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Strategic Objective
GROW CONTENT BUSINESS

• Creating diverse streams of relevant 
content

• Strengthen the bond with our 
audiences through quality, credible & 
trusted content

• Invest in our capacity (people, 
technology) to generate quality content

CREATING NEW VALUE
• Invest in new ventures that 

complement/ link to the 
content business

• Develop new ways of providing 
solutions to our audience needs

Living Our Values
• Embed our values to drive 

enhanced performance 
(Consumer Focus, Continuous 
improvement and innovation, 
Drive for performance, 
Working as a team, Integrity 
and Trust)

Innovation
• Challenge old habits (status 

quo) and ways of doing things
• Take and allow time for 

creativity
• Being relevant in the future

Digital
• Mobile first operations
• Leverage on our digital assets to 

engage and acquire audiences
• Monetisation of audiences

CUSTOMER



Our Transformation 
Agenda

• New Business Model: Advertiser and Reader revenue

• Development of an Africa-wide digital brand

• An agile and responsive organisation structure + Talent 
& Skillset

• Innovation, Partnerships, Mergers & Acquisitions

• The “New Nation Journalist”: Changing skills and 
attitudes

• Print media: Continuously re-invent for commercial 
viability

• Increasing the voice of the youth in Nation platforms

• Video and Audio: growth & monetisation

• Cost optimisation

• Financial sustainability
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Grow current business & build a  
strong digital foundation for a 
sustainable future



New Business Model : 
Audience acquisition, 
Engagement and Monetisation
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Focus on a definite and addressable audience

• Acquiring and owning the new digital 
audiences

• Investment in tools for engagement: 
Newsletters, Emails, Comments, Events

• Monetisable products for local and diaspora 
markets

• Focus on verticals to drive audience 
aggregation and monetisation including 
Health, Agriculture, Education, Tech, Parenting



Development of 
an Africa-wide 
digital brand

• Rolled out our digital 
brand – Nation.Africa

• Invested in resources 
and infrastructure to 
drive scale

• Carefully curated 
news and information

7



8

An agile and responsive 
organisation structure

Content, customer service and 
effective deployment of technology

A digitally savvy human resource: talent & skillsets
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XXXXXXXX
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Corporate 
Social 
Responsibility 

• Environment
• Education
•Community 

Support 
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Our Digital 
Transformation Journey
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Global Media Trends
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•Trust in news up
•Paying audiences up
•Big brands do better 
•Disinformation major concern
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Taking Nation to Africa

• Relevance | Ease of Pay | User Experience | Convenience | Affordability

CONTENT

REACH

✓ Changing the quantum
✓ Market from East Africa 

(100m+) to Africa (Over 
1B)

YIELD

✓ Optimising revenue across 
multiple channels 

✓ Advertising, Subscriptions 
and Market Places

FREQUENCY

✓ Channels
▪ Web, TV, Newspapers, Radio
▪ Podcasts, Video, Events

TECHNOLOGY

REVENUE = REACH x YIELD x FREQUENCY



The “New Nation Journalist”: 
Changing skills and attitudes
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• Writing + producing for web
• 24-hour cycle
• Analytics
• Understanding digital news 

business
• Monetisation + values



Print media: 
Continuously 
re-invent for 
commercial 
viability
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Redesigned our print products

Continuously improve product offering

Key partnerships to improve/ grow content

Investment in processes of writing and 
editing

Investment in data journalism 



Increasing the 
voice of the 
youth in Nation 
platforms
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Television and Video: Revenue 
headroom; video monetisation
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• Create daily short form video to 
drive engagement and 
monetisable traffic.

• Co-create Advertiser Video on 
Demand

• Curate TV Archive for 
Nation.Africa

• Reposition the TV/Video business 
to meet the needs of younger 
audiences
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Nation.Africa Milestones

Launched Digital brand and 
Africa portal, Nation.Africa.

Strategy to drive and 
measure user acquisition and 

tools to engage them. 

Youth strategy to build 
audience funnel.

Launched Paywall
Mobile newsroom to 

frontline digital journalism.

