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By Wycliffe Choreh, Founder of Jujaya Media,

There is a difference between building a 
business that sells products and building one 
that changes how people see themselves.

Wandia Gichuru’s journey with Vivo Fashion 
Group invites us to examine that difference.
For years, African consumers have purchased 
clothing from markets shaped by international 
brands, imported merchandise and fashion trends 
developed for different audiences. Yet, within these 
same markets, there have always been opportunities 
for businesses willing to understand local consumers 
more closely.
Wandia and her co-founder, Anne Marie Burugu, 
recognized one such opportunity in 2011. What 
began as an online business focused on dance and 
fitness wear gradually developed into a wider fashion 
enterprise built around the needs and preferences of 
African women.
The early days were far from the scale of the business 
we see today. Customers wanted to try on the clothes 
before purchasing them, and some began visiting 
Wandia’s home. Eventually, the living room was 
no longer enough. The founders opened their first 
physical store at The Junction Mall in Nairobi.
That transition captures something important about 
entrepreneurship: a business does not always grow 
because its founders have every answer from the 
beginning. Sometimes, it grows because they are 
willing to listen, adapt and respond to what the market 
is telling them.
But building a lasting business requires more than 
recognizing an opportunity. It demands operational 
discipline, sound financial decisions, customer loyalty, 
capable teams and the ability to keep improving.
Wandia’s story is particularly relevant to Africa’s 
entrepreneurship conversation because fashion is more 
than appearance. It connects design, manufacturing, 
retail, logistics, employment and consumer identity. A 
successful fashion enterprise can create opportunities 
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across an entire value chain.
This issue therefore looks beyond the clothes 
and the stores. It examines the business thinking 
behind Vivo’s journey, the leadership lessons that 
emerging entrepreneurs can draw from it and the 
wider opportunity for African companies to develop 
brands that compete on quality, value and customer 
experience.

We also turn our attention to Denri Africa, a Kenyan 
accessories brand that grew from an everyday 
market need into a business with ambitions beyond 
its original beginnings. Its story offers another 
perspective on how African entrepreneurs can 
build businesses around familiar products while 
developing distinctive identities.
Our Emerging Young CEO of the Week, Kimani 
Patrick of The Carlstic Group Limited, brings 
a complementary dimension to this conversation. 
His work in strategic communications and brand 
positioning speaks to the role that reputation, 
clear messaging and business relationships play in 
building enterprises.
Together, these stories explore three important 
dimensions of business growth: developing products 
people want, building organizations that can deliver 
consistently and communicating value in ways that 
earn trust.
For us at The CEO Files, leadership is not simply 
about occupying a senior position or achieving 
visibility. It is about the decisions leaders make, the 
opportunities they create and the institutions they 
build.
The future of African business will be shaped by 
people who are prepared to move beyond ideas and 
turn them into sustainable enterprises.

Beyond A Product:Building 
African Brands, Business 
And Legacies.
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WANDIA

Name: Wandia Gichuru
Role: Co-Founder and CEO, Vivo Fashion Group

Business Founded: 2011
Co-Founder: Anne Marie Burugu

Industry:  Fashion, Apparel Manufacturing and Retail
Business Base: Nairobi, Kenya

Gichuru

She
She is not one thing- She is many 
layers of strength, style and soul. 

Graceful. Bold. Unapologetically 
herself. She is Wandia - and that is 

more than enough.

Wandia has built her leadership around the 
opportunity to create stylish, accessible 
clothing that reflects the preferences, needs 

and lifestyle of African women. 
Through a customer-led approach to product 
development, African design and local manufacturing, 
Wandia champions a business model that connects 
consumer needs with local production capabilitities 
and sustainable growth. Her work reflects a broader 
commitment to creating economic opportunitites across 
Africa by building a fashion industry that can serve local 
markets while competing on a global stage.

Under her leadership, Vivo Fashion Group embodies a 
vision of seeing Africa dress the world. Her entrepreneurial 
journey highlights the importance of understanding 
the customer, adapting business models to changing 
market demands and investing in the capabilities needed 
to build resilient businesses. At its core is a simple but 
enduring principle: while a strong business begins with a 
genuine customer need, its long-term success depends on 
disciplined execution, continuous adaptation and a clear 
sense of purpose.



BUILDING AFRICAN
FASHION

ONE CUSTOMER AT A TIME.
From an entrepreneurial opportunity in Nairobi to a growing fashion enterprise with a wider 
African ambition. The beginnings of a different kind of business.
Entrepreneurship is often presented as a story of a founder who sees the future before everyone 
else.
In reality, many businesses begin with something much more ordinary: a frustration, an unmet 
need or a product that is difficult to find.

