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S P O N S O R S

Moulding the building blocks fo≥ ≥egional  integ≥ation
Let me start by congratulating 

all participants in this survey 
that has become a premier 

event  for homegrown entrepreneur-
ship in Kenya.  

The Top 100 mid-sized compa-
nies’ awards recognise the crucial 
role that these businesses play in 
Kenya’s quest for social and eco-
nomic advancement. 

To me, this event offers Kenya a 
platform to highlight the strength, 
diversity and ingenuity of our en-
trepreneurs while at the same 
time help them to build partner-
ships with international players 
for skills advancement.

In the past four years, the small 
and medium sized sector has ex-
panded rapidly to become an inte-
gral part of the Kenyan economy 
that employs half the total labour 
force.

The fact, however, is that the role 
of small and medium enterprises 
industry goes far beyond employ-
ment creation. 

The sector provides a platform 
for local entrepreneurs to enter the 
manufacturing and services sectors, 
and serves as a testing ground for 
the development of low cost prod-
ucts that are consumed by the ma-

jority of Kenyans.
It cannot be overemphasized 

that SMEs are major contributors 
to wealth creation and employment 
all over the world. 

Empirical studies have shown 
that SMEs contribute over 55 per 
cent of GDP and over 65 per cent of 
total employment in high income 
countries; over 60 per cent of GDP 
and over 70 per cent of total employ-
ment in middle income countries; 
and about 70 per cent of GDP and 
95 per cent of total employment in 
low income countries.

In Kenya, the private sector ac-
counts for approximately 80 per 
cent of the Gross Domestic Prod-
uct (GDP). The SME sector alone 
contributes 18.4 per cent to Kenya’s 
GDP  and cuts across all sectors of 
the economy providing one of the 
most prolific sources of employ-
ment and income generation. 

Although the statistical base of 
small businesses in Kenya is still 
weak, there can be little doubt about 
their relative significance. 

The government estimates that 
SMEs employment is growing at the 
rate of 11 per cent annually -- well 
above the rate of growth of the la-
bour force. Kenya has more than 

800,000 small, medium and micro-
enterprises churning out $3.2 bil-
lion annually and absorbing about 
a quarter of the labour force. 

Equally encouraging is the fact 
that when it comes to entrepreneur-
ship, gender balance is almost per-
fect. Men own only slightly more 
than half (52.3 per cent) of all SMEs, 
despite the fact that they own 65.7 
per cent of manufacturing busi-
nesses, and 92.2 per cent of all 
construction businesses. 

It is also difficult to assess the 
full impact of the global financial 
crisis on Kenya, but concerns that 
private equity investors would pull 
back have not materialized, at least 
not in the SME sector where several 
new funds have actually entered 
the market. 

The new entrants have mostly 
targeted small-scale SMEs or come 
in to offer start-up financing, with 
investment deals ranging from 
$50,000 to $2 million.

Let us remember that success-
ful venture capital market in de-
veloped economies began with a 
government boost. Unsurprisingly, 

the Kenyan government has yet to 
rise to the task and fund managers 
say there is a lot to do: create tax in-
centives and tax holidays, fast track 
business incorporation and trade 
licenses, and generally make SMEs 
easier to establish and invest in.

It is gratifying that the growth of 
SMEs in Kenya has increasingly led 
to financial institutions structur-
ing their operations to suit this ever 
growing 

On  October 2, the 2009 Top  100 
survey was concluded with a 
celebratory dinner attended 

by over 700 guests  and it is difficult 
for me to do justice to the vibrancy, 
pomp, colour and the mood of the 
evening. One had to be there to real-
ise just how infectious and inspiring 
the joy of achievement, recognition 
and thanksgiving can be.  The focus 
on celebration is very deliberate both 
for these mid-sized companies as well 
as setting an example for the country 
as whole to recognise that, even in 
the midst of overwhelming adversity 
and uncertainty, we can always iden-
tify that which is excellent and positive, 
celebrate it and use that positive force 
to galvanise us in overcoming the chal-
lenges we may be facing in whichever 
sphere of life.

We particularly wanted to celebrate 
the people within all the organisations 
that participated in the survey and in 
particular, those that made it to Top 
100. Whether those individuals are 
the receptionist, the sales person, the 
finance officer, the manager, director 
or shareholder, each of these individu-
als literally sweat blood to deliver the 
performance that has given these or-
ganisations the success and confidence 
to participate in an event of this nature. 
Whatever business we are in, however 
automated it may be, we all need to 
recognise that, without the right peo-
ple, properly selected, and inspired to 
perform, none of our businesses can 
achieve the success that is worth cel-
ebrating and that makes us proud to 
be associated with the organisations 
we work for.  And just like success is 

associated with the quality of people in 
the organisation, any shortcomings in 
performance can also be directly traced 
to the ability and character of the peo-
ple within that organisation. In some 
cases, many of the people and organi-
sations we feted have never received 
any form of recognition before and we 
hope that, by celebrating the people 
within the Top 100 companies, we have 
made our own small contribution to 
inspire them that their efforts have not 
been in vain. 

We have showed them that they are 
making  a significant contribution to 
the development of this country, and 
that they can achieve even more in 
future to qualify to join Club 101 -- the 
club that brings together those busi-
nesses that have outgrown Top 100 
and surpassed the Sh1 billion revenue 
threshold. KPMG’s partnership with 
the Nation Media Group is intended to 
harness not only the complementary 
capacities that each of our two organi-
sations bring to the process, but also 
the tremendous knowledge, experi-
ence and empirical evidence that Top 
100 companies can provide in generat-
ing lessons to guide others on what it 
takes to “Ride through the Storm”. Top 
100 celebrates resilience, determina-
tion and confidence – for we have all 
had to face what many considered in-
surmountable challenges yet achieved 
success that is worthy of recognition 
and proclamation.  As mid-sized com-
panies, there are many instances when 
we are faced with circumstances that 
are beyond comprehension, situations 
that would threaten to break even the 
most resilient among us.  By coming to-

gether in Top 100, we are able to share 
experiences and realise that, so long us 
we continue to draw our inspiration 
from the right and moral source, so 
long us we believe in our business and 
our determination to make them suc-
ceed, we will find it within us the power 
to overcome any temporary setbacks 
and emerge triumphant in celebration 
and thanksgiving. The participants in 
the Top 100 event represent the diver-
sity of Kenya in every shade, scope, and 
sound. Top 100 enables us to celebrate 
that plenty.

 The wealth being created by every 
member of Top 100, the jobs created 
- the foreign exchange earnings, the 
knowledge, skills and capacity for in-
novation present in every organisa-
tion that participated in the survey. 
The event also enables us to celebrate 
the generosity and spirit of giving that 
is practised by many of the organisa-
tions and the difference each make in 
other people’s lives. These organisa-
tions  are  a transformative force that 
is gathering speed and which we have 
every belief will make a marked contri-

bution to the realisation of our aspira-
tions as a country.  

Let us not be ashamed of our 
wealth.  Let us make Kenya a well 
governed country and openly cel-
ebrate our wealth as we do with Top 
100. A small contribution we can make 
towards achieving that good govern-
ance is to make an undertaking not to 
participate in any act of corruption.  
Not to pay a bribe, not to pay any facili-
tation fees, and to bring to the fore any 
acts of corruption that may come to 
our attention.  We will be inviting each 
member of Top 100 to sign an integrity 
pact as their commitment to this fight 
against corruption to address a vice 
that has been identified a major chal-
lenge to not only mid-sized companies, 
but every business and public service 
organisation in Kenya. To paraphrase 
Marcus Aurelius, “Let us put an end, 
once and for all, to this discussion 
of what a good Kenya should be 
– and be one.” 

Celeb≥ating in a sto≥m

Josphat Mwaura,  Chief Executive 
Officer, KPMG East Africa.

KPMG  Chief Executive Officer, Mr Josphat Mwaura .  FREDRICK ONYANGO

Nation Media Group CEO, Mr 
Linus Gitahi. FREDRICK ONYANGO
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market. Availability of both 
short and long term capital 
to qualified SMEs has allowed 
many of them to increasingly 
take advantage of innovative 
products in the market to 
start, grow or expand their 
businesses. 

In addition to this, effec-
tive use of technology will be 
central in attaining competi-
tive advantage, deepening re-
gionalization and trade pattern 
changes geared at integration 
and a greater focus on this sec-
tor by governments, pronounc-
es a continued growth forecast 
for this sector.  

NMG believes that SMEs 
will continue to play an ever 
increasing pivotal role in the 
East African economy, in its 
diversity and in employment. 
For this role to grow, SMEs will 
require further improvement 
in the enabling environment 
for business, and continuing 
and improved access to micro-

finance and other finan-
cial products. 

And they’ll 
need train-
ing to im-

prove skills and develop the 
strategic awareness necessary 
to survive in the competitive 
global market. 

Finally, let’s remember that 
no country in the world has ever 
developed without growing its 
own indigenous companies that 
then became the multinationals 
that we know today. 

It’s high time East Africa 
started nurturing its future 
Coca-Colas, Microsofts etc etc…
for the battle is about markets  
not about Migingo island .

I want to take this opportu-
nity to thank all the partners and 
participating organizations that 
have made the Kenya Top 100 
mid-sized companies’ event 
such a high profile affair. 

I commend you for your con-
tinued support for the second 
year running. 

We hope that as we move this 
initiative towards regional in-
tegration our partnerships will 
continue to grow from strength 
to strength.

L.W. Gitahi, Chief Executive Of-
ficer, Nation Media Group.

The Kenya Top 100 is a jour-
ney that began in 2008 and 
for the second year in a row, 

I believe we have provided a fit-
ting finale to a process that has 
brought out the true heroes and 
heroines of Kenya’s economy.
We are over the next few pages 
celebrating the men and women 
that have kept our economy 
strong, they have pressed on, 
even when it has made sense to 
give in or give up.  These great 
Kenyans rode the storm brought 
about by the harsh global eco-
nomic crisis and refused to give 

in.  They discovered that defeat is 
a temporary condition, and giving 
up makes it permanent.
I want to raise my glass to the 
people in these columns that 
represent what George Ayittey 
– the Ghanaian Economist – calls 
the Cheetah generation.   I salute 
this generation of 
individuals and 
companies that 
are focussed, 
have clear ob-
jectives and 
goals and 
dem-

onstrate unfaltering resilience 
in the face of extreme adversity.  
These organisations seek knowl-
edge, innovation and solutions to 
their problems, they understand 
wealth creation and have and 
abundance mentality.
It is my desire that the Kenya Top 
100 will continue to grow in stat-
ure and attract greater participa-
tion from companies and indus-
tries across the entire country 

and not just Nairobi.  I would 
like to see companies use 

the outcomes of 
the survey to 

benchmark their 
performance against 

one another in their various 
industries and spur each other to 
excellence.  
I am proud to say that this initia-
tive has been recognised outside 
of our borders.  This year we will 
launch the inaugural Uganda Top 
100 in October; in 2010 we will 
be in Tanzania and Rwanda and 
hopefully spread our wings to 
other parts of this great continent.  
This in my view will be the true 
launching pad of Africa’s Cheetah 
generation. Here Here.

He≥e’s to the Cheetahs 

Congratulations to all the 
winners and participants 
of the Top 100 survey. 

This competition is a testament 
to the desire of the SME sector to 
embrace global best practice in 
ensuring the sustainable longev-
ity of their organisations. 

The Nairobi Stock Exchange 
(NSE) is pleased to partner with 
KPMG and Nation Media Group 
on the Top 100 SME initiative.

The SME sector, with an es-
timated 1.8 million enterprises, 
has been the driver  of the eco-
nomic growth that Kenya has 
witnessed over the last few 
years. The  NSE, being a mecha-
nism for channelling savings to 
productive enterprises, is aware 
that investing in SMEs will have 
far reaching economic and social 
benefits, especially for a develop-
ing country such as ours.  

For SMEs to develop into 
large scale enterprises and un-
lock their potential, they require 
medium to long term cost –effec-
tive capital. 

This can either be through 
private equity/debt or through 
listing on an exchange.  Listing 
by SMEs opens them up not only 
to local but international sources 
of capital that will create a glo-
bal SME interconnectivity, whilst 
enhancing their organisational    
profiles. 

The Top 100 SME Initiative 
is for us a way to start engaging 

with the SME sector towards the 
development of a suitable capi-
tal access structure, taking into 
consideration the unique chal-
lenges and advantages that ex 
ist in the sector. 

The NSE has time and again 
proven its ability to tap into both 
local and international capital 
bases, both in bearish and bullish 
conditions, and has received rec-
ognition for this. The WEF Glo-
bal Competitive Index ranks the 
NSE 20th world-wide for ease in 
equity financing. 

This year, the bond segment 
has raised Sh56.5 billion for the 
Government  and Sh 28.5billion 
and counting for the corporate 
sector.  It is this strength that the 
NSE will use to facilitate  growth 
of the SME sector, bearing in 
mind the intricacies of the busi-
ness cycle development. 

The NSE has embarked on 
the establishment of an SMEX 
market segment and will utilise 
the Top 100 Initiative as one of 
the platforms for the develop-
ment of a long term relation-
ship. It is important to note 
that this is a long term partner-
ship. Congratulations once again 
to all who participated and we 
look forward to engaging with 
you as you seek to grow your 
business. 

NSE: Su≥vey is the sta≥t 
of a  long investment t≥ip

Peter Mwangi,  CEO,
Nairobi Stock Exchange.

Robert Onyango, Project 
Manager, Kenya Top 100



In bold are the special category winners

Categories: Agriculture, Energy, Health Services, Hospitality, Real Estate, Information Communication  
Technology,  Services, Logistical services, Manufacturing, Retail and Distribution. 

1 Mellech Eng. & Cons. Ltd
2 Top Image (K) Limited
3 Linksoft Telecoms Networks Ltd
4 GAP Marketing Limited
5 Ocean Agriculture
 
6 Trufoods Limited
7 Flooring Interiors Ltd
8 Manji Food Industries Ltd
9 Craft Silicon Ltd
10  Elris Communications 
 
11 Stantech Motors Limited
12 African Touch Safaris Ltd
13 Alpha Dairy Products Ltd
14 Soko Sweets Limited
15 I Solutions

16 Hoggers Limited
17 Faram EA Ltd
18 Master Power Systems Ltd
19 Express Company Ltd
20 Vajas Manufacturers Ltd

21 Ultimate Engineering
22 Tiger Brands (K) Ltd
23 Muringa Holdings Ltd
24 Distributed Communication Systems 
25 Madhupaper Kenya Ltd
 
26 Stoic Company Ltd
27 Kenwest Cables Limited
28 Viva Product Line Ltd
29 Nila Pharmaceutical Ltd
30 Fast Choice Ltd
 
31 Indent Limited
32 Engineering Supplies 2001
33 Skylark Creative Product
34 Glacier Products Ltd
35 Kandia FPS Ltd
 
36 Desbro Engineering Ltd
37 Alexander Forbes
38 Intersat Africa Limited
39 Alpine Coolers Ltd
40 Genesis Kenya Investment
 
41 Warren Enterprises Ltd
42 Saracen Media
43 Mediaedge Interactive Ltd
44 Gina Din Corporate
45 Baus Optical Ltd
 
46 Tononoka Rolling Mills Ltd
47 Vitafoam Products Ltd
48 Capital Colours Creative Design Ltd
49 Power Controls Ltd
50 Cecypo Ltd

51 Kenya Builders & Cons. Ltd
52 Simba Technology Ltd
53 Lota Motors Ltd
54 Prime Fuels Kenya Ltd
55 Kentons Limited
 
56 Caribon Ltd
57 Creative Edge Ltd
58 The Phoenix Ltd
59 Mentor Holdings
60 Securex Agencies (K) Ltd

61 Chemserve Cleaning 
62 Impala Glass Industries
63 Specicom Technologies Ltd
64 Charleston Travel Ltd
65 Chandarana Supermarkets
 
66 Mukurweini-wakulima Dairy Ltd
67 Radar Ltd
68 Circuit Business Systems
69 Master Fabricators Ltd
70 Rift Valley Agencies Ltd
 
71 Capital Airtime Ltd
72 Techbiz Limited
73 Seasons Restaurant & Hotels
74 Henkel Chemicals E.a
75 Microskills I.T(K) Ltd
 
76 Pharmart Chemists
77 Oil Seals And Bearings Centre
78 KAPS Ltd
79 Deepa Industries Limited
80 Reliable Electrical
 
81 Healthcare Direct ltd
82 Victoria furniture’s ltd
83 Fairview Hotel
84 Trans Business Machines
85 Schindler Limited
 
86 Precious Insurance Brokers Ltd
87 Chemoquip Ltd
88 Makini School Ltd
89 Travel Care Ltd
90 Wines of The World
 
91 Pwani Cellular Services Ltd
92 Nivas Ltd
93 Ramco Printing Works Ltd
94 Sheffield Steel Systems
95 Bimas
 
96 Electro Watts Limited
97 Software Technologies Ltd
98 Winafrique Tech 
99 Computech Ltd
100 Travel Affairs Limited
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Top 100 listed medium-sized companies

BY PHILIP MUEMA & SARAH KANAIYA

The just concluded Kenya Top 100 
Mid-Sized Companies survey 
2009 celebrated a rare achieve-

ment. The survey saw the graduation of 
four companies into the coveted Club 101. 
Members of this club are alumni of the 
2008 Kenya Top 100 list, but whose turn-
over has passed the Sh1 billion mark.

Mid-sized companies are key pillars of 
sustained economic growth in all emerg-
ing and developed economies.

 This explains the emphasis placed 
on nurturing such companies in the eco-
nomic policies of developed countries 
(including the Asian Tigers) and more 
recently, developing countries such as 
Kenya.  