Capacity building: Skillset 
mapping, training and culture 

change

Launched podcasts to expand 
audio channels.

Premium events 

(Nation Digital Summits)
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Nation.Africa: Registrations Trend (As at 22nd Aug 2021)

Target: 500,000 registrations by end of December 2021

Aug 20 Sep 20 Oct 20 Nov 20 Dec 20 Jan 21 Feb 21 Mar 21 Apr 21 May 21 Jun 21 Jul 21
Aug 21
(as at
22nd)

Registrations 37,350 63,781 117,295 145,085 184,292 223,002 243,438 257,615 273,475 298,317 319,404 337,686 353,635
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Nation.Africa Subscriptions Trend (As at 22nd Aug 2021) 

Jan Feb Mar Apr May June July Aug (as at 22nd)

Subscriptions 506 18,958 40,610 57,669 73,929 89,548 102,878 113,642
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paywall 



Nation Puzzles
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Nation.Africa: Next steps Nation.Africa
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Promoting excellence



•Nation.Africa won two 
International Forum (iF) 
Design Awards, for:
✓ The design system and 
✓ The brand campaign 

video
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Financial 
Performance
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Performance Highlights H1 2021 

Print advertising 
revenue recovery

Operating costs; 
increased efficiencies

Television 
revenue 

Total Cash
E-paper 

subscriptions

40% 28%29%

23%
18%

5%

Online advertising 
revenue growth



31

Sustained revenue recovery across all segments

4,580.4 
4,470.5 

3,263.9 

3,548.9 

3,720.0 

H1 2019 H2 2019 H1 2020 H2 2020 H1 2021

Turnover Kshs Millions

14%

Covid-19 

pandemic 

outbreak
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78% 77% 75% 72% 68%

16% 16% 17% 20%
19%

3% 4% 5% 5%
7%

2017 2018 2019 2020 YTD 2021

Print Broadcast Digital

2021

Growing Digital revenue contribution from e-paper, online advertising and Nation.Africa subscriptions

Growth in Digital and Television revenue contribution to Group
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E-paper subscriptions positive trend with accelerated shift 
to consumption of online content

98% 97% 96%
88%

80%

2% 3% 4%
12%

20%

2017 2018 2019 2020 YTD 2021

Print circulation E-paper sales

Total circulation 
copy sales

2021
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Sustained operational efficiencies

3,439 

3,168 

3,075 

2,935 

H1 2018 H1 2019 H1 2020 H1 2021

Operating costs Kshs Millions

15%

Cost containment and optimization measures rolled out on the onset of the pandemic have resulted in 
improved operational efficiency, positively impacting profitability. 
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Group profitability bounces back despite a challenging 
business environment

580.8 

715.6 

(328.0)

447.9 
410.7 

H1 2019 H2 2019 H1 2020 H2 2020 H1 2021

Profit/(Loss) before Tax Kshs m

Covid-19 impact on 
business 
performance

Recovery from the impact 
of the pandemic
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Digital and Television contribution to profitability

77%
65% 65%

-139%

40%

1%

-1% -2%

-32%

22%

4%

4% 10%

62%

15%

2017 2018 2019 2020 YTD 2021

Print Broadcast Digital

2021
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Significant business recovery in H1 2021 vs H1 2020

Profit/ (Loss) Summary H1 2021 H1 2020 Change

Kshs m Kshs m %

Turnover 3,720.0 3,263.9 +14 

Gross profit 3,199.5 2,622.7 +22 

Profit/(Loss) before income tax 410.7 (328.0) +225 

Income tax expense (125.5) (47.3) -165

Other comprehensive income 4.8 22.5 -79

Total comprehensive income 290.0 (352.8) +182



Share Buyback Status
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• Target: 10% of issued shares (20.74 

million shares)

• Price: Kshs. 25/- per share

• Uptake: As at 23th August 2021, 

80.9% (16.77 million shares)

• Closing date: 24th September 2021 

or on 100% uptake



Q & A 
Session

www.nationmedia.com