For Wandia Gichuru, the opportunity that led to Vivo Fashion Group emerged from her 
own experience.
Before entering the fashion industry, Wandia spent years working in international 

development and policy advisory roles. Her professional background included work with 
international institutions, and her career had given her exposure to different markets, 
organizations and approaches to economic development.
Fashion, however, was not the obvious next chapter.
In 2011, Wandia and her friend Anne Marie Burugu established a business initially focused on 
dance and fitness wear. They were participating in activities such as dance, yoga and Pilates and 
realized that some of the products they wanted were not readily available in the local market.
The reasoning was straightforward: if they were struggling to find these products, other people 
might be facing the same challenge.
That observation became the starting point for a business.
The early venture operated online. Yet the founders soon discovered that selling clothing 
through a website came with a practical limitation: customers wanted to see and try on the 
products. Some began visiting Wandia’s home to do so.
The business was growing beyond the space in which it had started, and the founders had to 
reconsider how they served their customers.
They opened their first physical store at The Junction Mall in Nairobi, marking an important 
transition from an online venture into a retail business.
The story is a reminder that entrepreneurship is not always about following a perfectly prepared 
plan. It is often about recognizing what the market is telling you and having the courage to 
change direction.

07 I Wandia Gichurru’s Story
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UNDERSTANDING THE AFRICAN WOMAN

AS A CUSTOMER.
One of the defining elements of Vivo’s 

development has been its focus on the 
women it serves. Fashion is a highly personal 

business. A customer may be attracted by a design, 
but the decision to purchase is also influenced by 
fit, comfort, affordability, color, quality and how the 
garment makes the wearer feel.
These considerations are not identical across every 
market.
Women have different body shapes, lifestyles, 
preferences and expectations. A clothing range that 
performs well in one market may not necessarily 
meet the needs of another.
Vivo developed its proposition around this 
understanding, focusing on accessible clothing 
designed with women of color and curvaceous 
women in mind.
This is commercially important because a business 
that understands a specific customer group can make 
more informed decisions about product design, 
sizing, merchandising, pricing and communication.

Instead of attempting to serve everyone with a generic 
offer, the company can develop a clearer proposition 
for the people it understands best.
The lesson extends well beyond fashion.
A bank must understand the financial realities of its 
customers. A technology company must understand 
how people use its products. A hospitality business 
must know what its guests value. A communications 
agency must understand the audiences its clients 
need to reach.

In every industry, customer understanding is an 
asset.

The challenge is translating that understanding into 
products and experiences that customers are willing 
to choose repeatedly.



www.jujayamedia.co.ke

Vivo’s early experience also illustrates the 
importance of being willing to adapt.
An online business can appear attractive 

because it may require less investment in physical 
retail space. But the model must still work for 
the product being sold and the behavior of the 
customer.
For clothing, fit and feel can influence purchasing 
decisions significantly. Customers may want to 
examine the fabric, compare sizes and see how a 
garment looks before committing their money.
When Vivo’s customers began visiting Wandia’s 
home, they were effectively communicating a need 
that the original business model had not fully 
addressed.
The decision to open a physical store was therefore 
more than a property decision. It was a response to 
customer behavior.
The wider lesson for founders is that a business 
model should not be treated as untouchable simply 
because it was part of the original plan.
Sometimes, the market reveals a better way to 
deliver the product.
A company may begin by selling directly to 

2. When The Customer Changes The Business Model.
customers and later work with distributors. 
A service provider may move from one-off 
projects to recurring contracts. A technology 
startup may discover that customers need 
implementation support as much as they need 
the software itself.
The best leaders recognize these signals early 
enough to respond.
They also understand that changing the model 
has consequences. New channels introduce 
costs, operational demands and different 
customer expectations. A pivot must therefore 
be evaluated not only for its appeal but also for 
its commercial sustainability.

10 I Wandia Gichuru’s Story
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As Vivo evolved, it moved beyond its 
original identity as an online seller of 
activewear. The business developed into a 

fashion enterprise with design and manufacturing 
capabilities, building a more direct relationship 
between the products it offered and the customers 
it served.
This transition is significant.
A retailer that relies entirely on third-party 
suppliers may have limited control over 
production schedules, product specifications, 
stock availability and design decisions.
Developing manufacturing capabilities can give a 
business greater influence over these areas. It may 
also help it respond more directly to customer 
feedback and develop products that reflect its own 
brand identity.
However, manufacturing introduces additional 
complexity.
Production must be planned carefully. Materials 
must be sourced. Quality must be controlled. Staff 

3. From A Fashion Retailer To A Manufacturing Enterprise.
must be trained. Inventory must be managed. 
Products must reach stores at the right time and 
in quantities that reflect customer demand.
A business must also understand the relationship 
between pricing, costs and margins.
If it produces too much, money can become tied 
up in unsold inventory. If it produces too little, 
customers may encounter stock shortages. If 
quality is inconsistent, the brand can lose trust. 
If pricing does not cover costs, sales growth 
may fail to translate into profitability.
These are the operational questions behind the 
visible product.

