, 
12. Pl&mjng, Decentralized Uni and Urban Areas, 13. Trade, 
Economic, Planrung and Industrialization, 14. Lands, Energy, 
Environment and Natural Resources, 15. County Image 16. 

Public Affairs and Communication, 17. Political and Research, 
18. Investment Promotion Board, 19. Machahood (Machako 

ntertainment entre For Film, Music and Arts), 20. Head of 
Public ounty Service 2 L Political & Research 

County sembly rvice Board 
1. Speaker, 2. Majority Leader, 3. Minority Leader 4. on-

ember, 5. ssembly Clcr · 6. puty Clerk, 7. Chief Whip, 8. 
Deputy "Whip, 9. Committee Chairperson. County embly 
Members 1. EJected Member 2. aminated Members.. 3. 
Oversight ommittee members, 4. Woman Representative 

(8 on tituenci ) 

1. Machakos To' n 2. a oko 3. Iasinga 4. Y atta 5. Kangundo 
6. Kathiani 7. Matungulu 8. Mwala: 9. Senator 

l. Ministry of Devolution & Planning. 2. Media, 3. Brand Kenya 

34 21 

20 16 

Board, 4. Vision 2030 ecretariat, 5. Kenya Association of 6 3 

Manufacturer . 6. Civil socie (Church) 

Table 3.1 : arnpling Frame and Sample Size 

57 



3. am plio rame and ampl 

Moreo er, Cooper et aJ.. (2003 explains that the sampling fram h the entir population 

from where a sample size is selected. Table 3. I displa s the sampling frame, on the pre ious 

page. e representative sample comp ed f {; rty ( 40) r nd nt . raham 2 02), 

indicates that a response rate above 30% - 50% of the entire ample size i ufficient to 

represent the target population opinions. According to Mugenda et al., 2003) selecting 10% 

of the entire populauon i sufficient for the research. be maller the ample the larger the 

sampling error and the larger sample, the smaller the error (Kerlinger, 1978). 

3.7 Data Collection Method and Procedure 

Data collection i important because it helps to clari facts, stimulate new ideas, dis eminate 

accurate information, influence legislative policies and develop meaningful programs 

(Kombo et al., 2006). According to Mugenda (2008) the pre-field work invol ed getting a 

consent letter from the director of Scho l of the Arts and Design. Po t field work logi tJ 

included coding and analysing data. Appendix ill displays the questionnaire with a structured 

fonnat, closed and open ended questions, making it easier to analyse, administer and collect 

data over a large sample Mugenda et al., 20 3). Que tionnaires were economical to use and 

ensured data was collected in confidentiality (Tromp et al., 2013). Matrix type questions 

coupled \.vith Likert scales measured the perception and attitudes of the respondents and 

aJI wed the of use quantitative data analy 1 Mugenda et al. 2003 . Appendix 1J di play th 

interview guide. Telephone interviews and emails were also used for follow up. According to 

Yin (2003), the use of different sources for collecting data for research is a major advantage. 

3.8 Pre- ling for R liabilit and alidity 

According to Orod.ho 2004) for the research instruments to provide useful results, the 

questions must be both alid and reliable. A pilot study to pre-test the research instruments 

constder~ a ample tze of 1 - 2 % Baker, 19 4 . Pre-testing facilitates important 
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t~dbll! on how qu uons are recor ed r restru tured an w11l be! pre--te ted und r field 

condition befor it is ready for the field omekh et al ., 2005). Pr -testmg enhan clarity, 

collection of accurate information and corrects d ficiencies revealed during th pre-te ting 

e ere• e Mug nda, 200 ). Reliability measures th rete ance of qu lt n to aeld con 1 tent 

results v hile alidity refers to accuracy of research inferences Mugenda et al. 2003 . 

3.9 Data nal. i and Pr entation 

Data analysis is the process of bringing order, structure and meaning to the mass of 

information collected by examining what has been collected and making deduction and 

mference ombo el al ., 2006). The matrix table 3.2 on the ne l page i au eful analytical 

framework for data collection and analysis (Ngau et al ., 2004). Descriptive statistics 

described the numerical summaries on what is the data or what the data shows and detect 

patterns emerging from the data (Mugenda, et al., 2003). Consequently, measure of central 

tendency (mean, median. mode) and measures of dispersion (standard deviation) were 

employed. Additionally, inferential statistics (regression analysis and correlation) was used to 

reach conclusions and und rstand what i going on between the variables or to unde land the 

relationship or generalize or predict the sample results (Mugenda, et al, 2003). Break\ ell et 

al ., (2006 presents a descriptive research design as frequency tables bar graphs, narratives. 

fhe tati tical Package for ial 1ence P S) was used because it ha de cnplt e 

statistical features. it is efficient, handles large data and guarantees reHable results. 

Qualitative data analysis was applied to anaJyze the open ended questions which targeted the 

re pondents pinion on idennfying the determrnants of a globally competitive county brand. 
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3.1 1 attix Table for Data oU tion 

RESEARCH TI'ILE: Detenninants of a g)obaJI competiti e Coun Brand. a tud 

0 RE EARCB OBJECTIVES 

1 To establish the relationship 
between the county leadership 
and the globally competitive I county brand in Machakos 

1 
County. 

2 To establish the importance of 
the county brand strategy as a 

county brand-g ov ernment 
policy in sustaining the 

globally competitive county 
brand in Machakos Coon ? 

3 To determine the role of 
Stakeholder partnership m 

monitoring the globally 
competitive county brand in 

Machakos ounty 

4 What measures or 
organisational structures 

should the county leadershjp 
put in place to enhance the 

county brand value? 

ofMachako County, Ken a 

D T REQUIRED 

1. Clarity and isibility of 
County Brand Identity, County 
Cotparate Culture and County 

Brand Promise 
2. County Leadership Challenge 

3. Leadership tyle 
Fonn nfGovemance 

l . ignificance of County brand 
Government policy? 

2. Objecti es of the 
County Brand Strategy 

1. Which Stakeholders shouJd 
partner with County leader up 

in branding the county? 
2. Define Stakeholders Roles 

and Responsibilities in the 
artner hi . 

1. Provide Sufficient Funds 
plus kills in 

(Design Management 
and Design thinking) and 

Technical! capacity to design 
Count) Brand Identity 

Corporate Culture, County 
Catalogue. '"'Themed" Master 
plan, Online branding, Brand 

County HQ' s and Brand 
Landscape 

2. ounty Brandmg dept and 
Communications dept. 
3. Brandin Tools 

T bl 3.2: trix Tabl for Data Colle tion 
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OF D 

1. ounty ecutive 
member 

2.Couoty Legi JatJ e 
member 

3. County takeholders 

1. County Legislative 
2. Vision 2030 Secretariat 

2. rand K n a Board 
3. Mini try Devolution and 

National Planning 

2. Prt ate t 

(Kenya A ociation of 
Manufacturers) 
3. The Media 

Standard Media Grou 

l.County Image 
department, Macbako 

County enya 
2. Communication 

d partment, achakos 
County . Kenya 



D T 

.S.J Introduction 

This chapter presents the data analysis and findings of the research report, concerning the 

determinants of a globally competitive county brand in Machakos County. The infonnation is 

pre ented in se en se tions as shown below. 

4.l ection A: Response Rate, and the Demographics Data: This section analysed the 

re pondents demographics with regards to theli gender age bra ket, educational 

background and the period of time respondents have lived in Macbakos County. 

4.3 Section B: General Knowledge: County Brand Identjty and Corporate Culture: This 

section analy ed the respondent' s general knowledge on Machakos County brand 

identity and county corporate culture. 

4.4 ection C : Research Independent Variables: This section analysed how the county 

leader hip in collaboration with stakeholder , county brand strategy and design 

management practices are the key determinants of a globally competitive county 

brand in Machakos County. 

4.5 ection 0: lobally ompetitive ounty Brand. Thi ection analy ed the benefits of a 

globally competitive county brand and the county brand architecture. 

4.6 ection E: ummary Report Fin din : This section analysed the significance of the 

determinan of a gl bally competJ.ti e unty brand. Macbako ounty 

4.7 ·on F: Higbligb of The ign anagement Project Portfolio based on the 

research findings whose inspirational theme is A Better County By Design '. 

61 



4.1.1 It pon e Rate in cbako oun 

The re erach targeted si 60 re ponde m nchakos C un ·. Ho ever, a to a\ f forty 

(40 que tionnaires including interview guides were usable. Th e tatJstics reflect a po iti e 

re ponse rate of almo t se enty percent 66.7% against a negati e response of33.3°'o. 

-4.2.2 nder n· tribution in cbako ounty 

Th re earch sought to establish the gender of the respondents in Machako County. The 

fmding indicate a majority of almost sixty percent 56.7% of the respondents were male and 

more than thirty percent 43.3% were female. 

4.2.3 ge Bracket in Macbako ounty 

70.0 " 
60.0% 

60.0 % 

50 .0 % 

40.0 % 

30 .0 % 

10.0" 
13.3" 

16.7% 20.~ 

10.0% 
10.0 

0.~ 

below 25 26·35 years 36-45 years 46-55 years ov r 55 v rs 
y ars 

Figure 4.1: Age Bracket of respondents in Machakos County 

The respondents were as ed t mdt te theu age brackets as illustrated m figure 4.1 abo e. 

Majority of the respondents in Machak:os County indicate that more than fifty percent 60% 

were in their youthful, producti e and energetic years between 26-35). Approximate) 

twenty percent 16.7 % wefl over 55 y ars ld. The remaining 13.3% were between 36-45 

years. Finally, 10% were between (46-55) years and 10% were below 25 years were 

respecti ely. 
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4.2.4 du tiona] Background of p nd 

Re db 

Fibrure 4.2: ucat1onal Background of respondents m Machako ounty 

The study established in figure 4.2 above, that the highest level of education attained by the 

r spondents in Ma. hakos County, indicate majority of th respond nts SO% had attain d a 

post graduate masters degrees in their various fields of specialization. This was followed by 

37% with bachelors degrees, I 0% had diploma certificates 10% and a minority 3.3% had a 

certificate level o education, respectively. 

4.2.5 Period of Time lived in Macbako County 

Period of Tlmt- Rt'Sp ndenf Uved In l\1 cb ko ounty 

.. :r 7 0% -c: 
~ 60% .... 
~ 50% 

1!J 40~ 
c: 

30 % i 
&. 20% 

"" 10% .. 
a:: 

0% 

Less than 2 Betw n 2-4 Between 5-7 Over 7years 
years years 

Number of Years Respondents nved in the County 

Figure 4.3: Period of Time lived in Macbakos County 
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Ib re pondent were ru,ked to mdicate th pen of tam th h d It ed m Ma hak 

County. Th findings in figure 4.3 in the pre ious page e tablish d that m r than half 

66.7% of the respondents had li ed in Machakos Coun for o er 7 . A min nt} 113% 

h d lived m Machak ounty bet een 5-7 ear . Lastly a mall ~r ·tmtage 7~o It ed m 

Machakos between 2-4 years and less than 13% had li ed in Machakos for 2 years, 

re pectively . 

.3 lion B: ner I knowled : lachako Brand Identit and orp rat ultur' 

4.3.1 Machakos County Corporate ulture 

The stud sought to understand from the respondent their general knowledge about 

Machakos County's brand identity, county corporate cuJture, and county image reputation 

and brand attributes. They were given open ended questions to record their responses on the~ 

county' vision, mi ion, brand alues, brand promise, leadership ideology, mott and unty 

logo, its tag line, image reputation and brand attributes. 

4.3.1.1 Macbako County Mis ion tatemeot 

ln relatlon to Machakos ount , th miss10n statement, all the respondents re rded sue 

different versions. About fifty percent 50%) reported i) Quality delivery of service through 

governance, quick and efficient service delivery and innovation. About 25% ii To achie e 

ustainable de elopment through good go ernance by delivering quality v orld clas rvtce . 