However, analysts, whether financial 
or business, have tended to give more 
prominence to the outermost ends of the 
size spectrum. 

It is no surprise therefore, that the 
contributions of big business, both mul-
tinationals and local, and the informal 
sector (the “jua kali” micro enterprises) 
often dominate business news, overshad-
owing and almost relegating mid-sized 
companies to the periphery. Further, 
growth companies rarely, if ever, receive 
coverage despite their contribution to in-
novation and job creation.

Realizing the fundamental role of 
mid-sized companies, and particularly 
the growth companies in this category, 
the objective of the survey is to identify 
and celebrate:

a) profitable, fast growing mid-sized 
companies that are also financially sta-
ble;

b) the top 100 performers from 
amongst all the companies that take part; 
and

c) the top performers in various in-
dustries;

d) the entrepreneurs that founded and 
manage the top most performers.

The 2009 survey, which was launched 
in May this year, invited participants who 
had a turnover between Sh70 million and 
1 billion. 

Banks and insurance companies how-
ever, could not take part. In addition, en-
trants were required to have an audited 
track record of at least three years.  

When analysing financial perform-
ance, the top line is as important a factor 
as the bottom line. Financial stability is 
also critical. We therefore focused on a 
mix of intrinsic value indicators in rank-
ing the entrants. 

We considered average revenue 
growth and average return on equity 
(both for the period 2006-2008). We also 
evaluated financial solvency and liquid-
ity, taking into consideration the ratio of 

How the winning fi≥ms  we≥e identified in su≥vey
Mid-sized companies are 
key pillars of sustained 
economic growth in all 
emerging and developed 
economies

Sources of start-up funds 

Of mid-sized companies 
have recorded an increase 
in sales revenue despite the 
global economic downturn. 

75%

Challenges facing SMEs

Working capital
Challenges

%

Delayed payments 
by customers 73%

Stringent credit 
terms by suppliers 38%

Need funds for 
additional assets 22%

Need funds for 
geographical 
expansion

24%

Original capital 
less than current 
requirements

14%

Challenges 
facing SMEs
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current assets to current liabilities,  credit col-
lection indicators and financial leverage indi-
cators. This approach avoids sectoral bias and 
infuses objectivity into the ranking process. 

The emphasis here is on identifying top 
performers, with due recognition being given 
to top performers in various industry sectors, 
on the basis that performance is impacted by 
industry specific factors.

Three of the four companies that broke 
through the Sh1 billion barrier and moved out 
of the Top 100 were ranked amongst the top 
20 last year. 

Interestingly, all four are from different 
sectors (ICT, transport, manufacturing and 
marketing services). 

However their growth emanates from the 
fact that they all operate in niche markets 
where they command a significant market 
share.

Only one company from the 2008 top 10 
performers featured in the 2009 top 10. This 
is attributed to a number of fac-
tors - changing industry dynamics, 
company specific issues and a shift 
in the overall mix of the companies 
that took part in the survey. 

Synovate, (formerly Steadman 
Research) analysed the entries and 
undertook background research 
on the 260 entrants for the 2009 
survey. 

An interesting finding of this 
survey was that 65 per cent of en-
trants had operations outside Kenya. Whilst 
this showcases Kenya’s potential to exploit the 
regional markets, (such as the East African 
market which should be fully accessible by the 
end of 2010) a key inference is that a signifi-
cant proportion of mid-sized companies are 
exposed to foreign exchange fluctuations. 

This seemingly unimportant fact could be 
useful in formulating our broad monetary pol-
icies as a country.

 Lenders can also use it to analyse and ap-
propriately classify business risks, not only to 
manage their own individual risks, but also to 
develop currency risk management products 
for mid-sized companies.  

Not entirely surprising, most mid sized 
companies that took part in the survey retain 
100 per cent of their profits, pointing to the 
desire of most companies to grow their busi-
nesses without external funding. 

Perhaps there is a need to assess the level 
of access to credit, not only as a means of spur-
ring growth, but also to strategically position 
Kenyan businesses to compete on a global 
platform, particularly in frontier markets 

such as Rwanda and Southern Sudan.  
As in 2008, the manufacturing and ICT sec-

tors remain the dominant sectors in Kenya’s 
Top 100 mid sized companies in terms of sec-
tor representation.

 The highest revenue growth rates amongst 
the final Top 100 list of companies, however, 
were registered by companies involved in sup-
plying renewable energy products, or in sup-
plying key inputs/products to energy sector 
players (e.g. cables, poles for transmission). 
These entities registered a median 3 year aver-
age revenue growth rate of 131 per cent (aver-
age 139 per cent). 

The second fastest growing category of 
companies encompasses businesses engaged 
in real estate, construction and related activi-
ties. The latter registered a median 3 year av-
erage revenue growth rate of 42 per cent (aver-
age 72 per cent). 

Mid-sized companies are fairly profitable 
– the median 3 year average return on equity 

(ROE) for the Top 100 is 28 per cent 
with ICT, energy and construction 
being the most profitable sectors.  

A significant number of “star 
performers” registered triple digit 
ROE.

The strong performance of the 
manufacturing sector, despite 
what is arguably an adverse busi-
ness environment, provides a 
strong case for government to be 
more responsive to the voice of 

businesses in this sector, more so because the 
manufacturing sector tends to be a key con-
tributor to job creation. 

With the focus now on mid-sized compa-
nies, we would like to see them positioned to 
successfully exploit the increasing opportu-
nities offered by external markets, as Kenya 
moves towards embracing an ever-expanding 
common market. 

The dedicated business development sup-
port of our partners in the survey, as well as 
the timely implementation of responsive gov-
ernment policies will play a key role in this re-
gard. This will provide further vindication for 
the role of mid-sized growth companies as pil-
lars in Kenya’s economy.

 Muema is Partner, KPMG East Africa 
and   Kanaiya is a Consultant, Financial 

Advisory Services, KPMG Kenya. The views 
and opinions are those of the authors and do 
not necessarily represent the views and opin-
ions of KPMG.

How the winning fi≥ms  we≥e identified in su≥vey

They all ope≥ate 
in niche ma≥kets 

whe≥e they 
command a 

significant ma≥ket 
sha≥e

Kamiris School of Dancing students entertain guests during the Top 100 2009 Gala  Awards night at a Nai-
robi hotel.  FREDRICK ONYANGO

Who owns SMEs?

Markets where the mid-sized 
companies are doing  business? 

What is the preferred source of 
capital for expansion?

Main Reasons for Growth %

Aggressive sales activities 61%

Expansion into new market/
locations

56%

New products developed & 
launched into market

54%

Improved customer service 41%

How they are faring under 
the storm of the global crisis

Challenges facing SMEs



1 Engineering 

Mellech Eng. & Cons. Ltd

BY ZEDDY SAMBU

In 2002,  Mr Gerald Wamalwa quit his job at 
Plan International to start his own business, 
a move that ushered the growth of Kenya’s 

top enterprise. 
Armed with just one pick-up vehicle and  a con-

viction to set new benchmarks in the construction 
industry by focusing on excellence, service deliv-
ery beyond client expectations  and integrity, the 
trained civil engineer, had high hopes that his was 
a business that was set for new heights.

The company  was  recently feted with the top 
honours beating 280 other companies and re-
ceiving other awards such as the fastest growing 
company, services industry award as well as the 
Pinnacle award. And for Mr Wamalwa, he says, 
it takes a mix of research, proper planning, but 
not capital to succeed in business. 

Through word-of-mouth, referrals  and basic 
introductory meetings with potential clients, 
doors started opening with the enterprise un-
dertaking various projects from industrial devel-
opments to public utility facilities, commercial 
buildings and residential developments to large 
civil engineering works over the years.

Now the business that has won the confidence 
and trust of major clients that include Cadbury 
K Ltd, Equity Bank and  some UN agenciessuch 
as the World Food Programme  is riding on the 
success path.

 Initially established as a civil engineering 
and building , construction company, the Nai-
robi-based firm has diversified into roads and 
bridges, sewerage works and irrigation projects, 
water supply, electrical and mechanical works and 
other related infrastructure projects.

It has evolved from a one-man entity  to a 
building construction and infrastructure devel-
opment company with 32  permanent employees 
and hundreds on contract. 

Humble beginnings
From humble beginnings, starting out in 2003 
from his brother-in-law’s spare office located in 
Solar House, opposite the August 7th Memorial 
gardens the firm now has administrative offices 
off Ngong Road and a workshop in Industrial 
Area.

It has grown its turnover more than 100 per 
cent every year to reach more than Sh500 mil-
lion, expanded to Uganda, Southern Sudan and 
now to Rwanda — all these achievements in less 
than seven years.

“The company has mainly relied on ploughing 
back its profits to further grow its operations. Over 
the years, the firm’s turnover growth per year has 
been over 100 per cent, with some years being as 
high as 800 per cent,” says Mr Wamalwa.

He  attributes the success of the construction 
industry to incentives unveiled by the govern-
ment for middle class businesses especially in 
the construction industry. 

“There are incentives for middle and low cost 
housing now targeted at the sector. The govern-
ment has also maintained its spending in the sec-
tor,” he told Business Daily in an interview.

Such incentives lifted the company’s fortunes, 
to hit Sh100 million in 2007, way above its target 

of Sh5 million.   
But in 2008, some of its major projects in 

Nyanza  had to be delayed due to the post elec-
tion violence, denting its financial books.

The engineering and construction arm is the 
flagship brand of the Mellech Group. The group 
consists of other subsidiary companies, ACP Tel-
ecom Ltd (telecommunications), Azaria Africa 
Ltd (investment & real estate development), Mel-
lech Engineering (Uganda), Mellech Engineering  

Const≥uction boom sends Mellech Enginee≥ing to the top
Started in 2003, firm has managed to grow its turnover to 
over Sh500 million with subsidiaries in Sudan, Uganda
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We are in the 
Winners..

“ A HEARTY THANK YOU TO ALL 
OUR DEDICATED ASSOCIATES, 

STAFF, CUSTOMERS, AND   
SUPPLIERS FOR MAKING TIGER 

BRANDS (K) LTD., RANK 22ND 
IN TOP 100 MEDIUM SIZED 

COMPANIES IN KENYA.”

P.O. Box 43865, GPO: 00100, Nairobi Kenya. Tel: (020) 536125/6/7 
Fax: (020) 652586, 558617 • Email: tigerbrand@gmail.com



Const≥uction boom sends Mellech Enginee≥ing to the top Age: 35 years old
Status: Married with two children.
Books that have greatly influenced him:

    The Bible
    The E-Myth – Why Most Small Businesses 

Do Not Work and What to Do About it, by 
Michael Berber.

    The Richest Man in Babylon by George E. 
Clason.

    Rich Dad Poor Dad by Robert Kiyosaki and 
Sharon Lechter

    Cashflow Quadrant by Richard Kiyosaki and 
Sharon Lechter.
Higher Education: 

    Diploma in Civil Engineering, Kenya 
Polytechnic. 

    Higher National Diploma in Structural 
Engineering.
Role model/mentor:
Anthony Wahome, CEO Linksoft Group. 
Attending his classes revolutionised his life both 
spiritually and in doing business.
What he did before going 
into business:
Worked with Plan International, in its engineering 
programme. He worked on schools, roads, 
boreholes and  water supply projects. He 
was posted to Kisumu to head his employer’s 
engineering programme.
Memories from his early days in 
business:

    Surviving without his own phone line. He 

had to use a designated phone booth and 
calling cards to keep in touch with clients and 
suppliers.
Advice to young people:

    You need a solid business plan more than you 
need money. 

    Read widely so that you can be a well 
rounded business manager.

    Be patient. Persevere. Things won’t happen 
as fast as you want.

    Work with integrity. Integrity is key. It builds 
trust and confidence. It enables you to build a 
sustainable business, as opposed to one that is 
based on connections. 

    It is possible to do business without bribery 
and corruption. “I have never secured a contract 
through paying a bribe. However, I have lost 
business for not paying a bribe.” 

(Southern Sudan) and Salt & Light Outreach, 
which is a social outreach arm. 

Expansion plans
The subsidiary companies commenced opera-
tions in the last two to three years. With these 
expansion plans, the company is optimistic 
of further growth.

“We are projecting to hit Sh1.8 billion in 
2010 and grow our turnover to at least Sh4 
billion by 2012. This excludes turnover for 
subsidiaries outside the country that have 
separate growth projections.”

Some of the challenges the company has 
been facing in the wake of recession is lack of 
finance has lenders cut back on loans .

But in the years ahead, Mr Wamalwa says, 
the firm aims to build a solid financing base 
through assets.

“We plan to work more with suppliers’ 
credit. We will also seek to have assets se-
cured through a bank guarantees.”

Over-reliance on loans and bank overdrafts 
he says, can kill businesses, due to the high 
interest rates. 

Next year, the company hopes to install a 
management board comprising profession-
als from across key sectors.

It is also focusing its pursuits for quality 
with eyes set on the prestigious ISO certifica-
tion by next April. 

Mellech that has traversed various regions 
and markets and is active in Kenya, Southern 
Sudan and Uganda with prospects in the next 
five years, to foray into the greater Eastern and 
Central Africa region .

Mr Wamalwa believes that small and medi-
um sized companies can overcome challenges 
through proper structures. Most successful 
companies, he says, started as family-owned 
units before evolving into big empires.

“MSMEs do not have structures. There is 
need to separate ownership from manage-
ment,” he said. 

He also acknowledges the role of mentors 
in businesses especially in the provision of the 
right business material. 

“Mentors can offer the right business ma-
terial. They are key to growing businesses,he 
adds in reference to Mr Antony Wahome, the 
CEO of Linksoft. 

The Top 100-mid sized  survey is an annual 
event that is jointly organised by  Na-

tion Media Group, and business 
advisory firm, KPMG, targeting 
companies with an annual turn-
over of Sh70 million to Sh1 bil-
lion. The survey seeks to identi-
fy the leading 100 firms in terms 
of revenue growth, profitability 
and financial stability. 

Finance Minister 
Amos Kimunya (left) 
celebrates with 
Mellech Engineer-
ing and Construc-
tion Limited staff  
after the firm was 
crowned the Top 100 
2009 company of 
the year.  Below: The 
founder and CEO, Mr 
Gerald Wamalwa.
FREDRICK ONYANGO  & LIZMU-

THONI

Profile: Gerald Wamalwa, Entrepreneur of the Year
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1 Construction 

Mellech Eng. & Cons. Ltd

See story on page 6

2 Services

Top Image (K) 
Limited

See story on page 8 

3 ICT

Linksoft Telecoms 
Networks Ltd

See story on page 10 

4 Services

Gap Marketing 
Limited

See story on page 12

5 Agriculture

Ocean Agriculture

See story on page 14

6 Manufacturing

Trufoods Limited

See story on page 17

7 Services

Flooring Interiors Ltd

See story on page 11

8 Manufacturing

Manji Food Industries Ltd

See story on page 19

9 ICT

Craft Silicon Ltd

See story on page 22

10 ICT

 Elris 
Communications 

See story on page 23

11

Stantech Motors 
Limited

See story on page 24
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BY  ABYSSINIA LATI

When she won the Leading Lady Entrepre-
neur award in the inaugural edition of the 
Top 100 SMEs survey last year, Jennifer N. 
Barassa thought she had reached the pinna-
cle of success in business.
But she did it again this year – not only win-
ning the top woman entrepreneur slot for a 
second time in a row but also managing to 
steer her company Top Image through the 
turbulent business environment to clinch 
the runners up position in the list of Kenya’s 
fastest growing medium sized businesses.  
Ms Barassa is no stranger to pushing back 
the frontiers women’s economic and profes-
sional liberation. She was the first woman 
to teach at Lenana School and also the first 
to work as a sales representative at Kodak 
Kenya. 

He jumped into the uncertain waters of pri-
vate entrepreneurship at the end of her em-
ployment contract with McCann Erickson 
where she worked as Group Account Direc-
tor.
“I now realise it was a blessing in disguise 
that opened the door for greater fulfilment 
than would otherwise have been possible in 
salaried employment” she says.
Ms Barassa has had a long career in market-
ing having also worked for a number of Ken-
ya based multi-nationals such as Boots and 
Johnson and Johnson. 
She also had a brief stint on international 
assignment having worked for Sterling 
Health in Tanzania as the country manager.   
Top Image, the company she runs to date of-
fers promotional and marketing services to 
clients in Kenya and the Ugandan market 
where she has just set up operations. 
Ms Barassa regrets that there persists lit-
tle understanding than there should be in 
East Africa of the role of marketing in busi-
ness. It’s a gap that has convinced her that 
the industry needs an association to chart 
its course.
The role of the association, she says, will 

be to champion recognition of promotion-
al agencies as professional service firms, 
alongside lawyers and accountants. 
Ms Barassa is keen to see other advertis-
ing professionals recognize the contribu-
tion that promotional agencies make and 
thus adopt a more inclusive approach when 
crafting plans for their clients. 
“Sometimes advertising executives come up 
with concepts that do not fully take into ac-
count the reality on the ground. If they con-
sulted promotional agencies at the time they 
developed these strategies, I believe the re-
sult would be even more successful market-
ing campaigns.”
Her expertise has meanwhile taken her far 
beyond her enterprise. She is currently serv-
ing in the Kenya Women Finance Trust’s 
board of directors, the National Council of 
Women of Kenya and the Constituency De-
velopment Fund, as well as director of vari-
ous schools. 
In addition she heads the Women’s Desk at 
the Kenya National Chamber of Commerce, 
where she is also a Director. “All these en-
gagements keep me very busy but I enjoy 
serving the nation very much.” she says.