The lesson from Vivo is that creativity and 
commercial discipline must work together. 
A good design can attract a customer, but an 
effective business system is needed to deliver 
that product consistently.

4. The Case For African Manufacturing.

The conversation about local manufacturing 
is often framed in terms of industrialization, 
job creation and reducing dependence on 

imported products.
Fashion offers a practical example of how these 
objectives can intersect.
A garment moves through a chain of activities 
before it reaches a customer. Design, sourcing, 
cutting, stitching, quality control, packaging, 
logistics, marketing and retail all contribute to the 
final product.
Each activity creates a demand for skills, 
coordination and investment.
When businesses develop these capabilities locally, 
they can contribute to employment and build 
relationships with suppliers and other enterprises. 
They may also develop expertise that can support 
further growth.

For Wandia, Vivo’s mission extends beyond selling 
clothing. The company describes its purpose 
as creating economic opportunities in Africa 
through fashion, with a vision of seeing Africa 

dressing the world.
This vision connects a consumer business to a 
broader economic ambition.
But local manufacturing should not be 
romanticized. 
It must still meet the standards customers 
expect. Products must be reliable, competitively 
priced and available when needed.
The business challenge is to make locally 
developed products attractive because they 
deliver value—not merely because they are 
locally made.

That distinction matters for the future of African 
brands.
Local identity can create an emotional 
connection. Quality, value and consistency help 
turn that connection into repeat business.
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5. Growth Beyond The First Store.

Starting a business and leading a growing 
organization require different capabilities.
In the early stages, founders are often 

involved in everything. They sell products, answer 
customers, manage suppliers, solve problems and 
make decisions with limited resources.
As the business grows, this approach becomes 
difficult to sustain.
A larger organization needs defined 
responsibilities, stronger financial controls, 
capable managers, consistent processes and 
systems that allow decisions to be made without 
every issue returning to the founder.
Wandia’s journey from an entrepreneurial venture 
into leading a fashion group illustrates the 
importance of developing alongside the business.
Her previous experience in international 
development and policy advisory work provided 
a background in understanding institutions and 

economic challenges. Building Vivo required 
learning the practical realities of fashion, 
manufacturing, retail and entrepreneurship.
This is a useful lesson for professionals 
considering a career change or starting a business 
in an unfamiliar industry.
Experience from one field can provide valuable 
transferable skills, but it does not eliminate the 
need to learn the new business.
A strong strategist must still understand 
operations. A talented creative must understand 
costs. An experienced professional must be 
willing to ask questions when entering unfamiliar 
territory.

Leadership is not about knowing everything. 
It is about learning quickly, making informed 
decisions and surrounding yourself with people 
who strengthen the organization.

6. Building a Brand That Means Something.

A business becomes a brand when customers 
develop an understanding of what to 
expect from it.

That expectation is shaped by more than 
advertising. It comes from the products, service, 
pricing, store experience, communication and 
consistency of the business.
Vivo’s proposition is built around accessible 
fashion designed for its customers. The brand’s 
strength depends on whether its products and 
customer experience consistently deliver on that 
promise.
This creates an important connection between 
business operations and reputation.
If a brand promises quality but delivers inconsistent 
products, its communication cannot permanently 
compensate for the gap. If it promises affordability 
but its costs make the proposition unsustainable, 
the business will face difficult decisions. 
If it claims to understand customers but ignores 
their feedback, loyalty may weaken.
The strongest brand narratives emerge when the 
organisation’s actions support its message.

For African businesses, this offers a practical 
route to building recognition. They do not need 
to rely only on campaigns that announce their 
ambition. They can demonstrate their value 
through the products they create, the customers 
they serve and the standards they maintain.



The Bigger OPPORTUNITY
Wandia Gichuru’s story sits within a wider conversation about the role African 
businesses can play in shaping their own consumer markets.
Africa has entrepreneurs with the potential to build brands that are relevant locally and competitive 
internationally. But doing so requires more than ambition.
It requires investment in skills, design, manufacturing, distribution, technology, customer experience and 
leadership.

It also requires a willingness to learn from the market and adapt as conditions change.

Vivo’s journey began with an identifiable customer need. The company responded to customer behavior, 
developed its product offering and built capabilities beyond its initial model.
That progression provides a useful case study for entrepreneurs in many sectors.
The most important question is not whether every founder should follow the same path. It is whether 
they can identify the principles that made the journey possible: understanding customers, responding to 
evidence, investing in capability and treating growth as a long-term process.