Another 17.5% recorded that iii) To provide 'conduci e environment for social economic, 

cultural, political development of the County. FinalJy less then ten percent 7.5% reported that 

(i ) Th count • mi 1on statement i to lu ve the highest attatnable tandards m 

sustainable d velopment through good go emance. efficient utilization of natural resource 

by ensuring quality in v orld-class ervice delivery, quick and efficient development and 

pr mote inno ation forth pr perity o i pe pie. 



4.3.1.2 a ba o ount 

Wh n as ed what Machakos Coun 's vision tatement was. once again th r pond nts 

recorded more than s ven ersions. Almost fi percent 4 % reported that, (v To transfonn 

the county into an indusmahzed, mtddle-tn me e n m in hne' llh K n a Vt ton 2030. 

Twenty percent 20% reported that, (i To be the leading county in sustainable utilization of 

natural re ources, ensuring social and economic sustainability for prosperity for all. A 

minonty J 0% srud that ii) o elevate Ma hako ounty t w rid etas tandards through 

effecti e go ernances, efficiency and focused to the achlevement of et goals of the 

ad enture in new technology. Another minority 12.5% stated (iv) To be a world class 

destination offering effiCJenl services to i people. Five percent 5% satd vi ran forming 

Macbakos County into the epitome of beauty and development Less than ten percent 7.5% 

indicated, (vii) To be the premier economic hub to invest in, live in work in or visit. 

4.3.1.3 Macbakos ounty Brand VaJues 

The findings yet again reported mixed results on Machakos County brand values. Majority 

75% mentioned (i) speedy. quality, efficiency innovativeness, integrity accountability. 

About 12.5% mention d ii c mmunity ti cus or people-centered or Mwurnm lu- entered 

and value based leadership with a passion to offer affordable and accessible public services to 

the people. 12.5% mentioned, (iii sustainable development, effecti e governance, 

tran parency and r pect for citizens, and partner with takeb lders. 

4.3. 1.4 Macbako ounty Brand Prom· e 

ccording to the fmdings the respondents recorded fi e different versions of Machakos 

County brand promise. More than fifty percent 55% mentioned, (i) To eradicate poverty in 

Ulcambani 'Kulungya Mwolyo Ukamb1 . Twenty percent 20% reported (iii) To create 

employment and ealth, pro ide better health care, build road and schools. A min rity 
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7.510 reported iv) o make Ma hako <>un h Pretru ln unt:nt Hub nd promote 

inno ation or novelty· Another 7.5% said v To parmer with all wtlling mve tors for the 

common interests of the residents. A small minori 5% record d that (vi) To d velop the 

county from third world to first world m one generatt n b ofit:nng alu to the people and 

strategic positioning. Another 5% said v To offer e cellent v orld class service in a quick 

and efficient way. 

4.3.1.5 1 cbako hip Ideolo y, 1Yaendele/J cltap! cltap! 

A unanimous response was received regarding Machakos County's leadership ideology. It 

was ery clear and popular to all 100% recorded confident} , Maendeleo chap! chap!. 

According to the governor, it means development delayed leads t an increase in poverty. 

4.3.1.6 Macbakos County motto, kyaa kimwe fdyuwaa nda 

Almost ninety percent 87.5% were very passionate about Machakos County's motto 

expressed in Kamba dialect as kyaa kim we kiyuwaa nda which stands for: United We Stand. 

Tt is embellished in the county flag. They also explained that it was a direct tran lation of 

Kenya's national motto, Harambee. Another minority 7.5% reported the county m tto 1 

eradicate hunger in Ukambani. In Kamba dialect translates to, Kulungya Mwolyo Ukambr. 

4.3.2 Machakos County Brand Identity 

Less than ten percent 2.5%) reported that county government ad erti e for design in the 

media and give cash rewards to the winning entry County Govememot Act no. l7 (2012) 

section 4). This approach does not follow the branding process. This explains why most 

repondents had very httle mformation about the county ·s brand identity which symbolises 

The Beginning of A New Dawn. For the county tag line 1 00% knew and liked it, The Place 

To Be. For the county corporate colours ten percent 2.5% knew vermillion red (speed and 

delerminati o , balt blue tabtlity) and golden yellow hope for tb county·s furore). 
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4.3.3 . lacba o ouoty Imag nd puhuioo 

The researcher sought to establish the respondents percepuon about Machako County brand 

image and reputation. The swve showed that majonty 75% recorded that it is progr ive 

with dedicated leadership, forward thinking, po tll ~ and the most progresst e ounty 111 

Kenya Another 50% explained that it is goal oriented, result riented, effecti e governance, 

corrupt free and that the county had the most attractive business incenti es such as the waiver 

of land rate . Another 45% reported that Lh rural folk chant m iswaluh, Mu huko m 

namba moja (Machakos is the leading county). A few respondents 20% reckoned that, there 

was need to rebrand the county to symbolize a new beginning. 

4.3.1.9 oique Brand Attributes for lacbako ouoty 

Based on the collective results, the respondents were requested to point out the most unique 

attribute that differentiates Macha.kos County from the other counties. A sizeable majority 

75% concurred that, the county s best attribute was the launch of Machakos tty Master 

Plan, a sustainable development plan set on 2,200 acres. Almost seventy percent 65%, 

reported it would transform the county economy and help Machakos County realize its vision 

to be the leading hub of investments in Africa. H would ensure growth and development is 

done in an orderly manner. It would allow efficient capital improvements, help institute 

public poljcies for development, identify positive and negative aspects of the community and 

strengthen their 1 cal identity. lt would gradually, protect the county's rich environmental 

resources, its attractive county-scape and ultimately maintain a green, sustainable 

environment for its people for generations to come. 
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4.4 lion : R 

4.4.1 .L chako ounty Leadership 

This section is divided into t\ o pa The fir art sought to find u the relationship 

between Machak:os County leadership and the county brand. Th second part attempts to 

identify the challenges faced by the county leadership in branding the county. Table 4.1 

below summarises the finding of the county lead r hlp relatt nsrup on the county brand. 

' 
The inOuence of County Leadership oo tbe County Bl"and ~ Mean td 

Dev 
Effective governance shouJd offer servant leadership in the civil service, 

institutions, employers and ordinary citizens across the urban landscape. 92.0% 4.60 0.72 

1 Good governance is about finding new opportunities for all residents to 

thn e in urban citizenship, public and fiscal accountability. 93.4% 4.67 0.48 

The Investment department can capture the county's power to attract talent 

and capital as a place to live, work, study and invest in 93.4% 4.67 0.55 

Political differences and disputes amongst leaders can affect the County's 

image, reflecting poorly on its attractiveness to potential investors 94.6% 4.73 0.58 

Political Stability is required for the success of the county brand 94.6% 4.73 0.69 

The control of corruption in go ernment institutions that govern economic 

and social interactions leads to an attractive county brand 94.6% 4.73 0.78 

County branding should involve key local takeholders, to de elop a brand 

that reflects the county's identity and values 94.6% 4.73 0.45 

An attractive county brand honors the basic rights of its citizens 94.6% 4.73 0.52 

The county brand should withstand public debates, political scrutiny, media 

que tions and scrutiny from marketing partners 95.4% 4.77 0.57 

The leadership of a competitive county brand hould be innovati e be pro-

a rive and should be a brand-orientated strategy 96.6% 4.83 0.38 

Visionary Accountable leadership makes an attracti e county brand 97.4% 4.87 0.43 

Total verage 94.6% 4.73 0.559 
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The respondents were ed t gwe th ·r g n aJ und r tandmg 1 th relalto hip ~t\ een 

the county leadership and the county brand Their r spons were ranked on a Lik rt seal 

betv.-een 1-5 with 5 being the most desired lead rsbip aspect and 1 th most und irable. A 

mean of abo e 3 ts regarded to measure au f: ti n on the t t anabl . tandard de Jalton 

was used to indicate the ariation from the "a erage" (mean). A low standard d iation 

indicates that the data points tend to be very close to the mean, whereas high standard 

viation indicate that the data is pread out over a large range of values. 

Generally, the findings indicate that there is a direct relationship between Macbakos County 

leadership and a globally competiti e county brand. This is portrayed by an a erage ranking 

of about 4.73 across aU the individual qualities that de cnbe the county leader tup. Thi 

implies majority of the respondents strongly agreed that variables represented in the table 

above were in line with their general perception about the county leadership and the 

attractivene sand competitiveness of the county brand. A sizeable majority 97.4% strongly 

agreed that the most influential qualities of the county leadership are visionary and 

accountability skil1s, 96.6%, irtnovativeness, pro-activeness and practicing brand oriented 

strategy. 94.6% reported the need to partner with ke local takeh lders and honour the basic 

rights of citizens. 92% reported effective governance is about servant leadership in the ci il 

service, institutions, employers and ordirtary citizens. These findings, indicate that positive 

county leadership attributes directly influence the unty brand t be globally compettUve 

and vice versa. On the contrary, another majority 94.6% indicate political indifferences, 

disputes and inability to control corruption in go emment institutions would lead to a poor, 

unattractt e county brand. 4 .6~o mdicate that tn order to mamtain a globally compet:Jti e 

county brand, the county stakeholders need to ensure that they incorporate more opportunities 

for citizens and the investment department needs to aim more to capture the power to attract 

talent and capt tal to Ma halw ounty the best county to li e, work, study and invest in. 
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4.4.1b hall ng aced b unt de io Brandin the ouot 

Th re pondents were asked to indicate the chaJlenge Machakos County lead r hip faces in 

branding th county. Th finding are illu trat in tab! 4.- b lo'' · 

I ChaJJ nges Faced By ounty Leaders in brandin -the Freq. % Mean td. Dtv 

I 
ounty 

I Nepotism and Tribalism 4 10% 4.028 1 . .547 

Political Interferences 7 18% 4.056 1.600 

Lack of Hiring Design Management Skills 9 23% 4.181 1.304 

Lack of a County Branding Policy 11 28% 4.194 1.553 

Conuption - mi -u e ffun_ds 15 38~o 4.222 1.153 

Ignorance on importance of "County Branding" 15 38% 4.222 1.153 

Bureaucracy - delays in disbursement of funds 20 50% 4.764 .759 

Lack of Sufficient Funds 21 53% 4.806 .685 

Total Average 13 - 4.309 1.219 

Table 4.2 Challenges faced by Machakos County leaders in branding the County 

The respondents identified a nwnber of challenges that inhibit Machako unty lead rship 

from building a globally competitive county brand. About fifty percent 53% strongly agreed 

that the biggest challenge is lack of sufficient funds . Another50%) reported bureaucracy as a 

btg stumbling block. Almost forty percent 38% identtfied end mic corrupb n and leader 

ignorance on the scope of county branding. Almost thirty percent 28% identified the lack of a 

county branding policy while about twenty percent 23% reported lack of hiring design 

management kills. Other listed challenges by l 0% reported that brandmg 1!> n t a pn rity, r 

delays in the disbursement of funds from the national go emment; lack of proper structures 

of go ernance and sensitization of policies in the management hierarchy; Lack of year long 

calendar for promotional activitie · delays in pas ing mformation, el 1 hnes -mtJmidatton 

and witch-hunting· and finally transitioning from the old mindset of the disbanded 

municipality to the new county administration has encountered a lot of resistance. 
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4.4.2 bcbako ouot takebo der Partner hip 

This section of the research sought to explore the role pia ed b takeh lders m Machako 

Coun branding project It is di ided into two parts ' here th first part att mpts to id nti 

th most suttab1e stakeholders for the branding proJ ct. he nd part attempts to define th 

roles and responsibilities of stakeholders. Table 4.3 below, ummarizes the mo t uitable 

stakeholders who should to be included in the county branding projecL 

Stakeholders for the County branding Project Yo Freq. Mean td Oev. 