Back-to-back coup for Barassa’s Top Image

2 Services

Top Image (K) 

Limited
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12 Hospitality

African Touch Safaris Ltd

African Touch Safaris was founded in 1997 and 
has 15 employees. It  organises travel itineraries 
for corporate and individual clients and offers 
conferencing arrangements. It has a strong pres-
ence in Kenya, Uganda and Tanzania. 

13 Mnfg

Alpha Dairy 
Products Ltd

Alpha Dairy Products Limited (ADPL) – Kenya 
was established close to eight years ago to Process 
and Distribute Ice cream Products in East Africa. 
It is part of the larger Alpha Group (a conglom-
erate of companies operating from Sub Saharan 
Africa and Gulf Countries for the last 50 years). 
ADPL markets its products under the brand name 
“Ooh”! Its main products are Ice-cream (Ooh!) 
And Yoghurt (Ooh! Lala). 

14 Mnfg

Soko Sweets Limited

Soko Sweety was established in 1999 to conduct 
the business of importing and distributing sweets 
and confectionery. 

15 ICT

I Solutions

I solutions Associates Ltd. Is a fully Kenyan 
owned company that provides quality business 
computing solutions. ISA Delivers innovative, 
scalable and reliable Information Technology 
(IT) Solutions. I solutions Associates seeks to 
empower organizations to increase productiv-
ity by reducing the network security risks while 
improving performance through use of reliable 
IT security solutions. 

  

16 Services

Hoggers Limited

Hoggers Limited is the Home of Steers and Debo-
nairs. Innovation, value for money and being the 
flame grilled burger specialists, Steers remains 
the market leader by offering the widest range 
burgers using a unique flame grilled process.  It 
also offers the best value for money: a lot more 
for a little more – is offering the consumer more 
quality and more satisfaction. Currently have 8 
outlets within Nairobi.

17 Health

Faram EA Ltd

See story page 21

SPONSOR’S PLATFORM

Af≥ica’s ≥ising tide of 
investment oppo≥tunity

BY DARYL BLUNDELL

Looking at the political and so-
cial challenges faced by African 
states during the last year, it 
might seem that the continent 
is doomed. Yet, over the past few 
years, there has been increasing 
evidence that Africa’s tide of de-
spair is turning.

It was recently reported that 
the economies of most sub-Sa-
haran African countries were 
experiencing the best period of 
sustained growth in Africa since 
their independence. 

For proof, look no further 
than the numbers. Analysts re-
ported that in 2005, the African 
continent grew by 5.7 per cent. 
Projected growth for 2008 is 6.8 
per cent. 

A contributing factor to 
this growth lies in Informa-
tion Communication Technol-
ogy (ICT). Africa was rated 
fourth for broadband expan-
sion, ahead of Latin America 
and Asia Pacific, among six re-
gions that were sampled by The 
Economist’s Intelligence Unit 
in 2007.

Burgeoning growth
The opportunities that exist in 
Africa are explosive. As an ex-
ample, consider Nigeria and its 
population of approximately 
140 million people. 

In 2000, the country had no 
mobile phone users. In 2005, 
the number of mobile phone us-
ers was estimated to be 19.8 mil-
lion people (141 users per 1,000 
people). 

The success of mobile opera-
tor MTN Nigeria has spurred 
global businesses to view Africa 
as a real potential marketplace. 

It’s not just big business 
that’s driving the growth — a 
new generation of free-thinking 
African entrepreneurs is taking 
the lead. It’s clear that their de-

sire is to get ahead and compete, 
not only in Africa but also in the 
global economy.  

Add to this the increasing re-
quirements being legislated by 
governments for all businesses, 
including SMEs, to be compli-
ant with new financial regula-
tions and with corporate gov-
ernance. 

Next-generation thinking
Many SME owners are realising 
their business must have proper 
accounting systems to record 
and manage suppliers, cash 
flow, issue invoices and create 
management reports. For busi-
nesses to file their taxes, keep 
staff records and manage their 
financial transactions, many 
understand that pirated soft-
ware won’t do. 

The legalisation of business 
processes is essential for busi-
ness growth both locally and 
globally and fully licensed, man-
aged and supported software 
forms the foundation for this 
thinking.

Working through accred-
ited organisations such as the 
Institutes of Charted Account-
ants in both Nigeria and Kenya 
provides businesses with the 
secure knowledge that systems 
are approved, accountancy best 
practices are being followed 
and regulatory requirements 
being met.

When entrepreneurs and 
small to medium business own-
ers throughout African coun-
tries are seen to be demanding 
and using world class systems, 
then growth and confidence in 
African markets will continue 
to increase. 

As markets in Europe and 
the rest of the world wane, Af-
rica rises.

Mr Blundell is the Sales Direc-
tor, Sage Pastel International.
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Linksoft Telecom Networks, the company 
that was declared the ICT Industry Cham-
pion in this year’s Top 100 SMEs survey, is 

a quiet player in the fast paced mobile telecoms 
industry. 

It supports telecom operators in infrastructure 
roll out activities, construction of their base sta-
tions as well as installs their equipment. 

Linksoft Telecom is a member of the Linksoft 
Group of Companies, whose declared goal is to 
become an end-to-end outsourcing partner for 
the telecoms industry with operations in Kenya, 
Uganda, Tanzania, Nigeria, Ghana, Rwanda and 
India. 

The company’s client base includes leading 
African Telco’s such as Safaricom, MTN (Uganda), 
Zain (Ghana, Nigeria, Uganda), Etisalat (Nigeria) 
and Tigo (Rwanda and Ghana).

Founded in 2003, Linsoft Telecom’s revenues 
more than doubled in 2008 despite the adverse 
economic environment. Mr Anthony Wahome, 
the company’s chief executive, is a committed 
Christian and attributes the firm’s phenomenal 
achievements in business to God. 

“God’s help and favour override natural limita-
tions such as effects of the post-election clashes or 
the global economic downturn.”  Mr Wahome also 

lists enhanced capability and commitment of the 
Linksoft team as key contributors to the positive 
results that the firm realised last year. 

The company expects to continue on its out-
standing growth trajectory. A new strategy was 
launched in April. It will see the firm expand its 
opportunities in telecom managed capacities and 
renewable energy. 

Strategic relationship with new telecom 
equipment vendors is also meant to deliver val-
ue-added services to clients and yield additional 
business. “The telecoms sector will continue on 
a high growth path in most parts of Africa. We 
expect nothing short of 100 per cent year-on-year 
growth in our business,” said Mr Wahome. To en-
sure the envisaged level of growth is achieved, the 
company is investing in innovation, developing 
its staff, and will also diversify into new product 
and service lines.

In his early 40s, Mr Wahome is among a new 
generation of Kenyan CEOs. His personal philoso-
phy is “to shine and set pace with God’s help”.  

It is interesting to note that he fully integrates 
his faith with his business. “I want my businesses 
to be a clear expression of how to do business 
God’s way. I would like our legacy to be of people 
of integrity, who are also trail blazers — positively 
influencing and impacting their generation.”  

Mr Wahome has several role models. One 
of them, he said, is Mr Graham Power, a South 
African businessman and founder and CEO of 
the Power Group. Mr Power is a visionary leader 
who embodies values that have made his busi-

ness stand out from its competitors. In the rela-
tively short time span of 25 years, he has taken a 
company that started with one staff member, one 
vehicle and little in the way of finance, to become 
one of southern Africa’s leaders in the area of civil 
engineering, development and construction. 

Ethical campaign
He is also the founder of the Unashamedly Eth-
ical Campaign (www.unashamedlyethicalcom) 
that challenges people to fight against systemic 
corruption in order to eradicate poverty.

Linksoft’s corporate social responsibility ac-
tivities are carried out jointly with other Linksoft 
group businesses through the group’s CSR arm, 
Kingdom Business Network (KBN). KBN seeks 

to raise men and women of integrity by providing 
training in ethical business. It trains on average 
100 men and women annually. Additionally, KBN’s 
CSR programme supports a range of programmes 
for the underprivileged spanning the provision 
of education, food and shelter. For instance, it 
provides support for teachers in a primary school 
situated in Nairobi’s Mitumba slums.

Mr Wahome believes that the unemployment 
problem will be solved when there is a shift in the 
mindset of the youth from “others need to provide 
employment for me”, to “how can I use my gifts and 
talents to create employment for others?” 

He encourages young people to go into busi-
ness because “it’s the only way to be financially 
free.” 

Linksoft Telcom c≥edits it 
all to God and team wo≥k

3 ICT

Linksoft Telecoms 
Networks Ltd

Trade minister Amos Kimunya (left) commends Linksoft staff on their success. Founded in 2003, the firm’s 
revenue more than doubled in 2008 despite the adverse economic environment. FREDRICK ONYANGO



18 Services

Master Power Systems 
Ltd

Master Power Systems is headed by Mukesh Hira-
ni and is based in the Parklands area in Nairobi. 
It was established in 2001 and has a workforce 
of 170 employees. It is involved in electrical con-
tracting and installation. 

19 Logistics

Express Company Ltd

Express company is a trading company which 
imports, procures supplies for Kenya Power and 
Lighting Company. It was founded four years ago 
and is based at Nairobi’s industrial Area.

20 Manufacturing

Vajas Manufacturers Ltd

The company started in 1967 with humble begin-
nings of a 4-Man-Team in Nairobi catering for the 
Retail Fashion and Garment Industry. Since then, 
the company has come a long way, with a fully 
fledged Printing and Embroidery Section, employ-
ing more than 200 + staff and now addressing the 
Corporate Promotional Merchandise Market. VA-
JA’S currently has a 60,000 Square foot factory is 
situated off Road A in the Industrial Area of Nai-
robi. The company’s state of the Art Machinery 
for Printing and Embroidery comes from Europe, 
USA and Japan and is fully equipped to handle 
up to 16 colour screen print on garments and 18 
colour embroidery jobs.
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7 Services

Flooring Interiors Ltd

BY VICTOR JUMA

An unwavering passion for entrepreneurship 
among its founders has seen Flooring & Interi-
ors (F&I)  rise from a business founded purely 
on guts to one that has managed to be in the sev-
enth position in the recently concluded Top100 
mid sized companies survey. 

F&I has grown over the years offering a range 
of corporate interior solutions including parti-
tioning, window solutions, floor tiling and car-
peting and ceiling works.

In what he now describes as a leap of faith Mr 
Wahome Gitonga, the director of F&I, partnered 
with two colleagues in 1996 to start the firm that 
gives companies the much-desired final touch 
on their premises. 

“We were educated men, full of youthful exu-
berance and determined to make it in business,” 

says Mr Gitonga, who graduated with a degree 
in Economics in 1989. His company’s year on 
year turnover has been growing enabling  it to 
employ 25 permanent staff with another 100 
hired on contractual basis. 

Initially, Mr Gitonga says, lack of capital was 
the greatest challenge. 

“No bank was willing to lend us money at the 
time we started,” he says. But with growth of the 
banking industry that has prompted commercial 
banks to relax their lending requirements, ac-
cessing start-up capital from banks is no longer 
a problem. The company has been in talks with 
a private equity firm and is expecting to secure 
funds to grow its business . 

For Mr Gitonga, the challenges of managing a 
fast growing business have enabled him acquire 
necessary skills providing insight for steering 
the company to its current level. 

He says Flooring and Interiors intends to 
strengthen its management team to sail through 
the next phase of its growth. 

Independent directors
In anticipation for further growth, the  own-
ers of the company have seen it fit to bring in 
independent directors for fresh management 
perspectives that will also help it cross the suc-
cession bridge.

“As an owner-manager, one runs the risk of 
micro-managing a business, making sentimental 
decisions, and losing out on opportunities that 
strategic thinking of independent directors of-
fer,” he said. For Mr Gitonga Top SMEs award 

opens new doors of opportunities. He first learnt 
of the Top 100 competition when he read about 
it in the dailies and decided to register F&I.

The company that previously relied on small 
contracts, now has a big list of clients ranging 
from leading banks, insurance companies, 
NGOs, and quasi-government organisations 
and other blue-chip businesses. 

“We can now afford to be selective. We only 
take business from premium clients as this ena-
bles us to avoid the credit collection headaches 
that working with less financially stable custom-
ers can bring,” he says. 

He is optimistic of further growth,  saying 
the harsh economic times that led to low pur-
chasing power among consumers did not have 
an negative effect on the interiors and design 
business.

The ongoing construction boom has sus-
tained demand for  the sector .

According to government statistics, the 
number of reported private building works 
completed in Nairobi rose from 9, 787 units in 
2007 to stand at 11, 018 last year. 

He says customer satisfaction is what has 
enabled the company grow its clientele.

He places a high value on the close relation-
ships that exist among employees and manage-
ment, making them work like a family.

To those wishing to opt for self-employment, 
he says:

 “It is not a destination. Rather it is a voyage, 
one that is rough. You have to be prepared for it 
and make sure you enjoy it as you go along.”

Started in 1996 and  reliant 
on a few customers, now 
the company can afford to 
choose its clientele base

Passion fo≥ self-employment 
p≥opels F&I fi≥m to success



 

21 Services

Ultimate Engineering

Ultimate Engineering Ltd is a technology and 
service oriented company specializing in Electri-
cal Installations, Data Cabling and Networking 
Solutions and Air Conditioning Installations. To 
meet the demands from the international busi-
ness environment that is increasingly competi-
tive and customers are more and more demand-
ing for quality services, the company adopted a 
Quality Management System as a strategic deci-
sion to ensure delivery of service to the custom-
er’s satisfaction. Ultimate Engineering Ltd have 
embarked on training and implementation of 
The Quality Management System compliant to 
ISO 9001:2000 leading to certifi cation in 2008. 
The company was established in 1997 and has 
38 employees. 

22 Distribution

Tiger Brands (K) Ltd

Importers and distributors of industrial chemical 
and packaging solutions and construction chemi-
cals. The company was established in 2000 and 
has 22 employees. 

23 Energy

Muringa Holdings 
Ltd

See story on page 27 

24 Services

Distributed Communication 
Systems Limited

Was established in 2003 to design buildings and 
maintain telecoms networks, supply cables and 
antennae generators. It is based in Kileleshwa. 

25 Manufacturing

Madhupaper Kenya Ltd

MADHUPAPER KENYA LTD is an international 
Private company under the Chandaria Group. It 
is involved in the manufacture of paper board 
and paper products including tissue paper, en-
velopes, newsprint, duplicating and bank paper. 
The company was founded in 1989 and currently 
has a staff  size of 350 employees. 

26 Services

Stoic Company Ltd

The company’s two main priorities are holding 
superior and quality service in all its operations. 
Its services include wide variety of high quality car 
security products, car audio, windscreen repair 
shop, car accessories products plus fl eet manage-
ment solutions, delivered by friendly customer 
oriented staff . The company was established in 
1998 and has 35 employees. 
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4 Services

Gap Marketing 
Limited

BY STEVE MBOGO

When  Mr Phillip Gachago started Gap Pro-
motions in 1993, the fi rst company of its na-
ture then, his main intention was to set up a 
dedicated and focused company to provide 
below-the-line services separately from ad-
vertising. 
But the company’s success has spurred a 
replication of the business model by hun-
dreds of new entrants sparking a revolution 
in the below-the-line product promotion 
market in Kenya.
Now known as Gap Marketing, the compa-
ny has remodelled its business plan to match 
the changing retail world and is now part of 
Consumer Insight Africa.

Rapid growth
The supermarket wave  that hit Kenya in 
the late 1990s changed the retail landscape, 
off ering  Gap a chance to carve out  a niche 
market for its services as companies sought 
new ways  to educate and persuade custom-
ers to buy products. 
Mr Gachago says a critical aspect of the 
business is to convince potential clients that 
there exists a direct link between eff ective 
marketing and the fl ow of revenues into 
their business. 
Gap’s growth has however not been without 
challenges. It has required large doses of 
risk taking as well as a deliberate decision to 
attract and retain competent staff . Mr Gach-
ago says that among the many challenges the 
company has faced, low appreciation of the 

importance of below-the-line promotion 
services was the most persistent. 
“Many potential clients looked down on us 
as ‘leg’ workers and not ‘brain’ workers” 
— an ironical twist of fate for a company 
whose motto is “brains that turn strategies 
into sales”.
“We have not realised this goal yet but we 
are on track and are making good progress,” 
says  Ms Anne Kamau, the managing direc-
tor.
Operating in the Kenyan market has also 
presented Gap with the challenge of collect-
ing the data it needs to measure industry 
size and map out trends in the below-the-
line marketing sub-sector.

Business advisory services
Ms Kamau says there has also been lack of 
quality business advisory services mainly 
“because those who claim to be experts lack 
the necessary experience to advise business-
es such as ours.”
With the rapid growth that has occurred in 
a span of 10 years, Gap has had to review its 
business plans culminating in  the re-launch 
and subsequent introduction of new serv-
ices such as retail sale management that is 
hinged on outsourcing the sales function.
In recent months Gap has handled market-
ing drives for big multi-national brands 
such  as Unilever Kenya and Coca-Cola, 
with whom it helped launch home delivery 
services in Kenya.
Besides home delivery, Gap has helped in-
troduce Kenya to the retail sales manage-
ment concept that allows companies to out-
source part or the entire sales function.  
Ms Kamau  attributes the company’s success 
to focus, strong partnerships with clients 
based on value delivery, and prudent fi nan-
cial management.  To ensure best practices 

that spur growth, Gap has adopted a policy 
of training its own staff  and off ering supe-
rior value delivery ensuring that it wins cli-
ents.
 “Our success is based on the recognition we 
get for adding value to businesses through 
trade marketing services, representing key 
brands in trade marketing and converting 
non believers  into disciples of trade market-
ing,” says Ms Kamau.
This is the confi dence that saw the compa-
ny enter this year’s edition of  the Top 100 
SMEs survey.
“We decided to participate because we 
needed to benchmark our business relative 
to our peers. We were also interested in join-
ing a club that provides a platform for shar-
ing experiences and learning from others in 
a similar environment,” said Ms Kamau.