Wandia Gichuru’s entrepreneurial journey reminds us that a business can begin with a simple market gap 
and develop into something much larger when the founder combines vision with execution.
The opportunity for Africa is to build more such enterprises—businesses that understand 
their markets, create meaningful employment and develop products that earn customer 
trust.

13 I Wandia Gichuru’s Story
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LEADERSHIP

LESSONS
FIVE LESSONS FROM WANDIA GICHURU’S 
JOURNEY.

1. Begin With A Real Problem.

Vivo’s beginnings were connected to a practical 
challenge: finding suitable dance and fitness products 
in the local market.
The founders did not need to invent an entirely new 
category. They needed to recognize an existing gap and 
determine whether there was a business opportunity 
in addressing it.

What leaders can learn: Start by understanding what 
customers struggle to find, afford, access or use. A 
genuine problem can provide a stronger foundation 
than a business idea built around personal enthusiasm 
alone.

2. Listen To Customer Behaviour.

Customers visiting Wandia’s home to try on clothing 
revealed a limitation in the original online model.
Their behavior provided information that the founders 
could use to improve the way the business operated.

What leaders can learn: Feedback is not limited to 
what customers say. It also appears in their actions, 
repeated questions, purchasing patterns and reasons 
for abandoning a transaction.

3. Connect Purpose With Profitability.

Vivo’s mission around economic opportunity and 
African fashion gives the business a wider ambition. 
Sustaining that ambition, however, requires viable 
products, effective operations and sound financial 
management.

What leaders can learn: Purpose is most powerful 
when it is supported by a business model that 
can sustain it. Financial discipline enables an 
organization to keep creating value over time.
meeting covering revenue, cash flow, expenses, 
customer issues, operational risks and strategic 
priorities.

4. Build Capabilities That Distinguish The 
Business.
Developing design and manufacturing capabilities 
gives a fashion business more influence over its 
product and customer proposition.

What leaders can learn: Identify the capabilities 
that make your business different. Invest in the 
people, processes and systems that allow you to 
deliver that difference consistently.

5. Grow The Organization, Not Only The 
Sales.

As businesses expand, the founder must build 
systems and teams capable of managing increasing 
complexity.

What leaders can learn: Growth should improve 
the organization’s ability to serve customers, 
generate sustainable returns and operate 
effectively—not simply increase its size.



THE JUJAYA
PERSPECTIVE
At Jujaya Media, we believe that the strongest business narratives are built on substance.
Wandia Gichuru’s journey provides a useful lens through which to examine a broader 
question facing African enterprises: how do we build brands that are recognized, trusted 
and chosen in competitive markets?

For too long, conversations about African products have sometimes placed too much emphasis on where 
something is made and not enough on why a customer should choose it.
Local identity matters. It can create connection, pride and belonging. But identity alone cannot sustain 

a business.
Customers return because products meet their expectations. They recommend brands because the experience 
gives them a reason to do so. They develop loyalty when quality, value and trust are consistently demonstrated.
This is where the commercial and reputational dimensions of a brand meet.
A company that manufactures locally, employs people and invests in its market has a meaningful story to tell. 
But that story becomes more credible when customers can experience the value in the product itself.
For African businesses, the opportunity is to combine local relevance with excellent execution.
That requires more than marketing campaigns. It requires alignment between what a brand promises and what 
its operations deliver.
It also requires leaders to think carefully about the stories they tell. The most persuasive corporate narrative is 
not necessarily the loudest. It is the one supported by decisions, performance and evidence.
Vivo’s journey illustrates how a brand can develop from a specific customer need into a wider business 
proposition around African fashion and economic opportunity.
Denri Africa offers a complementary example. A product as familiar as a bag can become the foundation of a 
distinctive brand when a business understands its customers, develops its products and builds the capabilities 
to deliver consistently.
The two businesses operate in different parts of the fashion market, but both illustrate a central principle: 
local enterprise becomes more competitive when it combines market understanding with product quality and 
operational discipline.
For business leaders, there is an additional lesson. Reputation cannot be separated from the experience 
customers have with an organization. Communication can clarify a brand’s value, but it cannot permanently 
compensate for a product or service that fails to deliver.
The next chapter for African enterprise will depend on the ability of businesses to become durable institutions: 
companies with strong products, credible leadership, capable teams and the discipline to grow sustainably.

Our perspective is simple: African brands should not merely ask for recognition because they are African. 
They should build the value, quality and trust that make recognition deserved.

Jujaya Media — Credibility before visibility.
15 I The Jujaya Perspective

AFRICAN BRANDS MUST MOVE FROM LOCAL 
PRIDE TO LASTING MARKET VALUE.
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“A strong business does not grow simply because its founder 
believes in it. It grows when customers find a reason to believe in 
it too.”
                                                                               ~ Jujaya Media

LEADERSHIP

QUOTEOf the Week
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Not every business begins with a revolutionary invention. Some 
begin when someone notices an everyday problem that other 
people have simply accepted.