I Go emment departments 70% 28 4.513 0.211 

2 Pri ate Sector and Business and Industry Community 58% 23 4.492 0.325 

3 Board ofTourism 55% 22 4.361 0.145 

4 Educational institutions like Universities 48% 19 4.278 0.387 

5 Non-governmental Organizations (NGO's) 40% 16 4.202 0.621 

6 Professional Associations 38% 15 4.189 0.241 

7 Civic Leaders 30% 12 4.096 0.333 

8 Youth Groups as well as Public Elected Officials 28% 11 4.066 0.254 

9 Local Media 20% 8 4.051 0.115 

10 Local professionals 15% 6 4.001 0.266 

1i Local County Authorities and Committees for Events 13% 5 3.971 0.333 

12 Women groups and people with disabilities 5% 2 3.852 0.324 

13 Cultural or Heritage Institutions 3% ) 3.761 0.214 

Total - - 4.141 0.289 verage 

Table 4.3 Stakeholders for Machakos County branding Project 

According to the finding it is notable that the government departmen registered the lugbest 

number of respondents 70%· followed by the pri ate ector and business and industry 

community registered the second highest 58%. This indicates that they shouJd be the Jeading 

stakeholder in c unty branding pr ~ect. About hal 55%. identified the board of tourism, 

foUowed by almost fifty percent 48% identified educational institutions like local 

universities. Forty percent 40% regi tered GO s followed by 38% identifed professional 
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OCJallons, Uurty percent 3 % tdenu ted 1 tc leadt and t IJ nl eight per nt 2 ~o 

identified youth groups. Twenty percent 20°/o idenn fied the I media, fifteen perc nt 15% 

local professionals, thirteen percent 13% local coun. authorite . Last but not l t, le than 

l 0 o tdentlfied women groups and culture and hen tag msttlulton . th r mtnont 

suggestions 1 0% not registered in the questionaire, ' ere: the diaspora Kenyans from the 

county, foreign investors, strategic managers, the Lands Control Board, policy making 

experts, Local profes tonal as ociations like enya A s 1auon o Manu1acturer , Kenya 

Engineers Association, and the Kenya Library Association) and other minorities like the 

disabled 

Part Two: able 4.4 below summarizes the view of re ponden regarding the r le played by 

stakeholders in maintaining the Machakos County brand. 

The Role of Stakeholder Partnership in building the County Brand % Mean 

Stakeholders should support a strong leadership to o ercome internal 

differences, ensure progress and effective decision making 
91.4% 4.57 

The Stakeholders role involves planning, analyzing the county' s current 

ituation structure brand identity, brand sustain ability and brand usage 
92.6 0 4.63 

Stakeholders ensure continllity for the county brand vision, transcending 

the life of several democratioaJly elected go ernment' term of office 
93.4% 

4.67 

Stakeholders partnership hould be involved in the brand building process 

and in communication strategy 
93.4% 

4 .67 

Stakeholders role is vital in action based implementation of the county 

i brand strategy and in urban planning poli ies as a long-term pro 
94.0% 

4.70 

I Stakeholders are suppo cd to be role ambas ador for the county brand as 

they share the county s vision formulated on a clear brand strategy 
95.4% 

4 .77 

Stakeholders represent different interest groups in the county and a 

partnership approach with the leader ensure buy-in and brand credibility 
96.0% 4 .80 

Total verage 93.8% 4.69 

able 4.4: Role of takebolder · ln Building the Machako County Brand 
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e respondents were asked to g1 e th ar tt:W regardmg lh r 1 

stakeholders need to play in building the achak County brand Thetr re pons were 

ranked on a Likert scale between J -5, with 5 being the mo t d ired leader hip aspect and 1 

the m st undesirable. A mean of 4.6 mdi te that m t the re pondenlS, had trongly 

agreed with all the roles specified in the Table 4.4 in the pre 1ous page. tandard d viation 

also indicates the variation from the "average" (mean) is low which indicates that the roles 

are all very importarJL 

According to the findings in the Table 4.4, the respondents strongly agreed that, the majority 

96% reported that the leading role of stakeholders is to represent different interest groups in 

the county and ensure they have a strong partnership engagement with the county lead r to 

ensure buy-in and brand credibility. Another majority 95.4% specified that stakeholders are 

supposed to be the county's role ambassadors. EquaJJy important 94% reported that 

takeholders vital role is to en ure action based implementation of the county brand strategy 

and the urban planning policies as a long-tenn process. An equal majority 93.4% identified 

that stakeholders partnership should be involved in the county brand building process and in 

the communication strategy. Another majority 92.6% anclicated that takeholders need to 

ensure the continuity of the county's brand ision in the short and long term. AdditionaJiy 

the stakeholders role involves planning, analyzing the county's current situation, structure 

brand identity, brand su tainability and brand usage. An equal majority 91.4% specified that 

stakeholders should support a strong county leadership to overcome internal differences 

ensure progress and effective decision making. A minority of 10% reported that other equally 

important roles as they ad ocate or pubhc upport for l ng term commitm nt to ensure buy

in ensure county brand durability and they carry out survey processes and identify key 

infrastructure projects of priority. They support the county leadership and defuse any highly 

pohll LZed tension in the brandmg proces and make ure tt caters for ali people. 
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4.4.3 ~ Ia bako oun Brand tratg 

This section sought to identify the relevance of Machako County brand trategy as a coun 

brand go emment policy in managing Machako Coun branclin Ken . Th re uJts v ere 

tabuJated as hown in able 4.5 below. 

I Std 

Role of Brand Strategy in Managing Machakos ounty Brand % Mean Dev 

l The objectives of the Brand Strategy is to eradicate poverty and corruption 90.6% 4.53 0.86 

I Brand Management policy will define the design process· implementation of 

I marketing programs; activities to build, measure and manage Brand Equjty 92.0% 4.60 0.56 
- --

Brand Strategy should be a county brand government pobcy on bJ'8Jld 

1 management spanning several periodic terms of elective office 10-40 years 93.4% 4.67 0.76 

The Brand Strategy may stand for Industrial Centre, Business Centre, Cultural 

Centre, Educational Centre o.r Tourist Centre 94.0% 4.70 0.53 

I The Brand Strategy manages the Target Audience, Brand Expectations 

integrates the latest Ethical, Environmental, Sustainability practices 94.0% 4.70 0.53 

Brand Strategy defines positive differentiated attributes of the County 95.4% 4.77 0.43 

Leadership must have a Brand Strategy Approach and be action-based 96.0% 4.80 0.55 

Brand Strategy shifts unfavorable stereotypes of the County with a poor 

image among external and internal constituents to make it more appealing 96.0% 4.80 0.41 

Brand Strategy's main aim is to stimulate economjc growth and investments, 

create national pride, confidence, patrioti m. amact investments and visitors 96.6% 4.83 0.46 

Brand Strategy enhances its local, regional. global awarenes and position 97.4% 4.87 0.35 

The Brand Strategy defines; a common vision and aloes for the Community 

and create a consistent image of the County 98.0% 4.90 0.31 

The brand strategy engages Stakeholders, Management Team and the Users 98.0% 4.90 0.31 

Total Mean - 4.76 0.505 

Table 4. : Importance of Brand trategy in managing the Machakos County Brand 

Their responses were ranked on a Likert scale between 1-5, with 5 being the most desired 

brand strategy aspect and 1 the most undesirable. A mean of 4. 76 indicates that most of the 

re pondents had trongl agreed with all the roles spe ified m the Table 4.5 above. tandard 
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deviation also mdtcate tb anatJ n r m tht: mean 1 IO\\ which indJcaL that th role 

mentioned are all ery important. 

From the findings in Table 4.5 on the previous page Ill e ident that majority 98% trongl 

agreed that th brand strategy defines tbt: ngag ment tru ture o takeh ldt!r the 

management team and the users. It defines the county's vision and community values to 

create a consistent image of the county. Another majonty 97.4% strongly agreed that brand 

strategy enhances its local, regional, global awareness and positton. A siZeable maJonty 

96.6% strongly agreed that brand strategy s main aim is to stimulate economic growth and 

investments create national pride, confidence, patriotism, attract investments and visitors, 

and achieve a positive nat:J.onal reputation. Another maJOrity 96% reported that it would help 

shift negative perceptions and change a poor image of the county among external and internal 

constituents to make it more appealing. Another ninety six percent 96% reported that the 

county leadership must have a brand strategy approach and be action-based. 

A key fmding 95.4% agreed that brand strategy defmes positive differentiated attributes of 

the county. Another majority 94% agreed that the brand strategy manages the target audience, 

brand expectations. integrate the latest etlucal, envtronmental sustainab1hty pracll . A 

similar percentage 94% reported that the brand strategy may stand for a theme either as 

centers for industry, business, culture, education or tourism. An equally key finding by 93.4% 

md1cated that it sh uld be a county brand government policy based on brand management 

spanning several periodic terms of elective offices. Ninety nvo percent 92% of the brand 

management policy defines the design process implementation of marketing programs, 

acllVJttes t bUJld, measure and managt: brand equity. Ultimately 90.6% reckoned brand 

strategy objecti es are to eradicate poverty and corruption. 

Other minorities 25% reported that the county legislati e body expects the county brand 

department to come up with a tructure ~ r a customt d county brand government policy. 1t 
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takes about three month to en t n . tinding indi :at that it \IOUld ~ an internal 

control framework for the county management to r ly upon and en ure th county' 

obJecti es are being met Other minorities 1 0% establi bed that th county brand 

go emment policy would empower county brand manag m e mfi nned d ci 10n and 

mdicate a clear structure on how to deliver the county brand promise. Its existence will 

enable the management deal with problems and is ues without consulting. It would give 

guideline to govern the county a tions, defme hm1 and addres acquisition re urce 

with which the county's goals can be achieved. Another ten percent 10% reckoned, it would 

enable the county vision to remain alive, protect the office of tenure for managers irrespective 

of change in the political e1ecti e o tee or from any pohtical patronage. 

4.4.4 Design Management Practices and Branding Tools for Macbako county 

This section of the research sought to establish the respondent s iews regarding the 

measures and organizational structures the county leadersb:ip need to put in place to enhance 

the county brand value. It is divided into two parts. The first part attempts to identify the 

multi-disciplinary roles played by design management practices. 

The second part attempts to detennine the most effective branding tool for effective 

communications in the county. The respondents results were ranked on a Likert scale 

between 1-5, with 5 being lbe most desired de ign management aspect and 1 as the mo t 

undesirable. A mean of 4.7 indicates that most of the respondents, had strongly agreed w1tb 

all the laid out design management practices. The standard deviation also indicates the 

variahon from the mean i low which indicates that the roles are all very unportant. 
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Table ~-6 below. ummanze h \'w the un 1 hlp can put measur and emplo the 

roles of design management skills required to nhan Machako ounty brand for 

competitive advantage. 