New services
Gap expects the below-the-line services sec-
tor to expand in the next three years because 
of the changes in the retail sector which is 
tipping the power balance in favour of the 
business. 
Increased competition for consumers and 
the need to reach them in ways that are like-
ly to generate faster results will also contrib-
ute to a possible shift in marketing budget 
allocation in favour of below-the-line activi-
ties.
In the next fi ve years, Gap intends to con-
solidate its business in Kenya, expand  to the 
East Africa region,  launch new services and 
remodel its business to increase effi  ciency. 
It is open to using private equity or the stock 
market to raise funds for growth.
To the youth who want to go into business,  
Ms Kamau recommends investing in areas 
that one is passionate about, to be resilient 
and focused.  

How Gap Marketing has spurred a 
revolution in promotion of products 

I N N O VAT I O N  C H A M P I O N   S T E V E  M B O G O

KPMG chief executive Josphat Mwaura presents a trophy to Gap Marketing staff. The company’s success has spurred a replication of its business model by 
hundreds of new entrants. FREDRICK ONYANGO
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27 Mnfg

Kenwest Cables 
Limited

KENWEST CABLES (Kenwestfal Works Ltd) core 
business is to manufacture low and medium 
voltage energy cables. Kenwestfal Works Ltd. 
Has been manufacturing cables for twenty eight 
years and has consequently built a reputation 
based on quality service and products. Started 
in 1975, Kenwestfal Works Ltd. 
Has some of the most sophisticated machinery 
from Germany, Switzerland and England with 
a well equipped laboratory manned by trained 
technicians. The company ensures that the 
products are tested to satisfy local and regional 
markets. In order to cater for increased market 
opportunities within Comesa  countries, the 
company increased production capacity by in-
stalling a new hi-tech extrusion line and a new 
automatic coiling machine. 
Its  main range of products, are  wiring cables, 
control cables, flexible cords, automobile cables 
and many medium and low voltage cables to spe-
cific requirements of all our customers.

28 Retail

Viva Product Line 
Ltd

Viva Product Line imports and resells various 
alcoholic beverages in the market.  The company 
was founded in 1999 and currently has a staff 
number of 35.

Individuals and their firms to 
accumulate Qmiles, which 
can be used to redeem free 
flights and secure upgrades 

Qatar Airways has  announced  the  global roll-out 
of a corporate travel rewards scheme for  small and 
medium-sized businesses following successful trials 
in the airline’s home market of Qatar. 

Named Qbiz, the programme makes it easier 
for companies with limited travel budgets to 
maximise their savings with Qatar Airways. The 
programme allows companies and employees to 
accumulate Qmiles through the airline’s Privilege 

Club loyalty programme.
The roll-out, unveiled simulta-
neously at the Paris Air Show 
at Le Bourget and Business 

Travel Market in London, allows both individuals 
and their company to accumulate Qmiles for any 
given flight.

 Accumulated miles can be used to redeem free 
flights and secure upgrades on Qatar Airways.
Speaking at the Paris Air Show, Qatar Airways CEO, 
Mr Akbar al Baker,  said the airline was support-
ing small and medium-sized companies through 
Qbiz as part of its corporate social responsibility 
programme. He described the scheme as a win-win 
situation for all, because it makes business trips twice 
as rewarding.

“While Privilege Club members travelling on 
business will continue to earn Qmiles and mem-
bership status in their own accounts, their compa-
nies will also earn Qmiles for the same trip,” said 

al Baker. Both can be redeemed on subsequent 
Qatar Airways flights. Mr al Baker also made a 
similar announcement at the inaugural Business 
Travel Market in London, where Qatar Airways 
was the Platinum sponsor of the two-day show. 

Real incentives
“Qatar Airways understands that many busi-
nesses require their staff to travel regularly. The 
Qbiz offering aids local businesses in the UK 
and indeed around the world by providing real 
incentives to travel on a single airline,” he said. 
“The pilot programme proved very success-

ful in Qatar and we are excited to be able to 
roll-out Qbiz worldwide. It will add signifi-
cant value to local companies’ travel bookings.”
Businesses looking to join Qbiz can do so online on 
Qatar Airways’ website www.qatarairways.com/
qbiz. 

Once enrolled, companies receive a personalised 
Qbiz account number and a Qbiz code, which they 
can use to accumulate miles when making book-
ings. Every dollar spent on Qatar Airways flights will 
earn the company Qmiles. The individual traveller 
is also entitled to collect Qmiles on the same book-
ing when checking- in for their flights. 

Qatar Airways CEO,  Mr Akbar al Baker: “The pilot programme proved very successful in Qatar and we are 
excited to be able to roll-out Qbiz  worldwide.” FILE

Qata≥ Ai≥ways boosts SMEs with tickets offe≥

SPONSOR’S
PLATFORM

About us
Muringa holdings ltd is a registered company (wholly Kenyan) undertaking 
treatment of wood poles for various purposes. Mainly power transmission poles, 
telecommunication poles, greenhouse poles, fencing poles and other wood related 
wood products that require treatment under vacuum for up[ to 500 mmHg and 
Pressure- 13.6 kgf/cm3 in order to lengthen their service life.

Raw materials
For poles the raw mat6erials are eucalyptus trees.l these are sourced from Sotik, 
Kericho tea estates and other plantations.

Process
The poles are then stacked for drying and seasoning and treatment is only done 
when the moisture content is below 25%.

Transport is done by road to Kinale for treatment and then transported to where 
ever the customers require, i.e. all over Kenya.

Certification
The treatment is done in two pressure impregnation plants already in production. 
With a capacity of 200 power poles a day.

Third new plant has been ordered and the foundation work in progress. 
This will give us an additional daily production of 450 power poles. 

All treatments are certified by adequate certificates and charge sheets 
to the national standards.

The normal health and environment requirements are all well 
obse4rved. We are also actively involved with the establishment of 
plantations.

Muringa Holdings Ltd.
P.O. Box 5258-00200, Nairobi.

Tel: 020 2732037/ 8
Located at Kinale

On the main Nairobi- Nakuru Highway.

Muringa 
     Holdings



29 Health

Nila Pharmaceutical 
limited

NILA PHARMACEUTICAL Ltd. Was established 
to distribute and sell pharmaceutical products in 
the Kenyan Market. Nila is listed and licensed un-
der the Pharmacy and Poisons board of Kenya. 

30
Retail

Fast Choice Ltd

Fast Choice Limited has a staff size of 24 and is 
based in Nairobi. Its main business line is to sell 
furniture and fittings. 

31 Services/
Retail

Indent Limited

Indent Ltd. Was founded in 1987 to provide phys-
ical security, import and sell safes  and strong 
room doors. The company currently has a work-
force of 25.

32 Services

Engineering 
Supplies 2001

Engineering Supplies Ltd; established in 1977, is 
one of the country’s leading suppliers of indus-
trial and agricultural equipment and services. 
The company is part of ESL Group of companies. 
ESL supplies roofing and water proofing materi-
als, in-waters and commercial ups-water pumps, 
construction machinery. 

33 Services

Skylark Creative 
Product

Skylark creative products started with selling of 
roofing tiles, wood products and pre-cast items 
and have now grown as a full supplier of building 
material specializing in wall and floor tiles and 
bathroom accessories c/w fittings. The company 
sells Ceramic Tiles, Kitchens, and Bathroom Ac-
cessories and is gearing to become the number 
regional supplier of these products.
 

34 Manufacturing

Glacier Products Ltd

Glacier Products was formed  in 1979 and has 
been at the forefront of innovation and excep-
tional service delivery which has propelled the 
company to becoming the leaders in the ice cream 
category in East Africa. 
The company’s distribution network is country-
wide with branch offices in Mombasa and Dar es 
Salaam. Its key brands are Dairy land ice cream 
(which has been a household name in the Kenyan 
market since 1970s), Amore Mia Ice-cream and 
Mio Ice-cream. 

35 Agriculture

Kandia FPS Ltd
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5 Agriculture

Ocean Agriculture

Mr Trevor Sherwin, the managing 
director of Ocean Agriculture (EA) 
Ltd, had no idea what was in store 

for him when he decided to take part in the 
second edition of the top 100 mid-sized com-
panies survey. 

Now  standing among the top 10 winners, 
Mr Sherwin says a successful company must 
not only maintain loyal and happy custom-
ers, but must also grow in line with, or better 
than, other industry players.

This is the principle that has enabled the 
fertiliser import and distribution company 
to stand out among Kenya’s fastest growing 
mid-sized firms.  A second time entrant in 
the annual survey, the 13-year-old Ocean Ag-
riculture reckons that it entered the competi-
tion because it felt it had matured enough to 
seek to benchmark itself against its peers. 

The firm has a strategic relationship with 
the parent company, Ocean Agriculture (Pty) 
Ltd. But a major plus for the firm is that it has 
mapped out the minefields that have seen 
many South African companies fail to pene-
trate and sustain their businesses in Kenya. 

The country has  been a burying ground 
for many South African brands such as Su-
preme Furniture, and Cash and Carry, who 
closed shop or sold out to other investors 
after they failed to find a firm footing in the 
market. Another South African firm, Omnia, 
also pulled out of the Kenyan market in the 
early part of this decade. 

“Many South African companies try to ap-
ply the same business models they have been 
using in South Africa to their businesses in 
Kenya. Anyone who has ever worked here 
knows that Kenya is a unique and different 

operating environment. Our investors saw 
the need to employ Kenyans to conduct the 
business,” says Mr Sherwin. 

In recent months, however, Mr Sherwin 
says Ocean Agriculture’s turnover has been 
affected by the spiral effects of the global 
economic crisis — especially in the horticul-
tural industry that is the main target market 
for the fertiliser firm. Compared to last year, 
turnover has dropped by an estimated 30 per 
cent. At the moment, the company is review-
ing its strategy to meet the ever changing 
business environment.  

Focusing on goal
The company is focusing on its goal, which is to 
be the largest specialised fertiliser supplier in 
the region offering premium products and the 
most professional service, with first class techni-
cal support and backup, the officials says.

Mr Sherwin says the company is grap-
pling with a lack of credit culture in the coun-
try. Lack of credit ratings tops the list of hic-
cups that Ocean Agriculture faces in doing 
business. But the firm’s key to survival, he 

says, lies in remaining true to its core busi-
ness by focusing on effective service delivery 
and communication with both customers 
and suppliers.

Compromising on quality or service for 
short term benefit, especially when under 
pressure from the competition, would serve 
as the death knell to any business. Ocean Ag-
riculture takes a long term approach to rela-
tionships with its customers. 

While other businesses see the capital 
market as a good way to raise money, espe-
cially for expansion purposes, Ocean Agricul-
ture has traditionally used retained profits to 
sustain it’s growth and bank finance for it’s 
asset financing rather than take on addition-
al  equity from new shareholders. 

Mr Sherwin reckons that this will help the   
firm to keep the business flexible and adapt-
able to the ever changing business environ-
ment. 

At the end of the day, when a person loves 
he does and works with honesty and integ-
rity, success and gratification will then follow 
naturally, he adds. 

Fe≥tilise≥ fi≥m takes he≥ place on the fast lane
A G R I B U S I N E S S   B E A T R I C E  G A C H E N G E

KPMG chief executive, Mr Josphat Mwaura (left),  presents a trophy to Ocean Agriculture staff. The 
fertiliser importer and distributor is among Kenya’s fastest growing mid-sized firms. FREDRICK ONYANGO



Incorporated in 2001, Kandia FPS Ltd is the 
provider of choice for clients looking for qual-
ity horticultural produce. As one of the most 
promising fresh produce companies in Kenya, 
Kandia FPS Ltd is built on a heritage of quality 
delivery, excellence, industry knowledge and the 
expertise of its people. 
Since inception, Kandia has concentrated on 
ensuring quality control over all the products it 
exports and has developed an agronomic struc-
ture and appropriate quality checks at both the 
farm and pack house level. 
The company’s deep commitment and continu-
ous training has propelled it to receiving Europe 
gap Certification. Its close proximity to the Jomo 
Kenyatta International Airport (JKIA),  about 2.5 
kilometres, ensures that the quality packed pro-
duce is not compromised thus reducing waste. 
The company also ensures high levels of cus-
tomer service to ensure customer retention and 
attraction.

36 Services

Desbro Engineering 
Ltd

For almost 12 years, Desbro Engineering Limited 
has designed engineered, crafted and installed 
stainless steel and high alloy fabrications for a 
wide variety of industries and applications. It of-
fers the whole range process from the initial draw-
ings and specifications, to installation and testing. 
Engineering depth, state-of-the-art equipment, 
and skilled craftsmen. Desbro has fully equipped 
facilities for in-house fabrication and polishing of 
all components which gives it complete control of 
quality from design through final testing. 

37 Services

Alexander Forbes

See story on page 28

38 ICT

Intersat Africa Limited

INTERSAT is one of the largest and most respected 
providers of Internet solutions in Africa providing 
Internet via Satellite connectivity to some of the 
leading organizations, government institutions 
and the private sector. 

39 Services

Alpine Coolers Ltd

Alpine Coolers Ltd, which was Established in 
Kenya in 1992,  is involved in processing and dis-
tributing pure drinking water to Corporates.
The company, which only operates in Kenya bot-
tles pure drinking water in 300ml, 500ml, and 
1.5 litre bottles. 

40 Services

Genesis Kenya 
Investment

Genesis Kenya Investment Management Limited 
(Genesis Kenya) was established in 1996, to pro-
vide high quality investment management serv-
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ices to institutional investors. In setting up the 
company, the directors were guided by the belief 
that institutional investors in Kenya (such as staff  
retirement benefits schemes and insurance com-
panies) had become more demanding in the serv-
ices they wished to receive from the investment 
manager to whom they entrusted their assets. 
Genesis Asset Managers, LLP (SEC registered) 
owns 50.1 per cent per cent of the company. The 
management and staff of the company own the 
balance, 49.9 per cent per cent. The Group has 
a major affiliate, Genesis Investment Manage-
ment, LLP, in London. Genesis is registered as 
Fund Managers by the Capital Market Authority 
and under the Retirement Benefits Act which au-
thorizes them to act as a Manager of retirement 
benefits schemes.

41 Manufacturing

Warren Enterprises Ltd

Warren Enterprises Ltd was originally founded 
in 1930 as a facility to support the tea and coffee 
plantations. In 1984 it was bought by H. YOUNG 
& CO (EA) LTD, part of the Sameer Group. Since 
then Warren has established itself as a reputa-
ble and reliable Structural Steel Fabricator and 
Civil Contractor for small to medium size works. 
Warren’s factory and headquarters are located in 
Kasarani, Nairobi. WARREN, backed up by its 
parent company H. Young, has a solid financial 
foundation and annual turnover in recent years 
has risen steadily. Warren prides itself with deliv-

ering a quality product within the given schedule. 
Its major lines of business are Civil Works and 
Steel Fabrication and Installation.

42 Services

Saracen Media

SARACEN MEDIA Kenya is part of a South Af-
rican outfit SARACEN MEDIA OMD. It offers 
professional services in marketing investment 
management. 
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43 Services

Media Edge Interactive Ltd

Media Edge Interactive is a dynamic medium 
sized agency offering integrated marketing and 
communication solutions with specialization in; 
Brand Management, Creative Business, Media 
Sales Management, Events Management, Audio 
Visual Production, Public Relations consultancy 
and Out-of-Home Solutions within the East Af-
rica region.

44 Services

Gina Din Corporate

Gina Din Corporate Communications (GDCC) is 
a professional communications consulting firm. 
Set up in 1997, the company is recognized as one 
of the leading integrated public relations firms in 
the East African region. It has won several Public 
Relations Society of Kenya (PRSK) awards and 
specializes in the formulation and execution of 
public relations and corporate communications 
strategies for organisations seeking to develop a 
desired image and understanding amongst their 
target  audience. 

45 Services

Baus Optical Ltd

Baus Optical was founded in 2003 in Kenya by 
Chinese investors. It is A branch of the Chinese 
company that provides eye care services around 
the world, manufactures and distributes sun-
glasses.      

Demand for better information and com-
munication technology in Africa has 
risen dramatically in the past couple of 

years and is expected to continue growing at a 
robust rate in the next decade. 

Delta Partners, an advisory and investment 
firm for media and technology in the Middle East 
and Africa, says in its May 2009 report that Af-
rica has the potential to grow the number of its 
broadband users from 2.5 million currently to 
24 million by 2011. 

This growth of broadband users offers a 
ready market for mid-sized 
companies to expand their 
businesses. One of the ways 
to achieve this is through the 

use of fibre optic infrastructure to connect mid-
sized companies to key business centres in Africa 
and the rest of the world.

“It has been a famous rallying cry that Africa’s 
Internet growth will continue to skyrocket and 
research studies have identified viable markets 
in a number of countries. The Internet has be-
come a business, personal and a-must-have tool 
as more businesses grow and require increased 
bandwidth to meet varying demands,” says KDN 
chief executive officer,  Mr Kai Wulff. 

This year, Kenya Data Networks (KDN) part-
nered with other organisations to sponsor the 
Kenya Top 100 Mid-Sized Companies conference 
and exhibition on  2nd October  at the Intercon-
tinental Hotel in Nairobi. The event provided an 
arena for mid-sized companies to benchmark 
themselves amongst their peers. KDN was the 
data communications partner for this event. 