Denri Africa emerged from such an opportunity.
Founded in Nairobi in 2015 by Dennis Mwaura, the company began with 
an observation made during his university years: students were acquiring 
laptops but needed suitable bags and protective sleeves to carry them.
The initial business focused on selling simple laptop sleeves to fellow students. 
Over time, that modest idea developed into a wider fashion and accessories 
brand.

The company’s story is an example of how entrepreneurs can identify 
opportunities in familiar products by paying attention to how people live, 
work, study and travel.
A bag may seem like an ordinary item. But it serves many different needs. 
Students need to carry learning materials and electronic devices. Professionals 
require products suitable for work. Travelers need storage and convenience. 
Customers may also want accessories that express their personal style.
Denri developed its product offering around these everyday uses, expanding 
beyond laptop sleeves into backpacks, handbags, sling bags, travel bags, 
briefcases and other accessories.
Its official brand story emphasizes Kenyan production and the ambition to 
build a fashion brand known for creativity, quality and customer experience.

From University Side-Hustle to A Growing Fashion  Brand

DENRI BEYOND BORDERS.
Industry: Bags, Fashion and Accessories
Founder: Dennis (Ngari) Mwaura
Founded: 2015
Location: Nairobi, Kenya
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Denri Africa emphasizes that its bags are made 
in Kenya. Local manufacturing can connect 
design, production, employment and retail 

within the same business ecosystem. It can also provide 
opportunities to develop products around local market 
knowledge.
However, the words “Made in Kenya” are only the 
beginning of a brand promise.
Customers still expect quality, durability, appealing 
designs, fair prices and dependable service. A locally 
made product must compete on the experience it 
delivers.
This creates an important commercial challenge for 

Made In Kenya: Turning Identity Into Value

The bag market is competitive. Customers can 
choose from international labels, imported 
products and numerous local alternatives.

For a Kenyan brand to earn attention, it must offer 
more than a product that carries personal belongings. 
It needs to give customers a reason to choose it.
That reason may be design, functionality, quality, price, 
convenience or a combination of these factors.
Denri’s journey demonstrates the importance of 
identifying a starting market and then developing the 
product offering as customer needs become clearer.
The initial opportunity centered on students and laptop 
protection. The wider business serves a broader range 

Building A Brand Around An Everyday Need
of customers with different requirements.
This evolution creates opportunities, but it also 
introduces complexity. Each new product category 
requires design decisions, production planning, 
quality standards, stock management and an 
understanding of the customers most likely to 
purchase it.
The lesson is that expanding a product range 
should be driven by a clear understanding of 
customer needs rather than the assumption that 
more products automatically mean more business.

African manufacturers: how to build customer 
confidence in local products while developing the 
operational capabilities to maintain consistent 
standards.
The opportunity lies in making local production a 
meaningful advantage rather than relying on it as 
the sole reason for a purchase.
For Denri, the broader ambition is to build a 
recognizable fashion brand while demonstrating 
that products developed and manufactured in 
Kenya can compete in an increasingly crowded 
market.

DENRI BEYOND BORDERS.
A KENYAN BRAND TO THE WORLD.

A growing business eventually becomes a people-
management challenge.At the beginning, a 
founder may handle most decisions personally. 

As demand grows, the business needs a team capable 
of managing production, customer service, sales, 
distribution and other essential functions.
The company’s development has been profiled as a 
story of moving from a campus side-hustle towards a 
larger manufacturing and retail operation.
That transition highlights a principle that applies to all 
growing businesses: the founder’s energy can help start 

Beyond Products: The Importance Of People
the company, but the organization’s people and 
systems determine how effectively it can operate at 
scale.Recruitment, training, communication and 
accountability become increasingly important as 
the business expands.
A company that invests in people can develop 
institutional knowledge and build a culture that 
supports its standards. Without that investment, 
growth may increase the workload without 
improving the organization’s capacity.



Building a consumer brand involves several 
connected responsibilities. The business must 
create products people want, communicate 

its value, make the products available, price them 
appropriately and provide a reliable purchasing 
experience.
It must also manage the financial realities of 
manufacturing and retail.
Stock that does not sell can tie up working capital. 
Production delays can affect customer satisfaction. 
Inconsistent quality can damage reputation. Expansion 
can introduce additional costs before the new market 
begins to generate sustainable returns.
These challenges require leaders to balance ambition 
with discipline.

The Challenge Of Growing A Kenyan Consumer Brand
A brand may have a strong story and attractive 
products, but long-term growth depends on the 
systems behind them.
Denri’s experience provides an opportunity for 
other entrepreneurs to consider how an everyday 
product can become a distinctive business when 
supported by customer understanding, product 
development and operational consistency.