Dei n Management Practices roles in enhancin nd p itioning tb % Mean td 
, Maclulkos County brand value Dev 

Urban Leaders consider a designer's role as very important in o erseeing 

the County Branding process from discovery to execution pbase 87.4% 4 .37 0.96 
1 The designer Jays the ground actualization of the brand promi e 90.6% 4.53 0.97 

Design maintains brand consistency of the County image and visibility 91 .4% 4 .57 0.86 

Design creates 5 Brand Categories: brand awareness, brand pers oality, 

brand loyalty, perceived quality and alue and brand as odation 91. % . 7 0.63 

The designer de:fines Brand Positioning in local, regional & global scene 93.4% 4.67 0.66 
1 Design communicates value proposition, brand attributes and content 

design in advertisements and promotions of the county 94.6% 4.73 0.52 

DeSign provides long-term competitive advantage in a changing world by 

addressing cutting-edge innovations. creating differentiated brands 95.4% 4.77 0.50 

County brand is a key urban development tool and a valuable asset which 

needs to be designed. managed, measured. protected, le eraged and 

nurtured over the long tenn. - A world class design to beat competition 96.0% 4.80 0.41 

The designer is required in the branding process to enrich brand value 96.0% 4.80 0.41 

A successful County Brand must undergo the Branding Process which 

involves four steps: Research, Design, ducation and Maintenance. 96.6% 4.8 0.46 

Branding is about enhancing visibility by creating, de eloping and 
sustaining a corporate brand for the County. It also involves design 

service:. public relations, editorial, copy writing, search engine 

optimlzat:ion; media relations· event management; social marketing and 
digital campaign management; web de elopment, organize workshops, 97.4% 4.87 0.35 
seminars. and global conferences. 
Branding the County requires multi-disciplinary design skills and is not 

limited to a single design discipline 98.0% 4.90 0.31 

Total verage 94.0% 4.70 0.58 

Table 4.6: Design Management s role in enhancing the Machakos County brand alue 

s per the findings displayed in the Table 4.6 a ove a sizeable majority 98% strongly agreed 

that the county leadership needs to hire design management practices in the county image 
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epartment v h e matn role w uld be to apply multJ-dt ·•ph nat) de ·ago !> tll appr h m 

branding the County and is not limited to a single de ign disctpline. Another majority 97.4% 

strongly agreed that the county brand manager needs to be a profe ional to enhance tb 

county· vi ibility b creating, developing and ustammg a c rporat brand. hi 1 po tble 

through the application of arious design services. These are public relations, editorial 

copywriting, and search engine optimization services, media relations; event management 

OCLal marketing and digital campaign management, web de elopment. organize w rkshop 

seminars, and organizing global conferences. Almost Ninety seven percent 96.6% strongly 

agreed that for a county brand to succeed it must undergo the branding process, which 

m olves research, design, education and maintenance. Another ninety ix per ent 96% 

reported that county brand is a key urban development tool and a valuable asset, which needs 

to be designed, managed, measured, protected, ~everaged and nurtured over the long term - a 

world class design to beat competition. 

Almost ninety six percent 95.5% reported that design provides long-term competitive 

advantage, addresses cutting-edge innovations creating differentiated brands. About ninety 

five percent 94.6% agreed that design commurucates value proposition, brand attributes and 

content design in advertisements and promotions of the county brand. 93.4% agreed that the 

designer defines brand positioning in local, regional and global scene. 91.4% agreed that 

de ign create 5 brand categories: brand awarenes , brand personality, brand loyalty 

perceived quality and value and brand associations. It also maintains brand consistency of the 

county image and its visibility. Finally 90.6% agreed that the designer lays the ground 

actualizatton of the brand promi e and 87.4% agreed that urban leaders consider a designer's 

role as ery important in overseeing the county branding process from discovery to ex.ecution 

phase. Twenty five percent 25% agreed that the county leadership needs to set up 

organisational tructures m the orm of a c unty brand department and a commurucations or 
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I 
I 

publiCit relations depanment to enhan th unty bran alu . urthenn lht: I 

needs to allocate sufficient funds, to hire de ign managem nt kills 'th design thinking 

mindset to promote the county brand 1dentity and corporate culture. The e skills are 

considered key dri ers for county brand dtf er nuanon. tnn au n and c mpetit1 ene ~ . 

The Mo t effective Branding Tools for communicating with di er ounty R ideots 

The respondents were requested to suggest which the most ideal branding tool for 

communicating effectively to each specific target group in Machakos County. Table 4.7 

below displays their summary findings . 

CATEGORY OF 1. 2. 3. 4. s. 
BRANDING TOOLS Traclitional Specific mbassador ocial Promotional 

Media Events Networks Media Materials 

RESPONDENTS FREQUENCY LEVELS 

Residents & Citizens 17 (56%) 9 2 6 10 

Business & Industry 3 10 7 7 14 (46%) 

Visitors & Tourists 4 6 9 13 (43%) 10 

Political Leaders 9 10 (33%) 7 7 7 

Students & Youth 5 6 3 21 (70%) 10 

Media Fraternity 6 930%) 7 7 7 

TOTAL FREQ. LEVELS 44 50 35 61 58 

PERCENTAGE(%) 44% SO% 35% 61% 58% 

Table 4.7: The Branding Tools for Communicating to diverseMacbakos County residents 

Their preferences were pla ed on a five Lik rt scale 1-5. Where: !=Traditional Media, 

2=Specific Events, 3=Ambassador Networks, 4=Social Media, 5=Merchandising Tools. 

(Traditional media represents television, radio newspapers, magazines advertising, print, 

aJes pr m tion, public relation and dir t marketing. Specific events represents festivals, 

cultural, sporting and economic activities. Ambassador networks represents famous citizens. 

ocial media represents websites, you-tube, blogs and face book. Merchandising or 

promotional material repre ents calendars, mug , hirts cap and umbrellas). 
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ount leadership needs t put l rgaruzatJ nal m · UJ1 · to put in pla r gardtng 

the mo t effective branding tools for communication m th coun . A a result. th majority 

61% strongly agreed that the most popular overall branding tool for county branding is the 

ocial media or online branding. 56% agreed lhat tradttt nat medJa hke radto 1 the be t t I 

for targeting county residents. 46% agreed that promotional materials is the best tool for 

targeting the business and industry community. 33% agreed specific events is ideal for 

targeting politicaJ leaders. 43% agreed that the s ial meclia i the best tool for targeting 

visitors and tourists. 70% agreed social media is the best tool for targeting students and 

youth. 30% agreed that specific events is the best tool for targeting the media. 

4.5 tion D: Research Dependent ariable 

4.5.1 A Valuable Asset and a County Development Tool 

This section of the research is clivided into two parts. The flrst part sought to investigate the 

ignificance of a globally competiti e county brand, which is in reast.ngly consid red an 

important asset in facilitating urban development The second part attempts to determine the 

competitiveness ofMachakos County brand architecture for the period (2012-2013) using the 

place branding model, NBl index. 

The respondents expressed their views about the benefits (brand promises) that the a globally 

competitive county brand brings forth. On a scale of l to 5, with 1 being the least important 

benefit and 5 being the most important benefit. A mean of above 3 is regarded to measure 

satisfaction on the test variables. Standard deviation is used to indicate the ariation from the 

mean. The low standard average deviation of 0.49 indicates that the data points are very 

cl se t lhe mean. 
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able 4. belo ilJustrat the bran prom1 e o a glo all · mpetllt e count brand and 

their mean scores. 

I I 
Brand Promises of a globally competitive county brand Ofc D td Dev 

Experiences unsolicited praise approval and endorsement from media, 

celebrities international institutions as a result of its attracti e brand 91.4% 4.57 0.63 

Increased word-of-mouth among (foreign) Target Audiences and a 

wish to associate with the county creates a buzz 92.6% 4.63 0.56 

Citizens get welcomed in the right circles on influential committees 92.6% 4.63 0.67 

Shed off unfavorable stereotypes associated with the county making it 

more appealing enhancing its local regional and global awarene 
94.0% 4.70 0.54 

Enhanced civic pride in the county residents, as the population. 

businesses and institutions experience its (renewed) sense of purpose 
94.6% 4.73 0.45 

Coherent development of the county as physical, social economic and 

cultural planning join up to realize the brand's promise 95.4% 4.77 0.43 

More product and business development opportunities 96.6% 4.83 0.38 

An increase in the ability to attract, recruit, and retain talented people 96.6% 4.83 0.38 
-

High returns on investments (ROI), Real estate infrastructure and win 
4.87 0.35 

bid to host promotions, events and attract conferences 
97.4% 

Total Average 94.6% 4.73 0.49 

able 4 .8: Brand promi e of a globally competiti e county brand 

From the findings, majority 97.4% strongly agreed that a globally competitive county brand 

is increasingly considered an important asset for urban development because it promotes high 

returns on inve tments, real estate, infrastructure and is able to wm bids to host promotions 

events and attract conferences. Another majority 96.6% agreed that there wiU be an increase 

in the ability to attract, recruit, and retain talented people and more product and business 

development opportwtitie . Almo t ninety ix percent 95.4% agreed there will be coherent 

development of the county as physical social. economic and cultural planning join up to 

realize the brand's promise. 94.6% agreed that there will be enhanced civic pride in the 
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unt re td n , as the populabon, bu m and m tlluli n e pc:nen us ren w 

of purpo e. 94% agreed that the coun v.11l be more appealing th enhan d local regional 

and global awareness having shed of unfa orable tereot ·pes. Aim t nmety three percent 

92 . 2~o agreed that the citizens will gel w I med m the ngbl ctr I on mfluenllal 

committees and more foreign target audiences will wish to be as oc1ated with the County 

Finally 91.4% agreed that an attracti e coun. brand, will e peri nee un olicited prai e 

appro al and eodor ement from the media, celebnti and mtematt nal msutuuon . 

4 • • 2 Machako County Brand Architecture 

The research sought to establish the le el of competitiveness for the Machakos County rand 

b using the place branding model, NBI index for the period (2012-2013). Figure 4.4 below 

shows the summary of the findings coJiected through the interview guide in Appendix II. 

(County Development Planrung Library) 

MACHAKOSCOUNTYNBI~nance 

(Poverty) 
90 

Culture& 
Heritage 

People 
(literacy) 

;~ 

Investments 

RATING SCALE 

Tourism 

Exports 

10 20 30 40 50 60 70 80 90 100 

POOR AVERAGE EXCELLENT 

Figure 4.4: Machako Coun brand architecture (2012-2013 
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The M hako ounty brand ar lut ture pro i a h rent tral gy to aggregate th 

sectors of tourism, go ernance, in estments, exports culture and h ritage and people und r 

one roof. All the sectors growth performance w re pl ced n a rating cale betw en 0% to 

90%, mdtcated in the hexagon, igur 4. in the pre 1 u.s pag . 

According to the findings, Machakos County brand architecture has hown positi e growth of 

about 5% across the board in the years 2012-2013. The research identified this mod I as tbe 

mo t appropriate place branding mod J for Machako County t pr a t1 ely and lleclJ ely 

look at the six key components that make a county brand: The tourism sector had shown a 

slight increase from 13% to 20%. The governance sector, indicates commendable 

perfonnance where the po erty inde bad dropped from 62% to 59%. Th inve tments ector, 

had shown improved growth from 35% to 43%. The exports sector requires more effort as it 

had shown slight growth in growth from 8% to 10%. The culture and heritage sectors could 

not provide data at the time of re earch but there are positive indacators. he ounty i in th 

process of setting up "Machawood", Machakos People's Park and Machakos stadium. The 

people sector could not avail data at the time of research. Though the ongoing developmental 

activttie indicate very high civtc pnde. More people have ace s to clean water where e en 

hundred (700) bore holes have been dug. Healthcare indicates The best Level 5 hospital 

countrywide bad been refurbished and equipped to international standards. Education sector 

show a positive standard at a rugh 7% literacy le el 
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4.6 lion : ummary iodin 

This ection will use regression analy is to td ntify the le el of significance in all th 

mdependent variable in influencmg the global competitiveness of th coun brand. The 

reseal' b also used correlanon L e tabh h the rete an o brand strategy and th rol of 

stakeholders in building a globally competiti e county brand 

4.6.1 Regr ion nal is 

R~rre ton Analysi i used to 1 enti the level of ignificance m all the mdependent 

variables in influencing the global competitiveness of the county brand. Regression analysis 

is the statistical technique used to identify the relationship between the known, available 

tndependent ariables and the dependent ariable wbi b is to be predicted. Th researcher 

conducted multiple regression analysis as shown below to determine the relative importance 

of each of the variables with respect to establishing the determinants of a globally 

competitive county brand in Machakos County. The re earcher used the stat• tical pa kage 

SPSS and advanced excel, to enter artd compute the measurements of the multiple regressions 

for the study. The relationship between the variables is illustrated using the equation below. 