KDN is the first company to significantly re-

duce Internet costs following the landing of the 
undersea fibre optic cables. This reduction is by 
a massive 90 per cent making faster and cheaper 
Internet speeds a reality. This has offered signifi-
cant cost savings to the mid-sized business whilst 
improving on their communication. 

Through the mid-sized companies, sectors 
such as health and agriculture continue to ben-
efit immensely from being able to send and re-
ceive information faster thereby increasing trade 
opportunities by identifying new international 
markets and exploiting them.  

Other sectors
“KDN has invested millions of dollars in building 
the infrastructure to meet the varying bandwidth 
needs and has created a consumer butterfly life-
style that enables users interact and communicate 
seamlessly,” says Mr Wulff.

“The arrival of the undersea cables and the 
KDN fibre network presents Kenya and indeed 
East Africa with an opportunity to build a suc-

cessful ICT industry that could rival other sectors 
of the economy search as agriculture and tour-
ism,” says Mr Wulff.  

Some of the mid-sized companies have now 
blossomed and become full corporate institu-
tions as they build on their capital base and hu-
man resource. 

This was evident during the Kenya Top 100 
mid-sized companies where four companies 
graduated from the Top 100 to the big league 
of billionaires. These are Magnate Ventures, In-
terConsumer Products, Jetlink and Dimension 
Data.  “Thousands of new jobs have been created 
especially in business process outsourcing (BPO) 
sector whereas e-governance is blossoming with 
mid-sized companies playing a bigger role in pro-
vision of essential services for governments.

Kenya is on the fast track towards becoming 
a knowledge-based society as more young entre-
preneurs set up many businesses to develop con-
tent for the increased bandwidth,” says KDN chief 
marketing officer,  Mr Vincent Wang’ombe. 

There is a growing improvement in Kenya’s 
national business culture as more mid-sized com-
panies implement new business best practice by 
embracing international quality standards such 
as ISO. 

The growth of mid-sized companies has con-
sistently contributed over 400,000 jobs annually 
and over 70 per cent  of the total employment in 
Kenya. 

“KDN continues to focus and provide the infra-
structure and solutions for mid-sized companies 
recognising the critical role they play in develop-
ing Kenya towards achieving 90 per cent of band-
width demands,” says  Mr Wang’ombe.

 “KDN is living up to its promise of being a one 
stop shop for data solutions through provision of 
low-cost bandwidth that will guarantee afford-
able and reliable high speed broadband service for 
mid-sized companies not only in East Africa, but 
throughout Africa,” adds  Mr  Wang’ombe.

 At KDN, We Build, You Achieve.

SMEs fo≥tunes change with cheap Inte≥net

SPONSOR’S
PLATFORM

The 90 per cent slash 
in cost has enabled 
businesses improve          
their communication

Mr Wulff .  LIZ MUTHONI

MOBILE STORAGE 
SYSTEMS

• Space Saving
• Money Saving
• Energy Saving
• Time Saving

• Central Locking
• Maintenance Free
• Customised Design
• Wide Range

• High Density Mobile Filing Storage Systems
• Heavy Duty Mobile Pallet Racking

One of a kind… A building that is in harmony with itself, nature 
and the surrounding environment.

FOR 12 WINGS
• Parking spaces provided for upto 121 

Cars for all 12 wings. 
• Three high speed lifts
• Specialized toilets for physically 

challenged persons on EVERY FLOOR
• Bore hole for water

• TWO GENERATORS (one for security 
lights)

• Provision for Data and Communication 
services

• Inverters and voltage stabilizer

RELIABLE TOWERS
FOR RENTAL

For Enquiries Please Call: Tel: 020-3504831/2 Fax: 020-2364198 Wireless:020-2339501 Mob: 0722 786221 Mr.Bhadresh Shah Email:reliable@reenl.com

The Management of Reliable Electrical Engineers (Nrb) Ltd would like to take this opportunity to thank 
our esteemed customers, suppliers and staff for all their support which enabled us to make it 

to be among the Top 100 Companies in Kenya

Completion 
2011
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46 Mnfg

Tononoka Steels Ltd

Tononoka Steels Ltd. (is part of Tononoka Group) 
and has grown from humble beginnings to be-
come a leading steel manufacturer in East Afri-
ca. Tononoka manufactures galvanized pipes, Z 
Purlins, Channels and MS Plates and also deals 
in long steel products such as I Beams, Chan-
nels and Angles. The company’s clientele range 
from furniture manufacturers, building contrac-
tors, fabrication expert traders and government 
projects. The group owns a steel rolling mill which 
manufactures high quality reinforcement bars 
and also a PET Bottle manufacturing facility for 
mineral water, juices and alcohol bottles. Tonon-
oka exports to the formal and informal sector in 
Tanzania, Uganda, DRC, Zambia, Rwanda and 
Burundi. 

47 Manufacturing

Vitafoam Products Ltd

Vitafoam Products was founded in 1967 as a 
manufacturer of foam products. The company 
has 10 employees 

48 Services

Capital Colours Creative 
Design Ltd

Capital Colours began operations in 1995 from 
Argwings Kodhek Road, Hurlingham. It has more 
than 30 employees. 

49 Services

Power Controls Ltd

POWER CONTROLS LTD. Is a private limited 
company, which was founded in 1982, wholly 
owned by its two working directors. Like most 
such companies, it is quite dependant upon it’s 
very well experienced directors in all active areas, 
in the use and application of Industrial Electrical 
and Electronic equipment across a very broad 
industrial spectrum. During the company’s ex-
istence, it has been continuously involved in the 
expansion of its services to the industry. From 
contracting and installation, manufacture of 
industrial panels with state-of-the-art design 
technologies, to sales of imported components 
and equipment from all over the world, which 
are now widely accepted by customers, all over 
Kenya and East Africa.  

50 Mnfg

Cecypo Ltd

Cecypo Limited, is Kenyan organization estab-
lished in 1975. It Stocks iron sheets from steel 
manufacturer, Mabati Rolling Mills. Cecypo of-
fers computer support in Virus removal and/or 
repair, Wireless and wired secure network solu-
tions, Customized business applications, Hard-
ware repair and supplies, Offsite safety backup 
storage, Graphic & Web design and Technical 
support and user training. Cecypo also stocks 
Ceramic Tiles by Saj Ceramics

6 Manufacturing

Trufoods Limited

Trufoods Limited, the winner of the 
manufacturing industry champion 
award,  prides itself as being the com-

pany whose business spans from  the soil to 
the dining table.

The company, which was established more 
than 50 years ago,  is one of Kenya’s leading 
food processing companies that manufactures 
and markets “in the kitchen” and “on the table” 
products. Its range includes peanut butter, jams, 
canned vegetables, sauces, tomato paste and 
beverages (hot and cold).  

Mr Rajan Malde, the CEO,  says Trufoods’ vi-
sion is to produce leading brands that can com-
pete in the international market. That vision is 
well on its way to being achieved, its flagship 
brands Zesta and Kenylon having recently been 
awarded the SuperBrand status. The brands 
have become household names that are used 
in many homes at least once every day. 

Trufoods was established more than 50 years 
ago by the Shah family who successfully steered 
its growth until 2006, when they sold it to the 
current owners. Initially, the business focused 
on contract manufacturing for multi-nationals 
involved in agribusiness such as Brooke Bond. 
But it eventually developed its own brands, 
starting with jams and juices. 

Zesta peanut butter, which has successfully 
held its ground as the market leader against a 
flood of imports, was introduced in the 1980s. 
Another key milestone was the acquisition of 
the ever popular Choco Primo and Cocoa Primo 
(drinking chocolate and cocoa powder) and 

Energade brands from Carlton Products in the 
year 2007.  This year, Trufoods launched Zesta 
Lite D’lite – a no sugar added jam developed 
locally, after several months of R&D. Mr Malde 
says product innovation is continuing and the 
company plans to introduce ready-to-eat prod-
ucts, and broaden its range of juices.

Since their acquisition of the business the 
new owners have implemented a restructuring 
programme that focuses on lean management, 
streamlining processes and developing a sense 
of belonging within the organisation. 

“We have driven and championed a cultural 
change, from being reactive to being proactive 
in meeting the needs of today’s consumer. We 
encourage an environment that allows bot-
tom-up communication, allowing staff to share 
suggestions and ideas, thus contributing to a 
vibrant, productive team. Employees are in-
creasingly being encouraged to take responsi-

bility for their actions. This boosts motivation 
and instills a sense of ownership and pride in 
everything they do.”  

Trufoods’ management attributes the strong 
growth to a growing middle class – that is keen 
on exploiting the convenience of canned foods 
(tinned vegetable products from Kenylon & 
Zesta sauces), continual improvements in prod-
uct quality and packaging, and rapid expan-
sion of distribution channels – both big-name 
supermarkets (such as Uchumi) and estate 
supermarkets. 

 “We are passionate about being competitive 
and going the extra mile. The ever increasing 
infrastructure-related overheads have made the 
cost of doing business in Kenya exorbitant. Yet 
we still have to stay ahead of competition from 
international products flooding our markets 
at lower prices. Cost leadership, coupled with 
innovation and a focus on the consumer will 
remain central to our strategy.”

 
Corporate citizenship
Trufoods’ flagship Zesta jams are currently the 
market leaders in Kenya, Uganda and Tanza-
nia. The company has also managed to pen-
etrate the UK and Australian markets where 
the popular product is the Kenylon branded 
canned “githeri” (maize and beans stew). It is 
now seeking to enter the US market, where, 
once again, it will specifically target the Di-
aspora with “githeri.”  . 

Trufoods integrates CSR in the way it does 
busines—particularly its dealings with farmers. 
Trufoods seeks to support the improvement of 
Kenyan agriculture. It is working with UNDP, 
Danida and the Ministry of Agriculture to put 
a programme in place that will reduce farmers’ 
vulnerability to the effects of drought. 

T≥ufoods vision spans f≥om 
the soil to the dining table

M A N U FA C T U R I N G  C H A M P I O N   S A R A H  K A N A I Y A

Mr Kimunya (left) presents a trophy to Trufoods 
employee. FREDRICK ONYANGO
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We are setting the pace

Alexander Forbes
 

Proud Winners of the Financial Services Industry
Champion Award For the Second Year Running

The leading provider of actuarial and employee benefits services, risk 
and insurance and health care solutions.

 

BEST PEOPLE  |  BEST ADVICE  |  BEST SOLUTIONS

Your World is our World

www.aforbes.co.ke

Alexander Forbes Financial Services (EA) Ltd.
10th Floor, Landmark Plaza,

Argwings Kodhek Road,
P.O. Box 52439, 00200, Nairobi, Kenya. 

Tel: +254 20 4969 000,
Fax: +254 20 4969 100,

Alexander Forbes Risk & Insurance Brokers Ltd.
10th Floor, Landmark Plaza,

Argwings Kodhek Road,
P.O. Box 52439, 00200, Nairobi, Kenya. 

Tel: +254 20 4969 000,
Fax: +254 20 4969 300,

Alexander Forbes Healthcare Ltd.
1st Floor, Jumuia Place, Lenana Road,

P.O. Box 52439, 00200-City Square, Nairobi, 
Kenya. 

Tel: +254 20 4969 555,
Fax: +254 20 4969 200,

We dedicate this award to all our valued clients for their trust and 
confidence in us and to our staff for their commitment and passion 

for client service and innovation
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8 Mnfg

Manji Food 
Industries Ltd

BY SARAH KANAIYA

For Manji Food Industries, what has pro-
pelled it to Kenya’s top SMEs is the 2002 
rebirth plan. 

House of Dawda rescued House of Manji, 
the biscuits manufacturer from receiver-
ship, injecting millions of dollars to revamp 
its operations.

House of Dawda is an investment group 
with interest in manufacturing, pharma-
ceuticals and property development. The 
group also owns another biscuit manufac-
turer, Britannia Allied Industries.  

In addition to investing capital to restore 
the business, Britannia invested $ 1.5 million 
to modernise its plant and machinery. 

The funds helped the business change its 
packaging and doubled its range of biscuit 
varieties (in both size and brand) from 40 
to 85. Overhaul of business processes fol-
lowed, coupled with an investment in an 
ERP that enabled the company to get ISO 
1900 and 2000 certification. 

Hasmukh Purshottam Dawda, the chair-
man and founder of the House of Dawda, 
says innovation was also critical to turn-
ing around a business that had been in the 
market for more than 40 years. 

For Manji Food Industries, that innova-
tion came with the company’s diversifica-
tion into the soft drinks market with the 
introduction of Splash brand of juices in 
the Kenyan market. Splash brand also sells 

in Uganda and it is the market leader with 
a market share of 85 per cent.

Mr Dawda says commitment to quality 
has been the biggest contributor to Manji 
Foods growth. “We do not compromise qual-
ity and this starts with the selection of raw 
materials,” says Mr Dawda. 

Besides, the company has been able to 
successfully change its target market, tap-
ping into the large lower income bracket 
with the re-packaging of its products in 
smaller quantities. 

Keen attention is also paid to keeping its 
distribution channels because Mr Dawda 
believes availability and affordability of 
any product is critical to its growth in the 
marketplace.

Increase workforce
As the company expands, it has been able 
to increase its workforce from 150 in 2002 
to about 350. Vijay Dawda, the managing 
director, says Manji Foods has made sub-
stantial investments in staff development 
to retain them. “We prefer to invest in train-
ing rather than lay-off underperformers,” 
he says.  

But even with these achievements, Manji 
is not resting on its laurels. The company 
plans to launch an innovative strategy to 
penetrate new markets and is set to undergo 
another round of plant modernisation to 
boost production. 

Mr Dawda says the next phase of Manji’s 
growth will be driven by opportunities that 
are expected to arise from the larger Comesa 
common market to be launched in 2010.

Manji intends to continue lobbying, 
through industry associations, for a more 
enabling business environment. “Our ex-

perience has been that the government is 
extremely slow to respond to our grievances. 
The government needs to step up incentives 
and nurture local manufacturers.  Imported 
biscuits enjoy preferential tax treatment. 
We also need tax concessions on generator 
fuel.” Hasmukh Dawda says.

In Kenya, Manji intends to improve the 
livelihoods of fruit farmers by setting up a 
juice manufacturing applying practices it 
has successfully applied in Uganda. For Has-
mukh Dawda, now in his late 50s, growing 
up in a family of 11, in extreme poverty in a 
small rural village in India, is what drove 
him to go  into business. 

Easy money
He advises young people to avoid the men-
tality that seeks quick, easy money. “To-
day’s young people have low morals and I 
attribute this to inconsistent parents who 
do not practice what they preach.”

Mr Dawda is keen to support educational 
initiatives for young people, particularly 
those that result in economic empower-
ment. 

“There is a need to inculcate a culture of 
savings and hard work among the youth. 
The focus should be on a long-term plan to 
create wealth We also need to teach them 
that is futile to engage in religious or tribal 
strife. I have a vision of a ‘United Youth of 
Africa.’”

He also advocates for legislation that 
will promote tax deductibility of charita-
ble contributions in order to promote more 
strategic philanthropy. A philanthropist , 
he urges Top 100 mid-sized companies to 
fund community projects in order to have 
a significant impact. 

Rescue plan lifts Manji Food 
Indust≥ies to the limelight

Mr Josphat Mwaura, KPMG chief executive officer  (left),  with Manji Foods Industries staff during the Top 100 2009 Gala Awards.
 FREDRICK ONYANGO
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51 Mnfg

Kenya Builders & 
Cons. Ltd

Kenya Builders and Cons. Ltd. Were established 
in 1958 and are located in 1958. The company is 
headed by Bhiraj Vekera and has a workforce 
size of 210. The company engages in civil works 
processes through manufacturing of aggregate, 
precast concrete products like concrete blocks, 
paving blocks, concrete pipes and roof file

52 ICT

Simba Technology 
Ltd

Simba Technology is a Software Solution Pro-
vider, integrator and consultant. It is part of the 
Simba Group of companies with offices located in 
Kenya, Tanzania, Nigeria, Dubai, India and UK. 
The group companies are backed by its principal 
Company, Comet Technology Ltd  in UK, which 
has a very strong financial and technical presence 
in several markets in Africa, Middle East, Asia and 
Europe. Simba offers a wide range of technologi-
cal solutions to a global clientele across a variety 
of industries. Key focus areas are: Financials & 
Core Banking, Enterprise and Resource planning 
& E- Governance, Data Management, Reporting 
and Analysis, Document Management and Knowl-
edge Sharing and Training and services.

53 Automotive

Lota Motors Ltd

Lota Motors is an associate company under Lota 

Automobiles Limited. Another sister company 
under the same group is Lota Motorsports Lim-
ited. Lota Motors Limited is a Leading Importer of 
High Quality & Good Performance Vehicles with 
all Round Immaculate Condition. Specialises in 
all. Japanese Makes including Subaru, Toyota, 
Lexus, Nissan, Mitsubishi, Honda, Suzuki & 
Daihatsu, the Company also concentrates on 
some European Makes such as Mercedes Benz 
& Range Rover among others. 
Lota Motors’ Group strongly believes in the Sub-
aru Model Line- Up as their Best Selling Range of 
Durable, Reliable & Good Quality Performance 
Vehicles. Based in Mombasa & Nairobi, Lota Mo-
tors’ Group has a Wide Network Sales throughout 
Kenya, Nairobi, Mombasa & Upcountry being our 
major focused market due to the Subaru popular-
ity where their Sales are growing rapidly. 

54 Energy

Prime Fuels Kenya 
Ltd

Prime Fuels (K) Ltd is a leading supplier of oils and 
petroleum products in East Africa and has one of 
the most well established distribution network in 
Africa i.e. East and central regions of Africa. 

