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As we get into gear for the long year ahead, it is my pleasure to wish 
you and your families a happy and prosperous New Year.

Looking back at the past year 2012, we made tremendous progress 
in all aspects of the business covering the upstream oil and gas ex-
ploration, midstream petroleum infrastructure development and the 
downstream petroleum marketing. We also excelled in staff develop-
ment and employee welfare as well as in community and stakeholder 
relations through our various Corporate Social Responsibility (CSR) 
and Sponsorship programmes.

Upstream oil and gas exploration
In the last half of 2012, we strengthened our direct participation in 
oil and gas exploration by completing FTG survey jointly with the Ja-
pan National Oil Corporation (JOGMEC). This happened in the wake 
of major oil and natural gas discoveries in Kenya during the year fur-
ther strengthening our resolve to become the first indigenous Kenyan 
company to make a discovery.

The ambitious digitization of Kenya’s oil and gas exploration data 
project which we commenced in 2010 is now complete. The online 
system is currently undergoing checks and tests before we launch it 
officially for public access. Once unveiled, the project is expected to 
drastically enhance revenue generation from access and use of the 
data.

With the recent oil and gas discoveries and growing public interest in 
the petroleum sector in the country, our plan for this year is to engage 
in thought leadership processes especially in regards to managing 
public expectations. We are therefore working on a stakeholder en-
gagement initiative through which we seek to enhance public aware-

ness in the upstream sector. The programme will involve a series of 
meetings with identified stakeholders to discuss a number of topics 
among them petroleum revenue sharing, petroleum infrastructure 
development and the need for local content. 

By leading the thought process and shaping public opinion in oil 
and gas exploration, we will be positioning National Oil as a lead 
agency and market leader in Kenya’s petroleum sector.

Petroleum infrastructure development
We attained major milestones in the midstream petroleum infra-
structure development during the last half of 2012. On the SBM 
project, we finalized the feasibility study and are currently procur-
ing a public transaction advisor an a PPP partner to do the project. 

Downstream marketing of petroleum products
In 2012, the key focus in the downstream segment of our business 
was the acceleration of the ongoing retail network expansion with 
an immediate aim of hitting the 100 stations tally before close of 
the year. This came to pass and by close of the year last December, 
we were at 100 stations which is a commendable feat. We also fo-
cused keenly on the innovation and unveiling of new products and 
services to serve emerging and existing petroleum energy needs. 
As I have mentioned before, having an expanded market presence is 
not a guarantee of sustained business and therefore we need to deep-
en our customer engagement activities especially the cultivation of 
a customer focused service culture across the board. The overriding 
objective for us should be ensuring a great customer experience at 
all times.

CEO’s Message

Message from the CEO

Ms. Sumayya Hassan-Athmani, National Oil Chief Executive Officer
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number of new engagements. The Greenhouse project is now in its 
third year of implementation and is already transforming lives of 
beneficiary communities in unprecedented ways.

One of our biggest CSR projects last year was the partnership with the 
Muslim Education and Welfare Association (MEWA) in the expansion 
of its community hospital in Mombasa. National Oil is facilitating a 
project which is being funded fully by Anadarko Petroleum, an oil and 
gas exploration company working offshore at the Coast.

We closed 2012 in style by posting impressive financial results of 
almost half a billion shillings profits and befittingly, we held our 
end of the year party in a tourist hotel in Naivasha. This was the 
first time in the history of National Oil that a staff party was being 
held over-night at a location out of Nairobi and as you may agree it 
was a party to live for. As I promised in Naivasha, the plan for 2013 
is to have the party in Malindi or an even more fascinating location 
only if we are able double the profits this financial year…and this is 
achievable!

As we settle down into the New Year, it is upon each one of us to 
remain focused on attaining our goals as set out in our performance 
targets. We have no excuse not to attain and where possible surpass 
these targets. For this to happen, we must ensure that we maintain 
the unity of purpose that has sustained our collective efforts this 
far. It is this unity of purpose and the steely will to succeed against 
all odds that will enable us to attain market leadership.

Thank you and have a prosperous 2013.

The launch of Supa Kadogo, the 3Kg LPG cylinder was one of our great-
est achievements in the downstream segment last year. We ran a suc-
cessful multimedia campaign to position it in the market towards the 
end of the year and the uptake is great.

Human Resource Development 
Throughout last year, we worked on strengthening our human resource 
capacity by recruiting and developing talent. Our personnel tally grew 
significantly during the year and as we expand we will keep hiring the 
right talent to drive the business.

Importantly, we initiated an ongoing management skills development 
programme targeted at all cadres of staff. The aim is to equip staff with 
appropriate skills to enable them take up management positions as 
the Corporation expands.