B = 

Where; c B 

po 

x, 

x2 
XJ 

X. 

et 

Bo 

~ 

= 

= 

= 

= 

+ 

GlobaUy Competitive County Brand 

is theY-intercept =constant and ~ 1 p4 oeflicients 

County Leadership i at time t 

County Brand Strategy i at time t 

Stakeholder Partnership i at ttm t 

Design Management Practices i at time t 

Erorterm 
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The findmg are pre ented in the oll wing tabl bel ' 

odel R 

0.731 0.688 

Table 4.9: Model Summary 

rror oftbe 
tim at 

0.16984 

a Predictors: onstant), Design Management Practices, ounty Leadership • ounty 

Brand trategy Stakeholders Partnerships 

Table 4.9 displays the coefficient of determination (the percentage variation in the dependent 

ariable being explained by the change in the independent ariables) R2 equal 0.73 1, that 

is, County Brand Strategy, County Leadership, Stakeholders' Partnership, and Design 

Management Practices explain 73.1 percent of the variance in the Competitive County Brand. 

1 

Model Sum of df Mean Square F 
Squares 

Regression 638.339 4 159.585 51.174 

Residual 77.961 25 3 .118 

Total 716.300 29 

able 4.10: ANOYA 

a. Dependent Variable: G lobally Competitive ounty Brand 

b. Predictors: (Constant), County Brand Strategy, County Leadership 

takeholder • Partnership and 0 ign Management Praclices 

Sig. 

.000° 

Table 4.1 0, displays the significance alue of the F statistic as 0.000. This indicates that aiJ 

the pr dictor ariabl County Brand Strategy, County Lead rship, Stakehold rs' 

Partnerships and Design Management Practices) explain a variation in Competitive County 

Brand. This means that the overall model is significant 

as 



Model Unstandardized Coeffi i n Standardized t Si • 
o ffi ien 

B td. rror alpha 

(Constant) 4 .790 6.510 .736 469 

County Leadership .250 .169 .203 1.474 .003 

l County Brand trategy 198 .0 31 l 99 .004 

Stakeholders .105 .101 .222 1.040 .001 

Design Management .540 .105 1.250 5.118 .000 

Table 4.11: Coefficients a 

a. Dependent Variable: A glo ally competitive County Brand 

Table 4.11 presents results of the multivariate regression of determinants of a globally 

competitive county brand. According to the regression equation established taking all factors 

into account county brand strategy, county leadership, takeb lder • partner hap , and desagn 

management practices) constant at zero, global competitiveness of the county brand will be 

l.600. The data findings analyzed indicate that taking all other independent variables at zero, 

a unit increase an county lead r hlp wouJd lead to a 0. 123 mcrease in global competJtJ ene 

of the county brand~ a unit increase in county brand strategy would lead to a 0 138 increase in 

global competitiveness of the county brand, a unit increase in stakeholders' partnership will 

lead to a 0.342 mcrease in gl bal mpetatJ en of the count brand, a umt mcrease in 

design management practice would lead to a 0.062 increase in global competitiveness of the 

county brand. 

erefore, at 5% level of ignjfican e and 95% level of confidence, all the independent 

variables are significant in influencing the global competitiveness of the county brand. 
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4. .2 orrelation nal · 

Correlation analysis was conducted to examine the relation htp between the exi tence of an 

effecti e county rand strategy in the form of a county rand go emm nt \icy and the 

stakeholders role in building a globally competitive county brand Table 4.12 below 

summarizes the description statistics and analysis results. 

The findings mdicate that, the stakeholders· role i po tti ely and stgnificantly rrelated 

with the effectiveness of the county brand strategy (Speannan's rho = 0.602). This indicates 

that a County which collaborates with stakeholders who participate actively in the County's 

development activities is likely to exhibit an effective brand trategy or county brand 

government pol icy. 

Spearman' Brand strategy 

s 

rho 

takeholder Role 

Table 4.12: Summary of description statistics and analysis 
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------------------------------------------------------------

0 rt r 

Tht th IS project ~ earch reported findin earch r to me up ~ ~th 

a propo ed theme A Better Coun b 0 tgn. 2014'" \ "th extra rdmary, m aningful 

lun ns fir Mach unty. portr. h real 1nns that d tgn manag m nt nd d Jgn 

thinking kills are coriSidered ke drivers for coun brand dlffi rennanon. inn ation and 

competiti en s. This skill is displayed in all the media us d for branding Macha Coun 

ounty, ne Brand" appr a h, reflecung a clear, tmple, 1 tent and he 1 

brand identity. Find below the contents of the ')>ower of d ign project portfolio in haping 

Machako County brand. 

(i) Pr duct d ign Pac in d i n lndu trial d i n) 

• ew, Clear and Distinct County Brand Identity 

• New County Corporate Culture (A2 Poster) 

• Ma hako ity Master plan 

(ii) Information (Branding Graphic d ign edia d ign and Web d 

• The Businessman catalogue and The City Handbook catalogue 

• Pr po d web-site lay ut and Pr m tional matenal ap, T- h1rt, 1ce- h1rt) 

• A2 Wall calendar and desk calendar 

(iii) nvironment (Interior d ign nd cap d ign nd bibition di pia 

• randmg th ounty h uarter r epuon ar 

• Branding the coun grounds landscape 

• Roll up Banners to promote Machako County brand Architecture 
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.llntr ducti o 

This chapter pres nts the summary discu ston of th data rail r rch 

problem addressed in the research, states that the n d ol ed counti do n t ha e a 

gl baJJy mpetltive brand identlty. o in e ugate that tat ment., th r rcher ught L 

determine how county leadership, stakeholder partnership brand trategy and d ign 

management practices are key d terminants of a globally competiti e county brand in Kenya. 

Tlu hapter 1 tru tured mto ummary f resear b findmg , n lu 1 ns, re mmendall n 

and areas for further research . 

. 2 ummary of R reb indio 

The re eaf her u ed de riptive research methodol gy, purpo 1 e and n w ball arnphng 

questionnaires and interview guides and survey technique . Data collected from survey 

respondents made up of the county leadership and stakeholders to repre ent their knowledge 

and perception n th unty ' brand 1 entJty, corporate culture, tmage reputatt n, ounty 

leadership (chaJJenges , stakeholders, brand strategy, design management practices randing 

tool ), globally competiti e county brand and brand architecture. 

5.2.1: at od roo r phi ta 

Thts section summari es the d mographic data ofth r pond nts v ho e participation formed 

the basis of th research r port. Th re earch targ ted i ( 60 re pond nts. A total of forty 

40) que tt nn tre er uly 1ll tn, refl ting po 1t1 e r ponse rate f 67%. b gen er 

di tnbution of r pondents indicate more than one thud r female lead rs 43.3% . 

Against the finding unty adher to th third gend r rule as stipulated in th 

nsutut ton f K nya ea h tttzen 1 equall alued and h a nght to 
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pam tpate m go emance. e larg t pef otage o r pon en 

ages of (26-35) years with (60%). This evid nee indicate that 

dl 

ahak 

t\\-t:eO th uthf ul 

Coun lead rshtp 

is in its productive years they are energetic v hich is high I ociated with d nami mandan 

open rrund to new ideas and adapt easily to change. 1 h e tnut.s 10 Machako ount 

leadership will positi ely influence the globally competitt county brand From lh findmg , 

majority of the respondents 50% had post graduate degrees in their variou field of 

peciahzallon. e e finding rmply that all the re pondenb had a h1e ed tert1ary educat1 n, 

making them capable, well infonned and skilled leaders. Further findings indicate the 

majority 66.7% of the respondents had lived in Machakos County for over 7 years. That 

unphe that they are permanent residents, very re ourceful, with m-deplh mformahon on the 

County s history and would be more loyal and committed to their County. 

5.2.2: ection B: Summary of General Knowledge on Machako ounty, Brand identity 

5.2.2.1 om mary of Macbako ouoty, orporate ultur 

This section sought to find out the clarity and consistency of the respondents general 

information about the County's corporate culture, County s brand identity and its image and 

reputation. e overall re earch pr blem addr ed m the research, tate that the new 

devolved counties do not have a distinct brand identity, lack a clear, cohesive corporate 

culture, have a low county brand value and ranking. And there is no customized county brand 

policy to manage the count brand m Kenya The o erridmg findings indicate that more than 

fifty percent 50% of the respondents reported more than five versions about the County s 

mission, i ion, brand attributes and brand promise. One reasonable explanation about the e 

re ults trongly mdicates that l.he ounty· brand tdentJty and corporate culture are n t lear. 

Probably it i because the County had just been constituted in 2010. The corporate culture 

eXJsts but it has not been communicated proactively within the internal County s 

organtL.ati nat tructure. 
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Research tudies, indicate that for the unt · brandt be gl all c m UIJ e tht: • unty ' 

brand identity needs to be clear, and spoken with one coh r nt otce, in order to promote 

.. One County-One Brand' . The survey further shov ed that, n the ntrary, th r ' as a 

coherent oice of almost ninety percent 7.5% about lbe ount molt , amba d1alecl "'kyuu 

kimwe kiyuwaa nda'' which means United We Stand''. A stunmng majonty I 00% po iti ely 

tdentified the County leadership ideology in Kiswahiti language which states 'Maendeleo 

Chup! Chap!" which means, development delayed, leads t an tn rea e in pov~rty. Almo t 

eighty percent 75%, seemed familiar with the County brand values which are speedy, 

quality, efficiency, inno ativeness, integrity and accountability.· The results of this research 

are consistent with Dinnie 2011), who indicates that all responsible governments, on behalf 

of their people, institutions and companies need to discover what the world's perception of 

their County is and develop a strategy to manage it. 

5.2.2.2 ummary ofMacbakos County Brand SymbolB and Reputation 

When the respondents were asked to state their general knowledge on the County brand 

symbols, a very small minority 2.5% knew of the new Machakos County logo and the fact 

that it symbolized, he Beginning Of A New Dawn. n the contrary, a sizeable maJority 

tOO% were clearly and confidently knew the County's tag line as The Place To Be. 

5.2.2.3 ummary of Macbakos County Image and Reputation 

The re pondeots 75%, strongly reported that Machako unty i the mo t progres tve 

County in Kenya, because its leadership is forward thinking, positive, goal oriented. result 

oriented with effective governance and is corrupt free. 45% reported that the rural folk chant 

m 1swahili, Machako m namba mVJU Machako is the leadmg ounty). 75%, reported that 

the most unique attribute differentiating Machakos County from the other Counties, is that 

Machai<Os County was the first County to develop an ambitious City Master plan. A 

man nty 20% uggested rebranding the unty to ymbohze a new begmning. 
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-.2.3 tion : R earcb lndep ndent 'ari bl 

5.2.3.1 ommary findings: County leade hip aod cball n ed in ouoty brandin 

This section sought to find out the respondents opinion on th relation htp between th 

County leadership and Machako County brand. enerally, the findmg · tndtcated that there 

is a direct relationship whereby the County leader hip visionary facilitati e and servant 

leadership styles highly influence the a globally competiti e county brand with high returns 

on in estments. Moreover, a majority 96.6% explained that th key leading qualttte for lhe 

County leadership is to be visionary, accountable, innovative, proactive and brand oriented 

in order to build a globally competitive county brand. The County leadership should ensure 

they provide more opportunities for citizens, contr I of corruptton, become polittcalty stable, 

involve key stakeholders and honour the basic rights of its citizens. Moreover, the fmclings 

indicate that Machakos County brand may fail to be globally competitive if the County 

leader hip does not deal with the myriad of challenge faced when it come t brandmg the 

County. More than fifty percent 53% identified lack of sufficient funds, too much 

bureaucracy in the delays of disbursement of funds from the national go ernment, corruption 

due to mi -use of funds and ignorance caused by lack of awarene s on the cope of ounty 

branding. A minority 10% indicated that county branding is not a priority, there is no County 

brand government policy and the lack of hiring multi-disciplinary design management skills 

to manage the ounty brand. 