55 Services

Kentons Limited

Kentons Limited is a pharmaceutical distributor 
based in Kisumu, Kenya. The company distributes 
pharmaceutical products (branded and generic), 
surgical products and pharmacy associated prod-
ucts to over 300 customers. 
It has over 3500 products in stock, and a proven 
distribution model to cover all the demograph-
ics of this trade. Kentons Chemists was started in 

1979 by Dr Ashok K. Shah, B.Pharm (Hons), MR 
Pharms who qualified at the School of Pharmacy, 
University of London. After graduation he spent 
two years with Boots the chemists, a large retail 
pharmacy chain in the UK, first as a management 
trainee and later as a branch manager. In 1979 
he came back to Kisumu, his birthplace, to start 
a retail pharmacy under the name of Kentons 
Chemists. Kentons will be celebrating 30 years 
of service. 

56 Retail

Caribon Ltd

A property development company founded in 
2000. It is part of a group of companies that spe-
cializes in property development. Some of its key 
clients are Safaricom and Barclays Bank.

57 Services

Creative Edge Ltd

Creative Edge is a large design house in Nairobi. 
Its clients range from mid sized companies to the 
larger multi nationals. Creative Edge predomi-
nantly does all below the line graphic design work 
and specializes in branding and packaging. 

\

58 Mnf

The Phoenix Ltd

The Phoenix Ltd. Imports, processes and sup-
plies building materials, wood products and 
accessories. 
 The company intends to expand its geographical 

coverage by supplying in new local and interna-
tional markets. 
 The company was established in 2004 and has a 
permanent staff size of 20.  

59 Real Estate

Mentor Holdings

Established and incorporated in 1999, Mentor 
Group Limited is a real estate consortium offer-
ing diverse interests in real estate development.  
Within five year’s of its existence, Mentor Group 
has earned itself an enviable landmark in Kenya’s 
residential and commercial properties sector. 
With a strategic focus to expand its turnkey con-
sulting services, the Group offers valuable service 
to investors in the real estate, civil and commer-
cial properties. 

60 Services

Securex Agencies (K) Ltd

SECUREX is a leading security provider in East 
Africa with its Headquarters in Nairobi and of-
fices in Kampala and Asmara. SECUREX is the 
first security company in East Africa to achieve 
ISO 9001:2000 Quality Management System Cer-
tification. It offers services.
 It offers services in access Control Audio Video 
Entry Systems, CCTV Surveillance, Gate Au-
tomation, Intruder Alarms Systems, Locks & 
Safes, Metal Detectors, Perimeter Security, Cash 
In Transit (CIT), Fire Prevention, Manned Guard-
ing Services, 24- hour support. 



61 Services

Chemserve Cleaning 

It cleans chimneys and handles pest control 
and fumigation. It also cleans carpets and up-
holstery. 

62 Manufacturing

Impala Glass Industries

Impala glass industries are an International Pri-
vate company founded in 1958 and with a cur-
rent workforce of 240. It is involved in flat Glass 
Manufacturing. 

63 ICT

Specicom 
Technologies Ltd

Specicom Technologies Limited (STL) is a com-
puter supplies and ICT consultancy company 
whose core business is providing ICT Hardware 
& software solutions and consultancy services. 
The company is authorized to sell computers from 
Dell, IBM, HP, Acer & Toshiba, printers from HP, 
Epson, Canon and Xerox  and software from Mi-
crosoft, Symantec, Oracle, Mcfee, F-Secure and 
Kaspersky among many others. 
The company was founded in 2002 and currently 
22 employees
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17 Services

Faram EA Ltd

BY JOHNSTONE OLE TURANA

Like most successful entrepreneurs Mr Erastus 
Momanyi, the founder and managing director 
of Faram East Africa Limited, a company that 
stood out among champions in this year’s top 
SMEs survey, talks straight and to the point.

“It has been a difficult year in which de-
mand has been subdued by the global economic 
downturn and the cost of doing business has 
increased significantly,” Mr Momanyi says.  

This, coupled with the unique environ-
ment in which health sector companies oper-
ate, would be enough to dim the spirit of many. 
The health services sector is unique in that the 
guiding principle is broadening access to the 
majority — blurring the line between the pur-
suit of profit and saving lives.  

Faram, the company that Mr Momanyi 
founded in 1989, specialises in the distribu-
tion of human medicine, laboratory equipment 
and reagents. 

“Our products are meant to prolong HIV 
infected patients’ lives. We have to continue 
providing these services despite the financial 
challenges that the majority of infected and 
affected people are facing,” he says. 

Since the firm was founded 20 years ago, Mr 
Momanyi has seen the business grow from a 

small outfit with two employees to a medium-
sized entity with 25 workers on its payroll. 

Despite starting the business from merger 
resources, Mr Momanyi has managed to scale 
up the business in line with the organisation’s 
vision of being a market leader in the provision 
of quality and affordable healthcare services. 

Like many other start-up, Mr Momanyi says 
that getting access to capital was one of the 
biggest challenges he faced in the early days. 
He had to rely on his personal savings to get 
started and reinvest large proportions of his 
profits in subsequent years to get a foothold 
in the marketplace. 

Often, Mr Momanyi says, successful entre-

preneurship relies a lot on good judgment and 
building relationships. “We have often had to 
supply clients who owe us huge amounts of 
money,” he says. “Our business makes it  dif-
ficult to play hard ball because it is also about 
saving lives.”

Besides risks of default, Mr  Momanyi says 
the absence of reliable data and critical busi-
ness information is a challenge to making in-
formed business decisions.  

Value for investment
During this year’s edition of the Top100 SMEs 
awards, Faram won the Shareholder Value 
Champion Award. 

The competition is meant to showcase small 
and medium enterprises that are growing their 
bottom lines while at the same time giving their 
owners value for their investment. 

With soaring unemployment and a swell-
ing labour force that is being fed by constant 
churning of graduates from the education 
system, many are opting for self employment 
as jobs are increasingly becoming fewer and 
far between.  

With 90 per cent of new businesses folding 
up within the first 18 months of operation, the 
drive to self-employment is likely to be tough 
for many. 

But Mr Momanyi, having travelled the road, 
advises budding entrepreneurs not to give up 
but “to be patient even when the road seems 
so tough. Success does not come overnight, it 
takes time”.   

Fa≥am att≥ibutes success to patience
D I V I D E N D  Y I E L D  C H A M P I O N  

Mr  Momanyi  receives his award from KPMG’s 
Richard Ndung’u.  FREDRICK ONYANGO



64 Hospitality

Charleston Travel Ltd

Charleston Travel is an independently-owned 
franchise outlet of the UNIGLOBE Travel (In-
ternational) Inc. Global travel organization - the 
world’s largest single brand travel franchise com-
pany with more than 1,000 locations worldwide. 
Founded in 1990, Charleston is one of the largest 
independently owned travel agencies in Kenya 
with branch offices extending to Juba. It  is accred-
ited to the International Air Transport Associa-
tion (IATA.) And is a member of the Association of 
American Travel Agents (ASTA) and KATA (Kenya 
Association of Travel agents) as well as KATO 
(Kenya association of tour operators). 

65 Services

Chandarana 
Supermarkets

The company is celebrating 20 years of service in 
Kenya this year. It has six outlets across Nairobi 
and sells fast moving consumer goods.

66 Agriculture

Mukurweini-wakulima 
Dairy Ltd

Selling of milk and marketing of animal feeds

67 Services

Radar Ltd

Radar Limited was incorporated in December 
1997 and commenced operations in January 1998. 
The offices are situated along Argwings Kodhek 
Road. The founding members recognized there 
was a potential untapped surplus market in Nai-
robi which is, still growing with a large body of 
unsatisfied customers. Radar Limited provides 
guard services, VIP Protection, Alarm installation, 
CCTV and electronic Access Control. 

68 ICT

Circuit Business 
Systems

CBS, which was founded in 1988, supplies vari-
ous ICT equipment and operates a support and 
maintenance service centre in East Africa. It of-
fers software and network consultancy (Local and 
Wide Area Networks), structured cabling solu-
tions, wireless networking, unified communica-
tions, WAN opt imization, surveillance, enterprise 
storage, security, UPS and battery backups, and 
specialized training for ICT workers. 

69 Manufacturing

Master Fabricators Ltd

MASTER FABRICATORS LTD is a bus and coach 
body building company in Kenya that was founded 
in 1995. The company has grown over a short span 
– to become one of the market leaders in supply of 
various types of bus and coach bodies through in-
novation design and concept in the industry. The 
company builds  the simplest and smallest type of 
buses. to the most modern coaches.
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9 ICT

Craft Silicon Ltd

It was a hobby that attracted the wrath of his 
first employer and got him sent back to his 
home country, India, nine years ago. But 

the passion for software development brought 
Kamal Budhabhatti back to Kenya and helped 
him found Craft Silicon, the software firm that 
won the Innovation Award during this year’s 
Top 100 mid-sized companies’ survey.

In a span of nine years, Craft Silicon has 
grown from the one man operation it was in 
2000 to a 200 workforce company with branch-
es in the US and India. 

Mr. Budhabhatti, a Physics graduate of Gu-
jarati University, came to Kenya in 1999 to work 
with a polythene manufacturing firm. 

On arrival, he found that local companies 
were starting to embrace IT in their operations 
unlike in the developed world and emerging 
economies like India where the information 
technology wave was well underway.

“It was an offer I thought would be worth 
trying out since I was still young. I came and 
found myself in the right place and at the right 
time,” says Mr. Budhabhatti of his re-location 
into Kenya at the age of 25 years. 

While in Kenya, an opportunity to develop 
software in his spare time, opened up. His 
first client was a medium sized bank. The 
bank required a clearing house software, so 
away from the office, Mr. Budhabhatti worked 
on a solution. 

But soon his employer found out his com-
mitments outside work and things took a turn 
for the worst. “They were not so happy when 
they got to know what I was doing,” said Mr. 
Budhabhatti. 

Since his visa had not yet expired, Mr Bud-
habhatti returned to Kenya in late 2000 armed 
with Sh20,000 to complete the banking soft-
ware he had started working on. That was the 
beginning of Craft Silicon – the company whose 
name derives from creativity whilst silicon is 
the metal commonly used in computer parts. 

Through his first client he was able to get 
other referrals for financial services software 
development and earned enough money to 
start a new life in Kenya. “When I came back 
it was very hard, but I never considered giv-
ing up,” Mr. Budhabhatti, now a Kenyan citi-
zen says. 

It all began in the founder’s one bedroom 
house in Nairobi’s Westlands, but Craft Silicon 
is currently preparing to relocate to its own 
complex on a one and a half acre plot with a 
cycling track, swimming pool and gym along 
Nairobi’s Waiyaki Way. At Craft Silicon,  staff are 
encouraged to work hard and play hard.  

Craft Silicon has grown its client portfolio 
to more than 50 partners located in all corners 
of the world mostly banks and microfinance 
institutions (MFIs).  

“Craft Silicon was not supposed to be this 
big,” he says, but continuous innovation and 
growing demand for its services has put the 
firm on the fast track. 

Apart from persistence, he attributes suc-

cess to focus on a long-term strategy, hard 
work, and aggressiveness when it comes to 
looking for business and committed staff. Mr. 
Budhabhatti  is very impressed with the calibre 
of Kenyan IT graduates.

Today, the software firm has powered solu-
tions for big clients such as Equity Bank that 
uses its software to allow customers to bank at 
any Nakumatt till. Another innovation is the 
software that allows borrowers to repay their 
MFI loans through mobile phone money trans-
fer platforms such as Mpesa and ZAP. 

Craft Silicon has also expanded its custom-
er base beyond the Kenyan borders into West 
Africa, Southern Africa, Fiji, and Papua New 
Guinea among other emerging markets. 

Besides that, the office in the US serves as a 
base for reaching out to MFIs through develop-
ment finance organisations and foundations 
based in North America. 

“Our competitive advantage”, Mr. Bud-
habhatti says, “is in understanding the kind 
of solutions players in financial services from 
emerging countries require.”

“We know the market better than anyone 
else because we are in an emerging market. I 
usually tell people if you want to drive a vehi-
cle in the jungles of Africa you cannot go with 
a Mercedes,” he says.

Having the microfinance sector as its niche 
market has helped the company withstand the 
whirlwind of the financial crisis.  “For us the 
global financial crisis was a boom. The microfi-
nance institution is still making a profit and has 
not been affected by the downturn,” he says.

But there have been challenges, key among 
them perceptions that software from abroad 
trumps any that is produced locally. 

“If I was sitting in India the big banks 
would be calling for our services. Locally, the 
big banks seemingly do not trust us because it 
comes down to believing that a Kenyan com-
pany cannot do a good job. It is easier for us 
to get business in West Africa compared to 
Kenya,” he says.

Besides entrenching itself in the financial 
services sector there are plans to diversify into 
the insurance and stockbrokerage industry.

Currently, the software firm is in talks to 
bring on board a private equity investor for 
purposes of re-capitalisation and diversifying 
its board of directors and ownership. 

“We thought it was necessary because 
people currently associate the company with 
a single owner.” Introducing diversity in its 
shareholder base should work to the compa-
ny’s advantage.

Craft Silicon has plans of listing someday 
at the NASDAQ the reason being that inves-
tors in the local market are conservative and 
do understand equity valuation for software 
companies.  

The lack of understanding among finan-
ciers, ironically who form its client portfolio, 
has made it hard to raise debt locally a fact that 
has meant the firm has relied on re-investing 
its profits.  The company has founded the Craft 
Silicon Foundation which provides IT train-
ing to the disadvantaged in four of Nairobi’s 
largest slums.

I N N O VAT I O N   E M M A N U E L  W E R E

Fo≥ C≥aft Silicon, tapping into
new a≥ea t≥anslates into glo≥y

Trade minister Amos Kimunya (left) presents a trophy to a Silicon Limited official .  FREDRICK ONYANGO



70 Distribution/Retail

Rift Valley Agencies Ltd

Distributor of South African Breweries products 
(beers and spirits).

71 Services

Capital Realtime Ltd

Capital Realtime was incorporated in  September 
2000 as Capital Communications Limited and was 
one of the first Safaricom authorised distributors. 
It was initially part of the Capital Group compris-
ing Capital Pagers and Capital FM. It changed 
its name to Capital Realtime Limited in 2000. 
In October 2002, the Capital group sold Capital 
Realtime to Cellular Service Logistics Limited 
(now Capital Airtime). 

72 ICT

Techbiz Limited

Techbiz provides ICT and Software solutions to 
various sectors of business segments including 
Corporate Companies, NGOs, Value Added Resel-
lers, Dealers, Manufacturers, Distributors, Hos-
pitality Firms, Government Organizations and 
Semi-Government Organizations. Techbiz ‘s ICT 
Solutions Division provides ICT Products and 
Services, Implementation and Support of KRA 
Approved Fiscal Devices, ICT Solutions, Compu-
ter Systems consultancy on Turn Key, Fixed price 
and time and material basis and mobile Asset 
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10 ICT

 Elris 
Communications 

BY SARAH KANAIYA

Elris Communications Services Ltd (Elris) provides 
telecoms companies with infrastructure rollout and 
network optimisation services. The company has 
subsidiaries in Uganda (established in 2007) and 
Ghana (2008). Elris’ clients include market leaders 
such as Safaricom and Uganda Telecom. 

The company was founded in 2004 by a husband 
and wife team of Francis and Josephine Djirackor. 
The name of the business was derived from the first 
letters of the names of their five children. Francis is 
the CEO while Josephine is his deputy. The couple 
met while studying telecommunications engineer-
ing in Russia. Francis, now a Kenyan citizen, is origi-
nally from Ghana while Josephine is Kenyan. 

Francis points out that the business started with 
almost no capital. “We had to borrow a tool box to 
carry out our first job,” he says. Having sufficient 
working and expansion capital has remained a key 
challenge over the years. Later, friends and family 
injected additional capital   into the business.  

Revenue growth in 2008 is attributed to expan-
sion into Ghana as well as increasing work volumes 
in Uganda and Kenya. The entry of new telecoms 
operators into these markets has been a growing 
source of revenue. Elris is also cultivating addi-
tional, and more sustainable, revenue streams re-
lated to network optimisation, network efficiency 
and WiMAX. Future growth is expected to come 
primarily from expansion into new markets in 
Africa and the Caribbean. Elris is able to deliver 

a full complement of services to its clients. The 
high calibre of the Elris team is related to the com-
pany’s continuous commitment to investing in 
staff development. “It is my joy to nurture young 
engineers,” says Josephine. As a result, the com-
pany strives to render high quality services to its 
clients to the best of its capability. 
In the early days, the couple was closely involved 
in all stages of project execution. Today, however, 
with a staff of over 70 in the three countries where 
Elris has a presence, they are  free to focus their 
attention on business development and admin-

istration. “Our clients’ expectations and demand 
for excellence has seen us grow professionally,” 
says Josephine. Elris achieved ISO 9001:2000 cer-
tification in both the UK and US in 2006. After a 
recent ISO audit, the company’s certification was 
upgraded to the ISO 9001:2008 standards. “We do 
celebrate excellence, but achieving significance 
is one of our ultimate goals. 

It is always easier to do good things, no matter 
the means taken to do that, thus one can achieve 
excellence. However, doing the right thing takes 
discipline and commitment to God, yourself and 
society. Attaining significance demands one’s com-
mitment to doing the right thing and not just  the 
good thing.” Elris founders are also committed 
to doing business ethically. Integrity is one of the 
company’s core values and  effort is made to en-
sure that all staff understand and adhere to the 
company’s values. 