What DENRI AFRICA Teaches ENTREPRENEURS
Lesson one: Start With An Observable Need
You do not always need to invent a new category. A practical problem can reveal a viable business 
opportunity.

Lesson two: Develop The Product Around The Customer
Understand how people use the product and what would make them choose your offering over alternatives

Lesson three: Make Your Identity Meaningful. 
A Kenyan identity can help distinguish a brand, but product quality and customer experience must support 
the promise.

Lesson four: Treat Operations As Part Of The Brand
Production, delivery, availability and service all influence reputation.

Lesson five: Prepare For Growth Before It Overwhelms You
Systems, capable people, financial discipline and clear responsibilities help a business expand without 
losing control.

The CEO FILES PERSPECTIVE
Denri Africa represents an important story within Kenya’s entrepreneurial landscape: the potential 
to build a consumer brand around an everyday need and develop it into a wider enterprise.

Its journey also raises a question for African business leaders: how can locally developed brands move 
from serving their immediate markets to becoming trusted names across the continent?
The answer will depend on the ability to combine customer understanding, product quality, operational 
discipline and a compelling brand identity.
The business lesson: You do not always need to invent something entirely new to build a valuable com-
pany. Sometimes, the opportunity lies in doing something familiar with greater understanding, consis-
tency and ambition.

19 I Business Of The Week



HACKS
FIVE BUSINESS

20 I Business Hacks For Startups

PRACTICAL LESSONS EVERY FOUNDER SHOULD 
CONSIDER APPLYING.

FOR STARTUPS

A business idea may sound excellent, but assumptions are not the same as paying customers.
Start with a manageable test. Offer a small product range, pilot a service or engage a defined customer 
group before making a major investment.
Put it into practice: Identify your first 20 potential customers. Speak to them, test your offer and 
measure actual purchase interest.

Hack 1: Test Demand Before Commiting Heavily

Your pricing should reflect what customers can reasonably pay and what your business needs to earn.
Calculate production or delivery costs, packaging, distribution, marketing, overheads and other 
relevant expenses before deciding whether your price is sustainable.
Put it into practice: Know your cost per sale and gross margin before expanding your product 
range.

Hack 2: Work Backwards From Your Price

Customer complaints and requests can reveal problems in product design, delivery, pricing or service.
Put it into practice: Record the five most common customer questions or complaints every month. 
Assign someone to identify patterns and recommend changes.

Hack 3: Make Customer Feedback Part Of Operations

Acquiring customers is only one part of growth. A business also needs reasons for customers to return.
Put it into practice: Develop a simple customer follow-up system, communicate useful updates and 
make repeat purchases convenient.

Hack 4: Build A Repeat-Purchase Strategy

Expansion can expose weaknesses in stock management, finance, staffing and quality control.
Put it into practice: Document your essential processes, monitor cash flow and define who is 
responsible for each critical activity before opening another branch or entering a new market

Hack 5: Scale Systems Before Scaling Complexity

www.jujayamedia.co.ke
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PLAYBOOK
THE BUSINESS

Wandia Gichuru’s journey with Vivo and Denri Africa’s development offer useful starting 
points for entrepreneurs who want to build businesses around market needs.
The industries may differ in their products and operating requirements, but the underlying 

principles are relevant across many sectors.

Building A Brand Around An UNDERSERVED MARKET

Find a problem that customers experience repeatedly.
Look for products that are difficult to find, services that are inconvenient or customer needs that existing 
businesses do not address adequately.
Do not assume that every frustration represents a business opportunity. Investigate whether enough people 
experience the problem and whether they are willing and able to pay for a solution.

Step 1: Identify The Gap
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PLAYBOOK

Be specific about who the business serves.
Understand customers’ preferences, purchasing power, habits, priorities and expectations.
A clearly defined customer is easier to understand and serve than an audience described only as “everyone.”

Step 2: Define The Customer

Create a product or service that addresses the identified need.
Consider quality, price, convenience, reliability and the overall customer experience.
The objective is not simply to make a product available. It is to provide a reason for customers to choose it.

Step 3: Develop An Offer That Fits The Market

Determine how the product will be produced, delivered, priced and sold.
Test the assumptions before making major financial commitments. Consider whether the business can generate 
enough revenue to cover its costs and support its long-term objectives.

Step 4: Test The Business Model

Develop a clear brand promise that communicates what customers should expect.
Your brand should have a defined position in the market. Ensure that the product, service and communication 
consistently reinforce that promise.

Step 5: Build A Recognizable Identity

Establish systems for managing finance, inventory, customer relationships, quality and team responsibilities.
Document essential processes so that the business does not depend entirely on the founder’s memory or 
personal intervention.

Step 6: Create Operational Discipline

Monitor more than sales.
Track profitability, customer retention, cash flow, delivery performance, product quality and the customer 
experience.
These measures help leaders distinguish between growth that creates value and growth that merely increases 
activity.