5.2.3.2 ummary f'mding of takebolders Partner hip 

This section sought to determine the respondents opinion on ' hich stakeholders should 

collaborate with the County leadership in the County branding proJect The respondents 

re ealed that the notable highest number of responses 70% identified the leading stakeholder 

need to be Government organizations and agen tes folJowed b 58% the Pri ate sector. 

industry and business. This was followed by 55% Tourism Board, 48% Local Universities, 
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0° o on-Go emmental organizations, 3 ~o a1 Pr • 2 ~0 

Youth, Public elected officials and 20% Local media 

The second part of the research sought to identify th stakeh ld rol and respo ib11it1 

m morutonng a globally competin e Ma hako oun brand. uen all • r m Lh re ulb all 

a sizeable majority 96% indicated that stakehold rs should ha e a rong partn rshsp 

approach with the County leadership and represent different inter st group t nsure buy-in 

and brand credibility. 1n addition a majority 95.4% reported that takeh ld~rs h uJd be role 

ambassadors for the County brand as they share and believe in the County 1sion based on a 

clear brand strategy. The itality of the stakeholders· role is evident in o erseeing long term 

a t10n based implementation o policies and long term branding proce s, pr ~ect , 

communication strategy and ensure continuity of the county brand 94%. Another majority 

93.4% mentioned planning, analyzing the Cour1ty' s current situation structure brand identity, 

brand su tainability ar~d brand usage. A minority o 25% indicated that they arry out urvey 

processes, help in decision making, identify key infrastructure projects of priority and they 

defu e internal political differences to make sure the County brand caters for all people. 

5.2.3.3 ummary imdings of acbako ounty Brand trat 

This section sought to identify the respondents re ponse in examining the importance of the 

brand strategy as a County brand go emment polic in sustaining the Macbako County 

brand. An overall more than 0% response was m agreement with the past findings where 

(Dinnie, 2008) emphasized that brand management is a long term commitment and should be 

treated as a county brand government policy, be action-based over several elective periodic 

terms. be o erriding summary is that a ount brand go emment policy is an int mal 

control framework for the County management to rely upon and ensure the County' s 

objectives are being met. Moreo er it would give guidelines to govern the County 's 

brandmg a uon , derme lirru and addre uis1uon of fi urces with bich the 
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organisauon goals can be achie ed. lt w uld a hi rati nal ut • m and pr m tt: pr P'!T 

management and governance~ setting a clear cours of action on brandin th ounty for 

competiti e advantage. It would also keep the County V1 aon alt\e, prot ct office of tenure for 

managers irre pective of change in the pollt:Jcal elect• e t 1ce r from n pohtacal 

patronage. 

5.2.3.4 ummary f'mdings on Design anagemeot Practic and Branding Tool 

ThlS ection sought to determine from the respond nts lh measure and orgamsattonal 

structures the County leadership needs to put in place to enhance the County brand value. 

The study s findings in Table 4.6 indicate that it is crucial for the County leadership to 

consider the views of more than 90% respondents who e re ponse were con i tent Wtlh past 

findings. They strongly agreed that the County brand is a key urban development tool and a 

aluable asset, which needs to be designed, managed, measured, protected, le eraged and 

nurtured over the long tenn United Nations, 2005). One reasonable explanation about the 

research findings, indicate that Machakos County leadership needs to engage design 

management skills because it is a business discipline that employs project management, 

trategic management, marketing skill and policy making k11ls and its multi-di ciphnary 

structure does not limit to a single design discipline. Additionally, the multi-faceted natwe of 

design management cuts across aU design disciplines (graphic design, package design, 

tndustnal design, service d ign, information design orporate brandtng, mulu-media design, 

website design, interior design, landscape design, exhibition or retail design and universal 

design). A majority 91.4% strongly agreed that design is about enhancing the county brand 

tSibility, brand consistency, actualization of the brand promi e and create brand a arene , 

brand personality, brand loyalty, perceived quality, brand value and brand associations. 

Another majority 90% reported that the County brand and Communications, PR departments 
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need t allocate ufficient funds to pr molt! d tgn thin ing mwJset ' hich i nsid red 

globally a key dri ers for County brand dlfferentiation inno tion and competitiven 

ommary fmdin on the mo t effecti e branding tool fo r f bako oun 

Pan two of this ection, sought to establi h from lh re ndtm wh1 h brandtng t 

communicate effectively to specific target groups in Macha.ko County. Table 4.7, indicated 

that more than fifty percent 61 %, identified strongly that the mo t popular and 1deal branding 

tool 1 online branding which guarantees real llme commumcahons w1th mtemah nal 

visibility. Moreover 56% identified traditional media for communicating with County 

residents; 46% promotional materials communicate best with the business and indu try 

commumty, 33% identified pecific even are ideal for reaching out to political leaders 70% 

identified social media for the youth and finaUy 30% identified specific events for bridging 

the gap with the media fraternity. 

5.2.4 ectioo D: Research Dependent a riable 

5.2.4.1 Summary findi ngs of a G lobally Competitive Cou nty Brand 

This section sought to investigate how a globally competitive county brand is increasingly 

considered an tmportant as et for facilitaung urban devel pmen Moreo er maJ rity 97.4% 

strongly agreed that the most desirable benefits would result in high returns on investments, 

real estate, infrastructure and wins bids to host promotions, e ents and attract conferences. 

JmJlarly. more finding 9 .6% indJcate that a compeuuve county brand incrt:aSt! 1 abiht 

to attract, recruit, retain talented people and offer more product and business development 

opportunities to its people. Among other expectations 95.4% an attractive County brand 

promotes coherent de elopment and realiz 1ts brand promise. FtnaUy, findings deduced that 

a positive brand is appealing, enhancing its global awareness, its citizens would ha e civic 

pride and the businesses would experience a new sense of purpose. Finally the research 

tabh h d that lhe ounty brand architecture usmg lhe place branding model, BI mdex 
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dJspl ed in 1gure 4.4, Will help Ma h ·o · ounr addre the c m nenl of th 

county brand A general po itive growth of 5~o was reponed aero the sectors of 

go emance touris~ exports, investments people and culture and hentage (2012-2013). 

-J ooclu ioo 

This research reaffirms that first impressions of a County go emment and its good name 

matter. It is evident now, that a county brand is considered globall competitive, only when 

1ts brand identity, corporate culture, image, reputation and brand attnbute are ery lear. 

distinct and coherent to both its internal and external audiences. Moreo er the county brand 

is dynamic and changes over time. Subsequently, it takes decades to build a county brand, 

therefore, the ounty leadership needs to be aware of the county brandmg proce v hich 

needs to be adhered to, needs to be an on-going exercise, updated regularly and it need not 

remain static. The branding process needs to be documented in the county brand government 

polJcy. lts steps follow in-depth re earch, creation of design, education of takt::holder and 

long term maintenance and if followed the end result captures the spirit of the people. On the 

other hand, if the county brand is left unattended, it looses its attractiveness, brand value, 

global appeal, reputallon, become outdated and gradually JlS development dechnes. he 

county brand is the people, culture, belonging, confidence and the community. 

Theoretical and empirical studies further deduce that branding a County is complex because 

of 1ts multi-faceted, multi-dimensional and multi- takeholder nature. o ingle model or 

theory can work comprehensively on its own as each addresses a different aspect of the 

county brand Therefore, a more inter-disciplinary approach and a djverse of theoretical 

per pectives need to be employed to capture a hohstic count brandmg. flus e plains why 

this research employed the Gilmore (2002), the (NBI) inde and Kavaratzis (2004) models in 

the research. Furt:hermore it is now evident that county branding is not about graphical 

symbol , or promotional campaigns or communication trateg~e . 

96 



unty brandlng i about the brand pr m • brand per· pll , bran e pectat.J • brand 

reputation and brand association aero Multiple takehold rs and brand elements. E id nee 

accumulated in the research indicates that all the independ nt variable namely county 

leadership, tak holder partner lup county brand trat gy and de 1gn managem nt are 

significant in influencing the global competiti eoess of the county brand. The finding also 

indicate that, the stakeholders role is positi ely and significantly correlated with th 

e ectJVeo of the county brand strategy Thi indjcat that a unty with takehold r: 

who participate actively in the County·s development acti ities is likely to exhibit an 

effective brand strategy. The research has provided e idence that the county lead rship is a 

key determinant that hold political and s fi power to in11uence re ttalize co- rdmate the 

County image, build investor confidence, direct new resources to economic priorities to place 

the county brand prominently on the world map. Moreover, the ne d to realize that the 

county brand is an a set that has to be made a pnority as a devel pmenl agenda. 

The County leadership, considered the County's brand champion, directly influences the 

county brand, holds soft power to influence and carry out more sensitization programs on the 

county brand policy, and institute proper structures of governance in brand management. 

public relations, communications departments. Stakeholders partnership with the county 

leadership has significantly proven to be another key determinant, required to keep the 

branding m mentum exciting, not run out of team and sustain and maintain 

the brand message, its communications and delivery of the county brand promise over the 

years. The branding project is a mega-project. which requires a coUaborati e approach' ith 

the county leadersrup. takebolders should constitute go emment and n n-g vernmental 

organizations, a group of experienced specialists to continuously bring on board objectivity, 

experience, knowledge, time savings on market place and knowledge on what r sonates with 

the people. 
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11 earch clearly tdent.lfie that th~ m t ignificant tennmant of gl ball ompellll e 

county brand is a comprehensi e, customi ed coun brand strategy. lt houJd be a county 

brand government policy. Its criticaJ importance pro 1d an internal framework on, who 

the are, where the county stands toda , tdenllfy the many JL, where 11 

wants to go and know how it wants to get there. Furthermore, d elop a strategy (including 

ad ertising and public relations campaign)~ start implementing the strategy; and finally track 

1ts progress over time. Additionally, help identify what type f mduslries and type of 

investments it needs to attract, and what kind of people and markets it should be looking for. 

Evidence accumulated in the research indicates that the other key determinant required would 

be to institute proactive measures by prioritizing county branding, allocat adequate 

resources, and hire professional design management skills, considered a key driver for county 

brand differentiation, innovation and competitiveness. 

The underlying principles of design theory played a key role in shaping the ucce of thi 

research. Design is a problem solving activity, solution focused discipline which employs a 

user-centered approach when carrying out the in-depth research to understand the needs, 

wants, experiences and aspiration of the respondents of Ma hakos County. Moreo er, 

design thinking mindset, is a socially responsive with a collaborative approach towards the 

community and strives to come up with practical, meaningful solutions to make the world a 

better place. lu approach Jed to the propo al of a model framework in Chapter 5.4.1.1. for 

use by the county leadership in maintaining a globall competiti e Machakos County brand. 

The research respondents unanimously identified online branding as the most effective 

branding to I for Machakos ounty. Finally, further findings indicate the importance of 

adopting the place branding model, (NBI) index to measure, monitor the growth, image and 

reputation of the county brand It defmes the county brand architecture which gives a 

coherent trategy in coordinating all the ectors in touri m~ e ports, go emance, m esbnents 
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ulture and heritage, the people, to form th unty b d archtt tw . It 1 ear th t a 

globally competitive county brand is increasingJ constd red an important a t for urban 

management and de elopment Furthermore, branding i th lifeblood fa state becau It 

can boo t its econom , attract talent and impro e the qu ht unt r tdent . 