Spirituality is openly embraced at Elris.  “Our 
values are based on Biblical standards,” says Jose-
phine. “Every morning, some of our staff volun-
tarily assemble and start the day by praying for 
each other and the business, and reading the Bible 
together.”Many people and organisations have 
had an impact on Elris founders’ lives. Some peo-
ple who stand out  are Dr Tokunboh Adeyemo (a 
mentor to many emerging leaders in Africa) and 
two members of the Elris advisory board — Dr 
Stephen Adei (a leading Ghanaian economist) 
and Dr Emmanuel Bellon (an academician and 
leadership trainer).  

The couple advise young people to adopt a 
problem solving mindset. “There are enough 
problems and challenges in Africa. The solutions  
present enormous opportunities for all of us on 
this continent. If we become problem solvers we 
shall not be idle nor lack in Africa.”

Telecoms fi≥m sp≥eads wings ac≥oss bo≥de≥s

KPMG Chief Executive Officer, Mr Josphat Mwaura, 
presents a trophy  to Mr  Idris Shoko and  Veronicah 
Lengewa (right)  of  Elris Communications . 
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Congratulations
to our clients & staff for making

Faram East Africa Ltd.
be in

“The TOP 100”

Faram East Africa Ltd.,
Westlands Avenue, off David Osieli Rd.

Tel: 4453241 / 2 / 3 / 4 / 5 / 6   Hse No. 029

Faram East Africa Ltd. Team

CHEMSERVE CLEANING SERVICES LTD
Lavington- Convent Drive, Off James Gichuru Road, P.O. Box 34074, Nairobi.
Tel: 3860440/2/4/01/06; Office Mobile: 0722/0734- 416576, Fax: 3860414;

 E-mail: sales@chemserve.co.ke

Established in 1997

SERVICES OFFERED: 
• Comprehensive General cleaning, carpet & upholstery cleaning
• Laydi sanitary bins services
• Detailed car cleaning, shampoo, buffing etc
• High window cleaning
• Pest control and fumigation
• Washroom services – provision of tissue and soap dispensers, hand creams etc
• Casual/Temporary staff
 

We provide one-stop services to our clients on request i.e. cleaning, 
messenger services, beverage ser vices

Currently we are members of ISSA (International Sanitary Suppliers Association) 
respected world cleaners association.

Current staff levels are 800 people

Recently introduced ultra-sonic curtain blind cleaning machine – the only in 
Kenya at the moment.
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Stantech Motors 
Limited

It all started in 1997 when four friends incor-
porated a business venture that was soon to 
be one of the leading motor vehicle service, 

repair and body shop in Kenya. 
After raising the initial capital to start off the 

business, operations began a year later putting 
Stantech Motors on a steady growth path. It now 
boasts of being Kenya’s leading vehicle repair 
shop, dealing with numerous motor vehicle 
brands and a wide range of clientele from in-
dividuals to ministries and non-governmental 
organisations.

In-addition to bagging position 11 in this year’s 
Kenya Top100 mid-sized companies’ survey, Stan-
tech Motors secured the Transport and Allied 
Services Industry Champion Award. 

“It’s a great achievement to be in the Top 20, 
given that this was our first participation in the 
competition,” said Mr Titus Ntuchiu, one of the 
directors, adding that the main reason for par-
ticipating was to enable the company to bench-

mark against its peers. Stantech started as a small 
garage in a workshop off Nairobi’s Enterprise 
Road before expanding into a warehouse two 
years later. Mr Ntuchiu says securing customers’ 
trust was their biggest challenge then. 

This was in addition to getting the necessary 
equipment for the job, and raising capital. The 
shareholders have had to make sacrifices and 
plough back all their profits into the business in 
order to fuel expansion. 

Eleven years and counting, Stantech now oc-
cupies sprawling warehouses spanning six acres 
off Shimo la Tewa Road in Nairobi’s Industrial 
Area. After moving to the new premises, the com-
pany started a new line of business — a body shop 
that deals in vehicle accident repairs on behalf of 
insurance companies. 

The division was set up in 2003 to deal with 
minor repairs. Stantech has recorded tremendous 
growth, having moved from servicing 30 vehicles 
per month to more than 900. Shareholders of Stan-
tech also set up 4M Insurance Brokers after they 
saw an opportunity to sell insurance services to 
their customers. 

4M Spare Parts followed suit, to meet cus-
tomers’ requirements for insurance cover, and 
to compliment Stantech’s repair and service busi-
ness. “The businesses complement each other. We 
intend to give customers a one-stop shop for all 
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Mr Ntuchiu. Stantech Motors has grown from servicing 30 vehicles per month to more than 900. LIZ MUTHONI

their vehicle related needs,” says Mr Ntuchiu.  The 
insurance brokerage and spare parts businesses 
are, however, separate entities, and not subsidiar-
ies of Stantech.

Secret of success
The firm’s secret of success, Mr Ntuchiu says, is in 
quality service and the positive attitude shown by 
staff when handling clients. “To ensure our cus-
tomers are satisfied, integrity, honesty and profes-
sionalism have been key in giving us an edge in a 
market that is characterised by high competition 
from jua kali outfits,  which charge lower prices,” 
he says. 

“Many motorists take their cars to jua kali work-
shops. However, the majority are not equipped to 
handle today’s increasingly sophisticated vehicles.” 
Stantech places a premium on having the right staff. 

It recruits mechanics who are either fresh gradu-
ates or dealer-trained technicians specialising in 
particular models. 

“We recruit staffers who have higher diploma 
certificates in Automotive Engineering or univer-
sity degree holders in Mechanical Engineering,” 
he says.  The company bases its success on the 
intensive in-house training that staff members 
undergo after being recruited. The company has 
a full time training manager. An open-door policy 
is pursued when it comes to staff motivation. As a 
result, staff retention is high. The employees have 
grown from eight to 190.

Other than Mr Ntuchiu and his co-director  Jus-
tus Thuo, who run the company on a full time basis, 
the company’s two other directors cum sharehold-
ers sit in on non-executive positions. All sharehold-
ers have professional backgrounds.
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Management System. The company’s Software 
Solutions Division offers Enterprise Resource 
Planning, Business & Technology Consulting, 
Enterprise Mobility, Systems Integration and Mi-
crosoft Foundation Technologies. The company 
was founded in 2005 and has 62 employees.

73 Hospitality

Seasons Restaurant & 
Hotels

Was established in 2001. It is a sister company to 
Green corner restaurant and Cactus Pub. It offers 
hospitality services such as restaurant, outside 
catering and accommodation. 

74 Manufacturing

Henkel Chemicals E.A

Henkel Chemicals E.A. is a trading and manufac-
turing company based in East Africa with produc-
tion units in Kenya, Tanzania and Uganda, well 
established for over 30 years. It is headquartered 
in Nairobi Kenya. Henkel EA.’s initial line of busi-
ness was swimming pool chemicals. 
Its latest business development is industrial 
cleaning detergents. It boasts of excellent distri-
bution facilities throughout East Africa allowing 
for unrivalled market access. Its main products are 
Swimming pool chemicals, Fibreglass composite 
products, Body filler paste (putty), Adhesives and 
Industrial cleaning detergents. 

75 ICT

Microskills I.T 
(K) Ltd

MICROSKILLS IT KENYA LTD. Is headed by Fa-
zle Abbass. The company was started in 1999 and 
plays in the Telecommunications and ICT sector. 
It provides sales and services of ICT hardware and 
software, Consultancy and project management 
and Systems audit. 

76 Health

Pharmart Chemists Ltd

Pharmart Chemists Ltd is  a regional leader in 
retail pharmaceutical services. It boasts of hav-
ing the most well stocked outlets, best-trained 
members of staff and also the best organization 
structure amongst the players in the retail phar-
macies. In ensuring high sales, Pharmart keeps 
it stores open until midnight unlike other play-
ers. Pharmart chemists is a dynamic fast growing 
organization primarily dealing with pharmaceu-
tical import, exports within the Comesa region, 
government/NGO tendering for medical supplies 
and equipment and wholesale of products to vari-
ous retail Pharmacy dispensers in Kenya.
 

77 Retail

Oil Seals And Bearings 
Centre

OIL SEALS AND BEARINGS CENTRE was es-
tablished in 1973 and is headed by Jitendra Shah. 

The company is situated in Industrial Area, Dare 
salaam Road in Nairobi. The company buys and 
sells bearings and industrial spares. 

78 Services

Kaps Ltd

KAPS Parking, Kenya Airports Parking Services 
is the leading regional provider of parking and 
access, automation, security and surveillance 
systems since 1999. The increased need for se-
curity services and a number of upcoming shop-
ping malls has ensured that KAPS business is 
almost secure. 

79 Manufacturing

Deepa Industries Limited

Deepa in started in 1973 as a small ethnic snack 
cottage industry with three employees operat-
ing out of a house. Since then it has become a 
household name in Kenya with products being 
exported to Uganda, Tanzania, US, UK, Australia 
and various other countries in the region. Though 
family owned, it employs more than 140 person-
nel in a large custom-designed factory in Nairo-
bi’s industrial area. The company has become a 
Kenyan leader in the packing and blending of 
various spices and herbs and the brand “TROPI-
CAL HEAT” is a familiar name on supermarket 
shelves and kitchens. It also manufactures Potato 
flavoured crisps, Crinkle Crisps, Masala Sticks, 
Peanuts, Chick Peas and a range of ethnic snacks 
like Chevdo and Bhusu, all packed in nitrogen 
flushed foil packaging to maintain freshness 
and taste. 

80 Services

Reliable Electrical

RELIABLE ELECTRICAL was established in 1993 
to serve in the construction sector by providing 
electrical contracting services. Its services include 
Contracting of electrical; installation; electrical 
fabricators; aluminum fabricators; import steel 
sheets and mobile filing system. The company 
has a workforce of 60. 

81 Health

Healthcare Direct Ltd

The firm  was founded in 1996 and is currently 
headed by Manisha Dave. HCD are the Sole agents 
of no wets (USA) distributing baby trainer pants, 
adult diapers, medical disposable and protective 
gear, first aid supplies and kits

82 Retail

Victoria Furnitures Ltd

The company was established in 1969, on Tom 
Mboya Street,  formerly known as Victoria Street. 
Currently they have 2 showrooms, one in West-
lands and one on Koinange Street in the heart of 
the city of Nairobi. Victoria Furnitures are well 
known to the Furniture, Designing, Building and 
Construction. The company also imports quality 
furniture products in order to meet the various 
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requirements of our clients. 

83 Hospitality

Fairview Hotel

Was established in 1946 and provides accommo-
dation, conferencing and restaurant services. 

84 ICT

Trans Business 
Machines

TBM Ltd Product Line and Services Portfolio are 
split into three categories - IT Related Products, 
Communication/Networking Products and Office 
Solution Products. Under the IT Related Prod-
ucts, TBM market three major branded compu-
ter products - IBM Computers and Peripherals, 
Dell Servers and PCs, HP PCs and Printers Prod-
ucts, EPSON Printers and related consumables, 
GENICOM and TALLY Computer Printers. The 
company was founded in 1991 and has 31 em-
ployees.

85 Services

Schindler Limited

Schindler is part of Schindler Group which is the 
largest supplier of escalators and the second larg-
est manufacturer of elevators worldwide. The 
former agency in Kenya, Listo Ltd, was purchased 
and reestablished as Schindler Ltd in 1989. It has 
around 43’000 employees and its operations span 
all five continents. Schindler designs, installs, 
services and modernizes transport systems for 
almost every building type worldwide. Globally, 
Schindler equipment moves more than 900 mil-
lion people per day.

86 Services

Precious Insurance Brokers Ltd

Precious Insurance Brokers was founded in 2004 
to provide insurance brokerage services. It is cur-
rently headed by Gerald Kanyingi and is located 
in Nairobi.

87 Services

Chemoquip Ltd

Established in 1992, the firm is one of the largest 
One-Stop-shop for laboratory equipment supplies 
in East and Central Africa. . It deals in EME, Ur-
iscan, Stat Fax, Melet Ms4, Binder, Ohaus, WPA 
Colorimeter, Hannah water testing, Himedia Cul-
ture Media, Hypoguard, Macherey Nagel Fliter.

88 Education

Makini School Ltd

Makini School started in 1978 as a nursery school 
with just eight children in a three-bedroom house. 
In 1981, the Makini Primary School was built. To-
day, Makini School has evolved into an academy 
with over 1,200 students on three separate cam-
puses. They include Makini Pre-School, Makini 
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For Kenyan firms with an eye on the regional 
market, acquiring the most appropriate 
vehicles and business models for expan-

sion would be critical to success.
While it is true that the region and indeed 

the world are beckoning, success will only be for 
those who understand the times and have armed 
themselves with a winning formulae. 

Whether one is setting up a factory, a distri-
bution network or simply selling goods on the 
internet, this is the phase of your development 
that will determine your success in becoming a 
world class outfit that is capable of competing 
with the best out there or an easy picking for the 
hyenas that are setting up shop all over the place 
to prey on Africa’s highly prized but vulnerable 
performers. 

That being the reality, it 
must only be prudent for en-
trepreneurs to start thinking 

about how to build and sustain international pres-
ence without becoming cheap sell-outs. 

For purposes of this discussion, I refer to busi-
ness footprint as the successful engagement of 
any business in a particular market.

Regional presence
An important question we must consider is how 
medium sized companies can create a successful 
regional presence under the current economic 
conditions.
Looking at the trends in the last five years, the 
prognosis is good. But to sustain and accelerate 
growth beyond the national borders, medium 
sized companies must begin to focus more on a 
core agenda in their daily dealings. Some of the 
clear drivers of this agenda should include, but 
not exclusive to, the following.
African businesses have for a long time been 
handicapped by mindsets that are cluttered 
by misconceptions, lack of awareness, lack of 
sophistication and a very deep-seated love for 
foreign things — particularly from Europe, the 
USA and Asia. 

This state of mind has allowed short-termism 
to get entrenched in the way local firms approach 
growth. This partly explains why many budding 
success stories are quick to sell out so that, for 
example, the entrepreneur can get an early re-
tirement, and why we are still failing to produce 
truly world class firms to take on the best globally. 
South Koreans did not become world class by sell-
ing all the promising companies to some foreign 
big shot operator, nor did the Chinese. 

The challenge then is how we help local entre-
preneurs to begin to see themselves as able to take 
on the world on their own terms. And the answer 
lies in seeing the region as home turf. When we 
can play comfortably at home we shall be more 
than able to take on the rest. The current crisis 
has demonstrated that African companies that 
are doing well have helped keep their owners in 
Europe and elsewhere to stay afloat in no small 
way. So the simple answer is “yes we can”. 

Deploy resources
Once you have understood that it is possible to 
move beyond today, the next step is to focus on 
the mission. Medium-sized firms in particular 
need to learn to draw the kind of visions that not 
only inspire but are also achievable. Creating an 
organisation that is going to leave a mark requires 
both foresight and drive. Therefore companies 
have to learn to use their resources, particularly 
people, effectively in support of the mission. Tak-

ing advantage of local support capacity. This is 
purely a matter of connectivity. Our companies 
must begin to connect with others in the region 
in a more deliberate manner. 

They must create collaborative networks and 
alliances that produce the kind of synergies found 
in the more advanced economies. 

That also helps local firms to act and grow 
together as industries and clusters. The point is 
that alone, any rising stars are weak and unable 
to effectively deal with problems emanating from 
economic uncertainties such as those that pre-
vail currently. 

They also become easy prey to the well or-
ganised, supported and positioned players from 
mature economies. 

Let us take the issue of sourcing inputs locally 
or using local funds for growth as an example. It 
has appeared more attractive to sell-out to an 
aggressive scavenger from Europe than use lo-
cal sources of capital to grow the business. Luck-
ily the regional stock markets are beginning to 
move in the right direction as far as cross-listing 
etc are concerned. 

The point is that growth will be more meaning-
ful when locally driven because profits are easily 
ploughed back than when a huge chunk of it is 
constantly in flight to Europe or elsewhere.  

International standards
Understanding quality demands that an in-
creasingly sophisticated and demanding mar-
ket is critical as is the need to meet international 
standards. This is one of those factors that are 
going to determine which companies will make a 
transition from being prey to predator. When lo-
cal companies can confidently parade their wares 
alongside those of producers from the more devel-
oped economies they will have become competi-
tive. Supporting local companies to achieve such 
quality objectives and to position themselves to 
compete effectively is the issue that policy mak-
ers must deal with. 

Are you ready to speak a different language in a 
rapidly changing world? Does your enterprise 
understand emerging identities, perspectives and 
views particularly within the region? Can local 
companies articulate the market needs of the re-
gion and fulfil the demands of such a market? The 
critical thing is not merely knowing the language 
of the home market, but speaking it right. 
This means, for example, that the consumer in 
downtown Kigali hears and understands what 
you are saying to them and is able to make choices 
based upon something bigger than sentiment. 

 
Create a brand
There is currently a scramble for branding, a 
good thing you might say. However, the biggest 
concern for any company ought to be to define 
and develop its ability to create value. Real value 
is what will enable local companies to grow and 
thrive in these turbulent times and create strong 
brands. Entrepreneurs must rise beyond the initial 
urge to bring in the branders but instead acquire, 
develop and retain the capabilities and competen-
cies needed to become a world class firm.

Only then will a branding exercise make sense. 
Let your market know you by what you can do 
and are capable of doing then you will have de-
fined your direction of growth. It is the basis for 
innovation both of products or services as well 
as processes.  
In conclusion, the focus of companies now should 
be fourfold;
1. In order to create a footprint, think regional; 

the whole continent is underserviced but yet 
has a huge capacity to consume.

2. Invest in education and training to create the 
competencies and capabilities that will bring 
you the returns you need.