Step 7: Measure What Matters

New products, branches and markets can create opportunities, but expansion should be supported by evidence, 
capital and operational capacity.
Before entering a new market, understand its customers, competition, distribution requirements and regulatory 
environment.

Step 8: Expand When The Foundations Are Ready

As the business grows, identify the responsibilities that should no longer depend solely on the founder.
Recruit people with complementary capabilities, establish clear expectations and create a culture that supports 
accountability and learning.

Step 9: Build The Right Teams

A strong reputation develops when a business consistently delivers what it promises.
Communicate honestly, respond to customers, address problems and ensure that marketing claims reflect the 
organization’s actual performance.

Step 10: Make Reputation Part Of The Business Model

The Playbook PRINCIPLE
Build a business that solves a real problem, earns customer trust and can deliver its promise repeatedly. Scale 
should be the result of a sound business model, not a substitute for one.
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BUILDING BRANDS, SHAPING NARRATIVES 
&  BUSINESS GROWTH - KIMANI PATRICK

In a business environment where attention is increasingly difficult to secure and trust takes time to build, 
Kimani Patrick is part of a generation of business leaders working at the intersection of communications, 
brand positioning and enterprise growth.

As Chief Executive Officer of The Carlstic Group Limited, Kimani leads within an industry that is changing 
rapidly.
Public relations and corporate communications were once commonly understood through media coverage, 
publicity and brand awareness. Those functions remain important, but the expectations placed on 
communications partners have expanded.
Businesses now need to understand their audiences, protect their reputations, communicate their value and 
build relationships that support long-term objectives.
For communications firms, this creates an opportunity to move beyond the execution of individual campaigns 
and contribute more directly to business strategy.
Kimani’s professional positioning within strategic communications and brand development places him in this 
wider conversation about the role of communication in building competitive enterprises.

A New Generation Of Leadership In Communications

Position: Chief Executive Officer
Organization: The Carlstic Group Limited
Industry: Strategic Communications, Public Relations, Brand Strategy & Digital Communications

For many growing businesses, marketing success is measured through familiar indicators: social media 
followers, impressions, publicity and campaign reach.
But visibility does not always translate into opportunity.

1. Seeing Beyond Visibility
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YOUNG CEO OF THE WEEK

Running a professional services company 
presents a different set of challenges from 
running a business that sells physical products.

The value delivered by an agency often depends on 
the quality of its people, the strength of its ideas, the 
reliability of its processes and the trust it builds with 
clients.
Its reputation can be influenced by the quality of 
advice, responsiveness, creativity, delivery and the 
outcomes clients experience.
This makes leadership particularly important.
The chief executive must understand the market, 
develop the organization’s positioning, manage client 

2. Building A Business Around Expertise

A company can attract attention and still struggle to 
convert interest into business. It can invest in content 
without having the internal systems to respond to 
potential customers. It can communicate frequently 
without giving its audience a compelling reason to 
trust it.
The challenge is to connect communication with the 
business outcomes that matter.
A company seeking to enter a new market may need 
to establish credibility with stakeholders. A growing 
brand may need to clarify what distinguishes it from 

competitors. An organization facing reputational 
pressure may need a coherent response that addresses 
concerns and restores confidence.
These challenges require more than attractive 
messaging. They require an understanding of the 
business, its stakeholders and the environment in 
which it operates.
For emerging communications leaders, the 
opportunity is to demonstrate that strategic 
communication can support decision-making, 
reputation and commercial performance.

expectations and build a team capable of delivering 
consistently.
The challenge is to turn expertise into a repeatable 
business offering rather than a service that depends 
entirely on the founder’s personal involvement.
That requires clear processes, defined responsibilities, 
professional development and a commercial model 
that supports sustainable delivery.

www.jujayamedia.co.ke
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Businesses increasingly need communications 
partners who understand commercial priorities, 
stakeholder relationships and reputational 

risks—not merely those who can produce content or 
secure media coverage.
This creates a different standard for agency leadership.
A strategic partner should be able to ask questions that 
go beyond the immediate brief:
•	 What business objective is this communication 
intended to support?
•	 Which audiences influence the outcome?
•	 What do those audiences currently believe 
about the organisation?
•	 What evidence supports the brand’s claims?
•	 How will the business know whether the 
intervention worked?

4. The communication Strategist As A Business Partner

Kimani’s work has also been associated with business 
leadership initiatives, including the CEOs Breakfast 
and SME CEOs Forum.
Platforms that bring business leaders together can 
provide opportunities to exchange experiences, discuss 
challenges and develop professional relationships.
Entrepreneurship is often portrayed as an individual 
pursuit, but businesses operate within networks of 
customers, suppliers, advisers, investors and peers.
Access to relevant conversations can help founders 
encounter different perspectives and learn from the 
experiences of others.