5.4 Recommendation 

5.4.1 Recommendations to Policy Makers (Macbako ounty Leadership) 

• The overriding recommendation in this research is the proposal of a model framework 5.4.1.1 

o erJeaf, recommended for branding Machak:o County. ll i a tru tural model on how to 

embark on brand management A County brand director needs to report directly to the 

County Governor and his/her mandate is to ensure brand clarity, cohesiveness and 

oonst tency internally and externally. A County brand strategy manager needs to deputi.te 

and main role needs to ensure the county brand government policy is adhered to. A planning 

group of stakeholders should be identified to ensure proper representation of aU County 

stakeholders. The model framework propo e to ha e three manager to manage primary, 

secondary and tertiary communications, respectively 

• The research strongly recommends that the County leadership is the County brand champion, 

needs to adapt a brand riented trategy approach toward governance and tn Jusively orm a 

strong Planning Group of Stakeholders who e mandate is to share responsibilities. 

•It is recommended that the County Brand Policy Manager needs to de elop an effective 

oommunicauon strategy policy t prom t ··on Brand- ne ounty". This is to en ure there 

is one commo~ clear, shared County ision internally and extemaUy. 
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5.4.1.1 ommendati ns o unt 

A clear, Differentiated Image, Reputation Development, Competitive Advantage, 
Brand VaJue, Brand Promise, Brand Perceptions & Expectations, Brand 

Elements & rience, Brand Rankin , Brandin Process & Brandin Models 

1. Primary Communications 2. Secondary Communications 3. Tertiary Communications 
Mana er Mana er Mana er 

SPATIAL 
LANDSCAPE (Master plan, 
Urban Design, Public Spaces, 
Public Art, Large Scale 
developments) & 
INFRASTRUCTURE 
Accessibili & Facilities 
NON-~PATIAL 
BRAND CENTRIC 
ORGANIZATIONAL 
STRUCTURE (Administration, 
Community Networl<s, Citizen 
Participation & Public Private 
Partnerships) , Financial 
Incentives, Service Provision 

INFORMATION WORD OF MOUTH 
Website (Graphic Design) Media Reports 
Branding (Place Branding & Competing Counties & Cities 
Corporate Branding) , Advertising Photos & Memorabilia's 
Campaigns (Outdoor Advertising) Direct Mail 
Promotional Activities, 
Public Relations & Marketin 
ENVIRONMENT 
Outdoor Advertising, 
Urban Design, 
Landscaping the County-scape, 
Street-scape, Signage, 
Transportation, Airports, 
Organise & Host Hallmark Events 
Monuments 
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BRAND CENTRIC 
BEHAVIORS 
Brand Training & 
Communications & Transform 
Employees to become 
Loyal Brand Advocates, 
Unk Brand plans to 
Business lans 



• The unl.) Government Act, 2012, o . 17 tt n 4) en urag ubh partt tpaUon m 

designing County brand symbols. It i recommended that thJ act be r viewed and 

accommodate the branding process. Another alternative would be to d elop a customtzed 

Ma balm County brand government poltcy whJch will a commodate the Slgntficance of the 

long term branding process and in-depth research. 

• It is recommended that the County needs to hire profe sional Design Management Experts to 

manage econdary ommunications to continuously de ign, manage, protect and en ure the 

cowtty brand remains relevant and instil civic pride to the residents, de elop brand equity, 

brand awareness, brand personality, brand loyalty, brand associations brand attributes and 

manage po itive content de ign in advertisements and promotton 

• Europe, North America, Asia, Latin America and Middle East cities are leading in 

competitiveness because they have put branding theories into practice. It is recommended 

Lhat the County leaders and stakeholders familiarize with the same. 

• It is recommended that Machakos County should intentionally have a cohesive County brand 

decor, with a welcoming ambience. Interior design comes in handy. Moreover, the County's 

corporate culture needs to be clearly displayed. The county needs to howcase its catalogues, 

newspaper articles featuring business in olvement in groundbreaking ceremonies, 

promotions, open houses and presentations. 

• ln order to address in ufficient und rstandmg of the county brand concept, itt recommended 

that regular workshops be organized for the top management, to build stakeholder buy-in and 

create more awareness. Branding is a management and strategic discipline. 

• Further finding indi te the lack of a county brand stratet,'Y contributes to the failure of a 

county brand in the Long term. With no clear organizational framework, the brand may be 

launched, get off to a great start, onJy to run out of steam and suddenly the brand fades. A 

custom1z~ county brand government policy for Mach o ounty needs to be in place. 
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•It 1 recommended that the ounty lead rshtp n~ t pn ntt~ unt} branding m Jts 

development agenda It is an as: et that needs to be nurtured,. managed and protected 

• "It is said that what cannot be measur d cannot be managed •• It ts re mm nd d that the 

county needs to audit its brand value annually thr ugh unt -Band-Rank.Jng Poli . Brand 

Kenya Board, can give guidance based on The ationaJ Brand Audit (2014). 

• It is recommended that a Schoolchildren Machakos County Brand Curriculum Policy' be 

de eloped to nurture better informed, loyal county brand adv at , proud o th~Jr ount:y for 

future generations to come. 

5.4.2 Recommendations forD ign Management Practitioners 

• e research recommends that there are career opporturuties for destgn managers to join 

organizational management in the government as County Brartd Managers and Directors. 

• The Board of Post Graduate Studies, (BOPS), University of Nairobi needs to tart working on 

a curriculum in design management to offer its po t graduate students by 2 16. 

• The School of Arts artd Design needs to diversify M.A(Design) and offer marketable post 

graduate degrees such as: M.A(Design Management) M.A(Piace Branding), M.A(Corporate 

Branding), M.A Advertising and mmunicatJ ns), MA Urban deign , M.A Mecba 

Design), M.A Website Design), M.A(Industrial Design), M.A(Interior/Landscape Design), 

M.A(Outdoor Advertising), M.A(Print and Publications) and M.A (PR/Communications). 

• Based on the re earcb findmg and as re mmended by brand expert, irnon Anholl 20 l 0 

that every brand manager should acquire' policy making skjJ]s'. 

5.4.3 Recommendation for Future Research 

• f urther re earch needs t be earned out on " Live D ign, Tran form Life~ which bas 

succeeded in securing the designation: • Cape Town, The World Design Capital, 2014 

• Further research on how to integrate design management with administrative, organizational 

and operational strategies maid of achJe ing the ounty· trateg1c goals, need to be done 
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pp odi 

ppeodix 1: Director' on ent Letter- cbool of The r D ign 

UNIVERSITY OF NAIROBI 
School of the Arts and Design 

25111 September, 2013 

To Whom it May Concern 

Dear SldMadam, 

RJ:: NG'ANG'A WALEG8WAE~LXN B5108671/l0ll 

P.O. Box 30197 
NOU'Obl, Ke1rya 

Tel. 010 272 <($ 27 
Tflegram Var.tlty 

I"Ptt# II '» • •t.acM 

The above-oamcd is a Master of Arts student at tbe dlool of e Art3 tll'ld Oesip. 
University of Nairobi. She is carrying out some n:8earCb p&rt of her project in tbe 
design studies in thu School. 

Ju part of the course r.k. the studen an expected to conduct • , e 
photognlphs and coUect sample materials to belp them complete their .raeercb. 

Tho purpose of lhi letter is therefon: to request you to &c:ilitaac chc achievement of the 
tudent's goal. 

Yours faithfUlly, 

Dr.~~#:'"1n-n,,.;>.;n

Di.rcctor 
Scltool or dae Arta & ~>alp 



ppeodix ll: Intervi w uide 

RSITY OF IR Bl 

HOOL OF THE ARTS AND 0 -------------------------------

Tbis interview guide seeks your opinion on six areas of competen that form the County s 
brand portfolio. It includes analyzing the sectors of Govemanc • Toun m, E ~rts 
111¥ tments, ultur and Hen tag~ and I he P pl 2012-20 13 . 

1) GOVERN CE SECfOR 

How would you measure th growth rat th growth or ompeten of go cman m the County? 

2) TOURISM SECTOR 

Explain how the Tourism sector has grown in Machakos CoWlty 

3) EXPORT SECTOR 

What financial commitment has the county allocated to the Export sector? 

4) INVESTMENTS SECTOR 

How can you explain the growth o the investments or 10 th unty? 

S) PEOPLE SECTOR 

What has the County leadership done for its County re ideots in the education sect r? 

6) TUREANDHERITAGE E ' OR 

How has the County leadership promoted the Kamba Culture and Heritage? 

The mformation here-m IS for academtc purpose and wtll be handJed with confidentiality. lhe report 
is in preparation of a Masters Degree at the 'niversity of "airobi. School of The Arts and Design. 

Thanking you in advance for participating in tlu e ercise. 

II 



ppendi ill: Questionnaire uide 

OBI 

L OF THE ART AND D 

The questionnaire seeks your opinion on the following attribut of Machakos County. 

Q TIO AIRE 

Section (1). General Information 

I. Gender Male [ J 

2. Please indicate your Age Bracket: Below 25 year ( 

36-45 years [ ] 46-55 years [ 

3. Please indicate your Educational Background? 

Diploma [ ] Degree [ ] Masters [ J 

4. For how long have you Hved in Macha.kos County? 

] 

] 

~malt: 

26-35 years [ 

er 55 ear~ [ 

Certificate 

PhD 

Less than 2 years 

Between 2-4years [ ] Between 5-7 year [ J er 7 ear 

h tnformation h r -in is for academ1 purpo and will be hand! d wtth onfid nttality. 
The report is in preparation of a Masters Degree at the Umversity of airobi 

School of The Arts and Design. 

Ill 
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] 

J 

] 

] 



tioo rand d otit_ d uot or u tur 

5. What is the Corporate Culture of Machakos Count) ? 

{i)Atbs ton tale"zenl .................... - ... ···········--........ _ .. . 

{iij Vt ion tatemenl .... ... ...... ...... ... ... ......... .... .... .. ............. .... .. . .. 

(iil) County Brand Value 

(iv) County Motto. .. ................. ............ . ....................... ...... .. . . 

(v) County Brand Pronu e ............................................................................................. .. 

(vi) Leadership Philo ophy, Jdeolo 

(wi} County Logo . 

(wii} Motivational logan Tal!. Line ................................... .... .. . ..... . .................... -

6. What unique attributes differentiate Machakos County from oth r countl ? 

7. How would you describe the County Image of Machako County? 

8. How would you describe th Reputation of Machakos County? 

lv 



ection B: Tbi tion our r poo in aminin tb r lati n hip b t~ o 

Leadership for Effectiv Go ernanc in building a globall comp titiv county 

brand, in Kenya. 

9. Plea e indicate your level of agreement with the following tatem nts, Where 

l=Strongly Disagree. 2= Disagree, 3= Neutral, 4= Agree, and 5= trongly Agree 

Leadership & Good Governance For An attractive County Brand 1 2 3 4 5 

The leadership of a competitive County brand should be isionary. be r-
-

1 

innovative, be pro-active and should be a brand~orientated strategy 
jj Good governance is about finding new opportunities for all re idents 

to thrive in urban citizenship, public and fiscal accountability. ... 
Good go hould ITer rvant l d rship in th i il s rvic , UJ man 
institutions, employers and ordinary citizens across the urban 
landscape. 

iv Political differences and disputes amongst leaders can affect Lhe 
County's image, reflecting poor) on its attractivene to potential 

investors 

v Political Stability is required for the success of the County brand 

vi The control of corruption in government institutions that govern 

economic, and social interactions leads to an attractive County brand -vu The county brand should withstand public debates, political scrutiny, 

media questions, and scrutiny from marketing partners 

vUi County branding should involve key local stakeholders, to develop a 

brand that reflects the County~s identity and values 

ix 

1 

:-n accountable leader hip make the county brand attracti e t 
mvestors 

X I An attractive County brand honors the basic rights of its citizens 

xii I The investment department can capture the County' s power to attract 

1 talent & capital as a place to li e, work, stucir & invest in 

10. Tick the challenges the County leadership faces in branding the County. 

Lack of Funds [ ] Corruption [ ] 

La k of Hiring D ign Skills [ ] La k f A NatJ n I P It [ ] 

Ignorance on County Branding [ ] Bureaucracy J 

Others .................................................................................................................................................. .. 

v 



tioo hi tion our r poo ill ami11io th r l an of a ount 

Brand trategy or a atjonal Poli in managing a globaJJ competitive county brand in 

enya. 