3.  Work with ICT to reduce your costs and im-
prove your speed to market.

4. Collaborate to grow, or die as a lone ranger.
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Primary School and Makini Secondary School. It 
also has a commercial college, Makini College. 

89 Hospitality

Travel Care Ltd

Travel Care is a reputed Travel Agency and IATA 
accredited. The company is a member of ASTA, 
IATA, KATA, and KATO. Travel care offers the 
following services - International and domestic 
air tickets, itinerary planning and booking us-
ing Online computer reservation system, Tours 
and Safaris within Kenya, Tanzania & Uganda,  
Tour packages to Zanzibar, Dubai, South Africa, 
Egypt, Seychelles, Mauritius, Camping Safaris and 
Car Hire, Organizing conferences for organiza-
tions and companies , Meet and assist services 
and airport transfers. Hotel and Lodge booking, 
Processing of visas and re-entry, Cruises and Out-
bound and Inbound travel.  The company has 11 
staff members 

90 Distribution

Wines Of The World

Wines of the World Limited (formerly Real-
ity Trading Ltd) began operations in 1992. The 
company imports and distributes wines mainly 
from South Africa.  The company has exclusive 
agency agreements fairly early with Eikendal 
Vineyards (Pty) Ltd and Simonsvlei Vineyards 
(Pty) Ltd, Stellenbosch Vineyards and Douglas 
Green Bellingham.  The company has recently es-
tablished relationships with some of the biggest 
exporters and/or producers of wines & spirits in 
the world, e.g.  Bacardi Comp Ltd.  
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23 ENERGY

Muringa Holdings 
Ltd

BY ZEDDY SAMBU

Investors at Muringa Holdings say the main 
driver of the firm’s success is readiness to lock 
horns with peers in a competitive market. 

This, they say, is part of the reason the com-
pany entered this year’s Top 100 SMEs survey. 
And it didn’t disappoint. Muringa won the En-
ergy Sector Champion Award and was placed 
at position 23 in the survey. 

The firm’s core business includes purchase, 
distribution of transmission poles, power 
lines, construction of substations, and power 
generation. 

“We were confident that our business was 
doing well and we believed benchmarking our 
achievements against our peers would force us 
out of the comfort zone and challenge us to work 
for faster growth,” says Muringa’s managing di-
rector, Mr  Gursharn Brar.

Mr Brar says growth in energy demand has  
opened new opportunities for the company to 
diversify into power generation. In the short term 
Muringa Holdings plans to expand its share-
holder base  to 15. The company also plans to sell 
shares to the public through the Nairobi Stock 
Exchange within the next four years.

“We plan to raise funds to expand into the 
region and grow into a fully-fledged power gen-
eration company. Private equity and the stock 
exchange are good sources for expansion capital,” 
Mr Brar says. Muringa was born in 2003 when 
the government opened up supply of power 

poles to the national power distributor KPLC, 
which was facing a serious deficit. It  started 
with a feasibility study by two of its founders 
which established that the poles supply busi-
ness was viable. 

Three more individuals were invited as share-
holders. The five pooled resources and bought 
two treatment plants marking the beginning 
of the company. 

High costs
“No poles were being produced locally, but being 
imported by two firms that enjoyed monopoly 
but were not meeting the demand,” he adds. The 
shareholders raised Sh2.5 million and worked 
without pay for three years. The business initially 
faced high capital costs due to upfront payment 
for raw materials as well as scarcity of the same. 
The ban on logging in government forests also 

limited access to poles.  The company, which has  
been profitable in the last three years, intends to 
diversify into power generation as well as joint 
ventures with both local and outside partners 
to grow capital and expertise. 

Over the past year, the company has delved 
into power lines, substation construction and 
power generation. The company’s success last 
year was mainly due to cost reduction as well as 
increased demand for poles helped by the rural 
electrification project.

Currently, however, the short-term nature of 
contracts prohibits access to long-term finance 
from banks or growers of trees.

“The energy sector requires huge capital and 
we would do with contracts of up to five years 
as opposed to current procurement regulations 
of one year, which make business a high risk 
venture,” he said.  

Mu≥inga boasts pole position in powe≥ secto≥

From left: Trade minister Amos Kimunya, Mr  Brar and a Muringa Holdings staff member. Rising demand 
for energy has opened new opportunities for the company. FREDRICK ONYANGO
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37 FINANCIAL

Alexander Forbes

BY JAMES MAKAU

For the global financial services sector, 2008 will 
go down in the annals of history as one of the most 
trying economic periods in over half a century.

A global recession rolls on, sparked off by a 
crisis whose origins can be traced to inadequate 
regulatory policies that nurtured toxic derivatives. 
These later became the undoing of the entire glo-
bal economic system.

Yet while the Kenyan financial services sector 
could have emerged unscathed, politically insti-
gated chaos ground the economy to a standstill 
leaving local firms little room to manoeuvre.

The double tragedy manifested itself in the clo-
sure of numerous small and medium enterprises 
while derailing the stellar growth path that the 
Kenyan economy had forged for six years.

And for the local financial services sector, 
slower growth for banks, falling underwriting 
and investment income for insurers and a dis-
astrous year for capital markets players, firmly 
placed most firms in the red. Kenyan pension fund 
values declined, registering an average return of 
negative 4 per cent.

So much so that the resilience financial services 
firm Alexander Forbes showed during the year 
remains a sparkling reminder of the firms that 
weather the odds to register growth.

“It was a very difficult year for the industry 
we operate in. And in order to move to that next 
level you need to offer the kind of service that of-
fers value at all times,” says Sundeep Raichura 

Alexander Forbes Financial Services Managing 
Director. 

Alexander Forbes is a provider of financial 
and risk services in Africa and this expertise and 
approach has successfully been adopted within 
the Kenyan operation.

Locally, the firm primarily provides financial 
services, risk and insurance broking and health-
care solutions.

In this year’s Top 100 SME’s competition, 
Alexander Forbes topped the leader board in 
mid-sized companies operating in the financial 
services space. 

Mr. Raichura attributes Alexander Forbes re-
silience in 2008 to new initiatives in new areas 
ranging from personal pension plans to retire-

ment funds launched during the year.
The innovative Vuna Pension Plan for in-

stance, is a registered individual pension plan 
that boasts of a tax efficient avenue through 
which individuals and/or groups can effectively 
save for retirement.

Time and time again, experience has shown 
that firms which have weathered economic down-
turns are those that continued to innovate as the 
storms raged on. 

Relying on organic growth driven by inno-
vation, investing in first class personnel while 
keeping a close eye on costs backed by strong 
risk management  stands out as the strategies 
that kept Alexander Forbes in running conten-
tion. The company’s commitment to its staff is 

further demonstrated by its plans to put in place 
an ESOP next year.

 “Cash will remain king. How we manage 
our cashflow as we grow is crucial,” says James 
Olubayi, Alexander Forbes Chief Executive Of-
ficer. Olubayi also heads the group’s healthcare 
division.

Persistent push
Yet as with many mid-sized companies, the per-
sistent push to grow new business lines in a hard 
economic environment will mark the difference 
between success and failure. 

“Knock on the doors, just keep knocking on 
the doors,” urges Mr. Olubayi.

What continues to set Alexander Forbes 
business model apart from its peers is the firm’s 
diversified product offering, one that has seen 
it transform from a straight actuarial services 
firm to a financial services firm. The company 
has also demonstrated thought leadership, con-
tributing to the development of new mortality 
tables with AKI.

But more importantly, what will define the 
company as it grows is the legacy it will leave 
behind.

“It’s no longer about the money, it’s about leav-
ing behind a strong business that touches many 
Kenyan lives,” says Mr. Olubayi.

“We would like to improve financial security 
for Kenyans.” says Raichura.

Advice to youth
Raichura advises youth to search carefully and 
identify a unique stake in the market. “Challenge 
tradition, think outside the box and work hard. 
Persistence pays! In the early days we dared to 
make visits to large corporates without a prior 
appointment, and it worked!”

Second time winne≥ stands fi≥m in sto≥my ma≥ket

Trade minister, Mr Amos  Kimunya (left),  presents a trophy to  the Alexander Forbes team during the Top 100 
2009 awards.  FREDRICK ONYANGO
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91
ICT

Pwani Cellular 
Services Ltd

Pwani Cellular Services was established in 2006. 
The company is a player in the telecommunica-
tions sector and an authorized Safaricom dis-
tributor. 

92 Services

Nivas Ltd

Nivas Limited was incorporated in 1996 as a 
household’s stockist and distributor in Nairobi. 
Nivas specializes in household products such as 
utensils, cutlery, melamine, glassware, stoneware, 
stainless steel products, hotpots, casseroles and 
plastic ware. 

93 Services

Ramco Printing Works Ltd

Ramco Printing Works Ltd. Is part of the Ramco 
Group which is a conglomerate of over 18 com-
panies operating in a diverse range of sectors, 
committed to delivering personalized services at 
the corporate level. Ramco Printing Works Ltd 
business involves printing of commercial and 
promotional materials

94 Services

SkylaSheffield Steel 
Systems

SHEFFIELD STEEL SYSTEMS provides a one 
stop shop solution for setting up and equipping a 
wide range of food and beverage facilities includ-
ing kitchens, restaurants, bars and coffee shops. 
Sheffield’s unique business proposition brings 
together expertise in engineering and steel fab-
rication technology and a knowledge hospital-
ity processes and requirements to deliver highly 
customized, efficient and cost effective solutions 
that combine world leading products with the 
ideal design and facility planning. 
Sheffield was set up in February 2002 as an en-
trepreneurial venture by Suresh Kanotra, an en-
gineer by profession, who envisioned the need 
for products and services that were customized 
for the African market. At that time, the need for 
kitchen and restaurant solutions was served pri-
marily by imported equipment that was not made 
for local conditions and often failed to work with 
the added issue of unavailability of local service 
and spares. 

95 Services

Bimas

BIMAS is an independent human and enterprise 
development organization, which provides ac-
cess to financial and technical assistance serv-
ices for human and enterprise development. It 
deals in:
• Provision of credit to micro and small-scale 
enterprises
• Technical assistance to micro and small scale 

enterprises in training, counseling and business 
advisory services
• Savings management

96 ICT

Electro Watts Limited

An Electrical Energy Service Provider incorpo-
rated in 1985 as a limited company and is wholly 
Kenyan owned. It deals in Generator supply, pow-
er installation, repair & maintenance, solar power 
systems, automotive solar and industrial batteries 
and EASI (Energy Automation Systems Inc.) 

97 ICT

Software 
Technologies Ltd

Software Technologies Limited was founded in 
1991 and currently has a staff of 120. It is in the 
IT business providing Custom software devel-
opment, consultancy and support and training, 
both on the Oracle E-Business Suite. Currently 
have branches/representatives in Africa (Nairobi, 
Kenya (Hq), Kampala, Uganda, Dar-es-Salaam, 
Tanzania and Asia (Mumbai (Bombay), India).
 

98 ICT

Winafrique Tech 

Winafrique Technologies Ltd. Was incorporated in 
Kenya in 2002 as an integrated renewable energy 
resource company. The alternative energy solu-
tions provided deliver reliable renewable power 
that is environmentally benign and reduces reli-

ance on fossil based power generation. These so-
lutions have been successfully applied in schools 
(remote ICT based), telecommunications base 
stations, water desalination, and other remote 
locations. In addition Winafrique Technologies 
Ltd. Provide specialist solutions for situations 
where grid power is available and or unreliable. 
Winafrique Technologies Ltd is aligned with its 
recently registered offshore affiliate offgrid Power 
(Mauritius) Ltd. This company has been formed 
to deliver fully outsourced solutions to clients. 
The company has 52 employees 

99 ICT

Computech Ltd

It offers a wide range of computer hardware solu-
tions and related services to the Kenyan business 
community.  It’s a leading dealer in Hewlett Pack-
ard products ranging from printers, palmtops, 
and desktops to high-end servers with Enterprise 
Solutions. Founded in 1987 with two employees 
in  an office space of 300 square feet, it posted a 
US$ 50,000, turnover in its first year of operation. 
Computech employs 45 and occupies an office of 
over 15,000 square feet. 

100 Hospitality

Travel Affairs Limited

TRAVEL AFFAIRS was established in 1994 to or-
ganize and make travel arrangements for Corpo-
rates and individuals. To do this effectively, the 
company has a staff of 23 who help the brand 
maintain its relationship with clients and travel 
partners.

Flooring & Interiors is an interior construction company which was 
incorporated in 1996.  It is wholly owned and managed by indigenous 
Kenyans.  We primarily deal with office fit-outs and soft furnishings.

Flooring & Interiors begun by supplying and installing commercial 
carpets and vertical blinds in 1996.  Over the years, we have grown 
and are now dealing with all aspects of interior construction, to include 
ceiling works, office partitioning, floor solutions (tiles, floor boards, 
terrazzo etc).  Our clients range from various sectors – private, corporates, 
NGO’s, multinationals and parastatals.

Our strength is in our experience, our employees and our facilities.  We 
have been in the market for well over 12 years now, and the experience 
has given us a competitive edge in the market as we deliver high quality 
products that meet and exceed our clients’ expectations.  

We believe in innovativeness, providing solutions that will suit 
our customers needs and ‘transforming spaces into habitable 
environments’.  

Our contacts are as follows
Location: Industrial Area along Funzi Rd off Enterprise Rd
P.O.Box: 79762-00200 Nairobi
Tel: 550518/550013/535062 
Fax: 536285
Email: info@finteriors.co.ke, Website:www.finteriors.co.ke
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Financial package to shield SMEs f≥om global c≥isis
BY HOUTAN BASSIRI

IFC is rapidly increasing its investments and 
advisory services in Africa to prevent the global 
financial crisis from reversing decades of eco-
nomic gains on the continent.  In the financial 
year that ended in June, the IFC made $1.8 billion 
worth of new investments across 30 countries 
in Africa — its largest in any single year since its 
founding in 1956. 

The global financial insti-
tution also delivered $26.1 
million worth of advisory 
services as it expanded to 

countries affected by conflict, where the private 
sector is in early stages of development.  

The World Bank Group, which includes IFC, 
in May joined six other international financial 
and development institutions to provide an ad-
ditional $15 billion over the next two to three 
years to reduce the impact of the global economic 
slowdown on Africa. The aim is to promote trade, 
strengthen the financial sector, and increase lend-
ing for infrastructure, agribusiness and small and 
medium enterprises. 

IFC’s contribution is worth $1 billion to be 
disbursed through several programmes and ini-
tiatives that support small and medium sized en-
terprises. In Africa, supporting small businesses 
is one of IFC’s strategic priorities.

IFC’s response in Africa to the financial crisis 
consists of the following initiatives:

Facilitating trade 
Banks around the world have reduced lending 
to emerging markets and cut trade finance lines 
to importers and exporters because of the global 
financial crisis. This poses the danger of trade, 
a cornerstone of development, contracting for 

the first time in three decades and threatens to 
roll back decades of economic growth and pov-
erty reduction. 

In response, IFC expanded to $3 billion its ex-
isting Global Trade Finance Programme, which 
extends guarantees to banks that offer trade fi-
nancing services.  

Both programmes are active in Africa. Stand-
ard Bank, which operates as Stanbic in many parts 
of Africa, was among the first banks to join the 
liquidity programme.  

 
Recapitalising banks
The $3 billion IFC Capitalisation Fund is a global 
equity and subordinated debt fund that supports 
banks considered vital to the financial system 
of an emerging market country. By supporting 
systemic institutions, the fund aims to speed up 
economic recovery and boost job creation while 
reducing the impact of the financial crisis.

Infrastructure — roads, ports, and transmis-
sion lines — provides basic human services such 
as gas for heating or cooking, and it is central to 
enabling trade and competitiveness. Good infra-
structure projects are a top priority in the quest for 
sustainable economic growth, but the unfolding 
financial crisis is endangering these projects. 
 
Increasing  lending  
Over three billion people in developing countries 
are still without effective access to loan and de-
posit services. The problem is particularly acute in 
Sub-Saharan Africa, where only between five and 
twenty-five per cent of households have a formal 
relationship with a financial institution.

The region is also home to just two per cent 
of the world’s microfinance institutions. IFC is 
working with microfinance institutions across 
Africa to increase loans to the region’s smallest 
entrepreneurs.

Agribusiness plays a vital role in economic de-
velopment, contributing a major portion of GDP, 
employment, and foreign exchange earnings in 
many developing countries. This is particularly 
true in Sub-Saharan Africa, where many countries 
have low per capita incomes. 

IFC is working with partners to increase fi-
nancing for agribusiness companies across the 
region. IFC’s initiatives to respond to the financial 
crisis in Africa come on top of other programs to 
support smaller businesses. 

For example, IFC’s SME Solutions Centre in 
Kenya supports smaller businesses to enable them 
to improve their business processes, human re-
sources, structures, and products and services. 

Capital fund
The centre uses such tools as Business Edge, a 
management training product successfully tested 
in Asia and middle East, to improve the skills of 
small and medium enterprises to innovate and 
capture growth markets in partnership with large 
corporations and financial institutions. The cen-
tre helps businesses access finance through a risk 
capital fund and ultimately traditional financial 
institutions. 

 IFC’s strategy in Africa is based on three main 
components: improving the investment climate; 
enhancing support to small and medium enter-
prises  such measures as easing access to finance 
and markets; and developing new projects to sup-
port investments.

IFC is also focusing on building infrastructure, 
advancing health care, developing agribusiness, 
reforming the investment climate, and promoting  
recovery of countries affected by conflict.

Bassiri  is the communications officer, IFC.

SPONSOR’S
PLATFORM

Entrepreneurs at the Top 100 SMEs conference. IFC expanded its Global Trade Finance Programme to 
$3 billion. FREDRICK ONYANGO
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