3. The Value Of Business Conversations
For organizers and leaders, however, the value 
of such platforms depends on the quality of the 
engagement. A useful business forum should 
create more than attendance; it should encourage 
meaningful exchange and help participants identify 
practical insights or opportunities.
This is an important consideration for anyone 
seeking to build a community around business 
leadership.

These questions move communication from the 
margins of an organization towards its strategic 
center.
They also encourage clients to evaluate 
communication based on its purpose and outcomes, 
rather than treating every activity as an isolated 
deliverable.
For a growing communications firm, this approach 
can help build stronger client relationships and 
create a clearer distinction between strategic advice 
and routine execution.

Lessons From Emerging Business LEADERS
Kimani Patrick’s professional focus offers several lessons for young entrepreneurs and professionals 
building their own ventures.

First, understand the business problem behind the brief. A client requesting publicity may actually need 
clearer positioning, stronger stakeholder confidence or a more effective customer acquisition process.

Second, build a point of view. Leaders who contribute useful ideas to their industries can develop a distinct 
professional identity beyond the products or services their companies sell.

Third, create platforms that connect people. Business communities can become valuable sources of 
learning and collaboration when they are built around meaningful conversations.

Fourth, connect communication with outcomes. The value of a strategy should be assessed not only by the 
attention it generates, but also by how it supports the organization’s broader objectives.

Finally, keep learning as the market changes. Digital platforms, customer expectations and the business of 
reputation continue to evolve. Leaders must be willing to revisit assumptions and improve their approach.



26 I Conclusion

The Closing
REFLECTION.

The Courage To Build 
What The Market Needs.

Wandia Gichuru’s entrepreneurial journey 
reminds us that meaningful businesses 
can emerge from practical observations 

and a willingness to act.
An initial gap in the market became an opportunity 
to serve customers differently. Customer behavior 
influenced the business model. The company developed 
beyond its original offering, building capabilities that 
connected fashion with manufacturing and retail.
Denri Africa’s story reinforces the same principle 
from another angle. A simple need for laptop sleeves 
became the starting point for a Kenyan bags and 
accessories brand. The product category was familiar, 
but the opportunity lay in understanding customers 
and developing a business around their needs.

Kimani Patrick’s work adds another dimension: 
businesses also need to communicate their value 
clearly, build credibility and develop relationships 
that support their growth.
Together, these stories illustrate that building an 
enterprise is about more than having an idea or 
attracting attention.
It is about identifying a need, creating a solution, 
developing the systems to deliver it and earning the 
trust of the people you serve.
For Africa’s entrepreneurs, there is a wider lesson.
Our markets contain unmet needs, overlooked 
customers and opportunities that can become 
commercially viable businesses. But identifying these 
opportunities is only the beginning.

The work lies in building products people value, 
organizations people trust and businesses that can 
withstand the demands of growth.
The next generation of African business leaders must 
be prepared to learn, adapt, invest in people and make 
difficult decisions when circumstances change.
They must understand that reputation is earned 
through performance, that growth requires discipline 
and that a compelling business story becomes more 
powerful when supported by real value.

The question is not merely what founders 
want to create.
It is what problem they are prepared to 
solve, what value they are willing to deliver 
and what kind of institution they want to 
leave behind.
Because in the end, the most enduring 
businesses do more than sell products or 
services.
They create value, build trust, generate 
opportunities and open possibilities for 
others.

About THE CEO FILES
The CEO Files is a weekly business, leadership 
Jujaya Media publication documenting the 
journeys, decisions and lessons of business 
leaders, entrepreneurs and emerging executives.
Through leadership profiles, practical business 
insights and perspectives on enterprise, we aim 
to make the experience of business leadership 
useful to a wider community of founders, 
professionals and decision-makers.
Our editorial focus goes beyond titles and 
achievements. We explore the ideas, choices, 
disciplines and challenges that shape businesses 
and the people who lead them.
From established enterprises to emerging 
startups, we believe Africa’s business stories 
deserve to be documented thoughtfully, 
examined critically and shared in ways that 
contribute to the continent’s entrepreneurial and 
leadership culture.

The Bigger
PICTURE!

The next generation of African business leaders 
will need to combine entrepreneurial ambition 
with an understanding of how trust, reputation, 
technology and relationships influence 
commercial performance.
Kimani Patrick’s work at The Carlstic Group 
places him within this important conversation.
His professional journey highlights an 
opportunity for emerging leaders: to build 
businesses that do more than provide a service—
to develop expertise, establish a clear market 
position and contribute ideas that help shape 
how an industry thinks about its challenges.
For young leaders, the objective should not 
simply be to become visible. It should be to 
become valuable.
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