I I. Please indtcate our le el agreement With the toll wmg tatements. 

Where 1 = trongl Disagree, 2 = Disagree 3 = eutral, 4 = Agree, 5 = trongly Agree 

I Brand Strategy in Managin The County Brand I 1 I 2 3 4 s 
f-;-

Brand Strategy should be a .. County Go emment Policy" on ~Brand L 

Management" spanning se eral periodic terms of elective offices 

ii The "Brand Management" policy will define the design process; 

implementation of marketing programs· activities to build measure and 

manage Brand Equity 
... 

The Brand Strategy defines; 
. . 

and values for the Ill a common VISIOD 

Community and create a consistent image of lh County 

iv Brand Strategy defines positive differentiated attributes of the County 

v Leadership must have a "Brand Strategy Approach" and be action-based 

vi The brand strategy engages Stakeholders, Management Team & the 

Users 

Vll The objectives of the Brand Strategy IS to eradicate poverty & r oorruption 
it The Brand Strategy may stand for industrial Centre, Business Centre~ 

I 
Cultural Centre, Educational Centre or Tourist Centre 

ix The Brand Strategy manages the Target Audience, Brand Expectations, 

integrates the latest Ethical, En ironmental , ustainabil i ' rnctices 

' x Brand Strategy's main aim is to stimulate economic growth and 

investments create national pride confidence, patriotism attract 

investments and visitors, and achieve a positive national reputation 

xi Brand Strategy wiJI help shift the perception of the County with a poor 

image among external and internal constituents or shed off unfa orable 

stereotypes associated with the County and make it more appealing 

II Brand Strategy enhance its locaL regional, global awaren & po tUon 

vi 



~tioo D: bi tioo e our r p o oo tb rol of tak b ld r • arlo r bip io 
monitoring a globally competitive county rand in en a. 

12. Which of the following Stakeholder hould participat in the County branding proj ct 

Governmental epartments l J on 0 mm nt rgamzation [ 

Private Sector [ Board of Tourism ] 

Industry & Business Association [ ] Educational Institutions: Uruversiti ] 

Civic eaders ni rCitizen [ 1 ultu:ral or Heritage Institution r 
Public Elected Officials [ ] Local Media [ 1 
Committee for Special Events [ ] Local Councils or Authority l ] 

Senior Citizens [ ] Youth Groups [ ] 

Others. . . ....................................... _, ..................................................... - ............................................... .. 

13. Please indicate your le el of agreement with the following statement concerning the role 

of Stakeholder 'Partnership in building a globally competitive county brand in Kenya 

Where 1 = Stron ly Di agree, 2 = Disagree, 3= eutral, 4= r , S= tron ly 

Tbe Role Of Stakeholder Partner hip in building the County Brand 1 2 3 4 

i Stakeholders represent different interest groups in the County and a 

Partnership Approach with the leader ensures buy-in & brand credibility 

ii Stakeholders are supposed to be role ambassadors for th County brand 

as they share the County's vision formulated on a clear brand strategy 
... 

Th Stakeh ld rs rol invol planning, analyzjng th C unty ' urr nt lU 

situation, structure brand identity~ brand sustainability & brand usage 

iv Stakeholders should support a strong leadership to overcome internal 

I differences, ensure progress & effective decision making 

Stakeholders role is vital in action based implementation of th County 

brand strategy and in urban planning policies as a long-term process 

1 Stakeholders ensure continuity for the County brand vision, transcending 

the life of several democratically elected government's term of oftice 

5 

--- ,......, --. ....... 
vii Stakeholders Partnership should be involved in the brand building 

process and in communication strategy 

vti 



lion : Th" tioo y ur r poo o th rol n em nt Prllcli 
ounty B nd alu to ttaio competim·e advanta 

14. Please indicate your Je el of agreement 

Where l=Strongl agre 2= Di a r • utra~ 4= 

l 2 3 4 s 
Design Management Practic in Building Tbe ounty Brand alue 

J County brand i a ley urban d lopm nt t ol and a aJuabl as ct, whi h 

needs to be designed> managed measured, protected, leveraged and 

nurtured over the long term - A world class design to beat competition 

ii Urban Leaders consider a designer' s role as very important in o er eein 

the County Branding process from discovery to execution phase 

111 The designer is required in the branding process to enrich brand value 

1 The designer lays the ground actualization of the brand promise 

The designer defines Brand Positioning in local, regional & global 
- - f- f- -

v cene 

vi Design maintains brand consistency of the County image & isibility 

vii Design creates 5 Brand Categories: brand awareness, brand per anality, 

brand loyalty, percei ed quality and alue and brand associations 

vili Design commurucates value proposition, brand attributes and content 

design in advertisements & promotions of the county 

lX Design provides long-term competitive ad antage in a changing world by 

addressing cutting-edge innovations, creating differentiated brands 
I 

X A successful County Brand must undergo the Branding Process which 

j involves four steps: Research, Design, Education and Maintenance. 

Xl Branding is about enhancing visibtlity by creattng, developing and 

sustaining a corporate brand for the County. It also in ol es d ign 

services, public relations, editorial, copywriting, & search engine 

optimization ervice ~ media relation ; event management ; ocial 

marketing & digital campaign management;. web development, organize 

workshops, seminars, & global conferences. 

xii Branding the County requires multi-disciplinary design skills and is not 

I limited to a single design discipline 

viii 



15. Please sugge t hi b of th dt erent Brandmg Tools w uld commum ·ate dT ·u el to 

the different Target Group m the ounty? 

Where 1 =Traditional Media, 2 = pecific en , 3 = mba ador tworks, 

4 = ocial edia, 5 = r baodi in Tool 

1 2 3 4 

I The Citizens or Residents Brand 

ll The Business & Industry Sector Brand 

iii The Visitors or Tourists Brand 

iv The Political Leaders Brand 

v The Students Brand 

Vl The Media Brand (Lo aJ R gi nal, National and International) 

16. Section F: This ection ee.ks your r ponse on globaUy competitiv ouoty 

Brand is increasingly con idered an important et for rban Development" V here 

1= troogly Disa ree, 2= Di agree, 3= eutral, 4= gr 

A G1obally Competitive County Brand promis :- l 2 3 4 

i High Returns on Investments (ROI); Real Estate, Infrastructure and Win 

bids to host Promotions, Events and attract Conferences 

u More Product and Business Development Opportunitie 

iii Coherent development of the County as physical, social, economic and 

cultural planning join up to realj th brand' pro1111 

IV An Increase in the ability to attract, recruit, and retain Talented People 

v Enhanced Civic Pride in the County Residents as the population, 

busines e & in titution e perience its (renewed en e ofpurpo 

VI Experiences unsolicited praise, approval and endorsement from media 

celebrities & international institutions as a resuJt of its attractive brand 

VII Increased word·Of·mouth among (foreign) Target Audiences as personal 

experiences & a wish to be associated with the County create a buzz 

viii Shed Off Unfavorable Stereotypes associated with the County making it 

more appealing enhancing its Jocal, regional and global awareness 

I Citizens get welcom d in the "right" circles on influential committees 

ix 
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Appendix VII: Gantt Chart d isplaying Project Tasks Against Time-Lines 

2013 2014 2015 
PROJECT TASKS SEPT1 OCT NOvf DEC JAN FEB MAR APR MAY JUN JUL AUG SEP OcT1NOV DEC JAN FEB 

Project Research Title-Selecting The Topic 

Presentation of Concept Paper 

Identifying The Problem Statement 

Research Objectives & Questions 

Preparing Introduction 

Reading & Compiling Literature Review 

Definning Research Methodology 

Design & Developing Questionnaire I 
Presentation Of Project Paper Proposal 

Corrections & Approval To Proceed 
Booking Apppointments for In-depth Interviews 

Pilot Test Research Tools & Rev1se Questionnaires 

Start Data Collection 

Data Entry (SPSS) & Data Analysis 
Data Interpretation & Presentation 

Compare & Contrast Data & Literature Findings 

Evaluate Research Questions & Objectives 
Reflect on Limmitatlons & Recommendations 

Edit, Revise & Review Draft 

Conclusions & Recommendations 

Project Des1gn Proposals 
Project Paper Defense 

Submit Final Project Report 

X 



ppendu :Bud et for 

ITE BUDGETBREA 0 . TOT L 
lKSHS) (KSBS) 

LITERATURE E E 

(j) Purchase of Journals, Books, Magazines on LOT 10,000 10,000 
' City branding", "Place Branding" 

(ii) Postal Charges for Importing books LOT 2,500 2,500 

DATA COLLECTIO & 

(iii) Research Assistant & Data E ntry Clerk 40 days 3,000 6,000 
(i ) Travelling: Machako County: 10 (2-Wa ) 2,000 10000 

(Private Car fuel) 

(vi Calling Charges: Safarico.rnn-elkom Landline 8 months (8x500) 4,000 

(vi) Technical Support: Computer Software :SPSS LOT 1,500 
5,000 

REPORT WRITING 

( jj) Printing Reports, Documentation & Binding 10 COPIES 500 5,000 

( iii) Internet Connection : Bundles 4 4(2x500 4,000 

) 
(xi) Miscellaneous Expenses LOT 5,000 5,000 

PROJECT PROPO AL DE IGN 

(x) Printing Interior Design Drawings (size A 1) 10 1,500 15,000 

(xi i) Printing Exhibition Di play - Roll-up Banners 6 10 Copies 10,000 
size A2 sheets on Art Paper 

(xii i) Printing: Businessm an Handbook (16 page) 1 copy 5,000 

(xiv) Printing: My City Handbook (16 page) I copy 5,000 

TOT B D ETFORRE E R HPRO (K B) 86.500 

xi 



pp od· VI: lobal Rankin of ' i Br nd Id otiti 

CapeTown 

• world dan Afric•n city 

~ ~~ 
DURBAN 

~TYOF 
JV 



pp od · it Branding h m u ed t 

NEW YORK CITY (NORTH AMBRI 'A) 

"Mot uccessfu/ Touri m campa1gn" 

'Munich loves you' Munich City 
"2006 Footbal1 World Cup" 

"". 
·~AI , ).'!'/ "' 
\ '~ ;o,,r• ' .. • 

~~·,. 

0 

Attract 

xlii 

it obj ti 

2002 
MancHeSter 

TY 
"A Clfy Brand to Attract World Event 

BRIGHT' 
BEAUTIFUL 

TAMPERE 



PP nd ' : lap f II 'ouoti Grouped io (F rm r , K n ~ 

With All Counties 

FORTY SEVEN COUNTIES 1992 OJ TRICT 
CATEGORI ED INTO 8 FORMER PROVI 

Counties: 
J.Gari a 

2Mandera 
3. Wajir 

Countie§: 
/.Homo Bay, 2.K1Sii, 
3.Ki umu 4Migori, 
5.Nyamtra, 6. iaya 

l. 

Countie : 
l .Embu, 2.l iolo, 
3.Kitui, 4.Machako 
5Malateni, 6.Mar. obit, 7.M ru 

7. Rift aUey Province 

Counties: 
J.Barm o, 2.Bomet, 3.Eige, o 
Maralcwet, 4. We t Pokot, 
5.Kencho, 6.Lotbp1a, 7.Nakuru, 
.Nandi, 9. arok. IO.Somburu, 

JJ.Trans Nzola, /2.Turkana. 
13. 

xiv 

Nairobi ity 
County 

8. Provin« 

Counties: 
J.Bungoma, 
2.Busta, 
3.Kalwmega. 
-I.Te o, 
5.Vihiga 



pp di ount Brand Jdentiti : • ·airobi, lomb a and I bako ouot' 

w robi Cit} County Logo 

Mombasa City County Logo 

Machakos County Logo 