The program facilitated by the Raiser Group and properly titled Lead-
ing High Performance Teams was first introduced to members of the 
management team but has since been cascaded down to middle and 
entry level management staff. Apart from preparing the next crop of 
top managers, the training is targeted at enhancing the performance 
of the Corporation.

The attainment of the upgraded PC7A classification status by the 
Corporation and the attendant perks is one of the most celebrated 
achievements of 2012. The process of getting to PC7A was long and 
its eventual attainment marked a new beginning for National Oil. With 
it, we now have a new and enhanced remuneration structure in place 
and a harmonized scheme of service for all of us. With these enhanced 
terms, it is now upon us to double our efforts and ensure that we are 
more productive going forward.

Community engagements
In 2012, we continued to be deeply involved in the lives of our host 
communities through our various CSR and sponsorship initiatives. We 
intensified the Greenhouse for Schools Project as well as initiated a 

CEO’s Message

National Oil Board of Directors and Staff in a group photo at the 2012 Nairobi International Trade Fair
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Downstream

The acceleration towards the attainment of downstream market lead-
ership reached a new height with the attainment of the 100 service 
stations tally in December 2012. From a paltry 6 petrol stations in 
early 2007 to the current count of 102 stations, National Oil is easily 
one of Africa’s fastest growing oil companies. 

In the current 2008 to 2013 strategic plan, the corporation makes a 
commitment to rapidly expand the retail network to 165 and is stop-
ping at nothing to achieve. Over the last four years of the current 
strategic plan, National Oil management has instituted a number of 
measures towards the realization of this goal among them the estab-
lishment of a Network Expansion Unit within Marketing Department 
with an express mandate of growing the network. 

The drive to grow National Oil’s retail net-
work to cover the entire country is part of the 
process towards the realization of the Corpo-
ration’s key mandate of stabilizing petroleum 
supply in the country. 

Headed by marketer Millicent Munene and supported by Kenn Choreh 
and Jackson Ingolo the network expansion team is a rapid response 
unit involved in the  identification of sites for station development 
and/or stations for takeover, conducts due diligence on the identified 
properties, and oversees the development of the stations or their ac-
quisitions. This core team is supported by engineers from operations 
department and staff from other support departments in the corpo-
ration including procurement to ensure conformity to internal and 
international standards and laws as established.

Alongside the efforts being undertaken by the Network Development 
unit, the Operations Department is actively involved in the retail net-
work expansion by playing its traditional role of developing flagship 
stations. Flagship stations are large strategic stations done to accom-
modate more than just the marketing of 
petroleum products and are structured 
to include non fuel business lines such as 
large car wash services, shopping malls, 
eateries, banks et cetera. 

In as much as the Network Development 
unit is involved in the development of 
flagship stations especially in the identi-
fication of land for development of such 
stations; its main mandate is in the rapid 
development of medium capacity stations 
in high potential but un-served parts of 
the country. 

The focus for the Network Development 
unit, popularly known to many as the 
Kanga Team, is the establishment of Na-
tional Oil service stations in every county 
in the country with a keen focus on high 
potential rural shopping centres. These 
rural areas were originally shunned by 
multinational oil majors that previously 
dominated Kenya’s petroleum marketing A section of the new National Oil Tigoni Service Station in Limuru, Kiambu County.

Service stations counter surpass 100 as Supa Kadogo
enters the market

By Jane Njoroge
Sales & Marketing

business. However, due to changes in the petroleum market environ-
ment over the last couple of years especially the 2010 changes in 
the pricing of petroleum products, these rural areas have become lu-
crative petroleum market and the multinationals are streaming back 
into these areas in their numbers.

The drive to grow National Oil’s retail network to cover the entire 
country is part of the process towards the realization of the Corpora-
tion’s key mandate of stabilizing petroleum supply in the country. 
By having its presence in every county in the country, National Oil 
believes, it will be able to assure Kenyans of a steady supply of clean 
and high quality petroleum products at highly competitive prices. 
With a growing national retail network, National Oil is increasingly 
able to influence access to affordable petroleum products by Ke-
nyans which is, on many occasions, priced below the market by a 
considerable sum.

Alongside the ongoing retail network expansion efforts, the Corpora-
tion has unveiled Supa Kadogo, the 3Kg LPG cylinder that is targeted 
at the low end of the cooking gas consumer market. The first batch of 
30,000 cooking units of Supa Kadogo were officially introduced into 
the market in October 2012 and received with a lot of excitement by 
the consumers.

Considering that Supa Kadogo is a new product and a first of its kind 
in the Kenyan market, the product was allowed a one month period 
of market penetration before a mass media campaign to position it 
was undertaken to coincide with the December festivities which are 
generally a high gas consumption period.

During the months leading up to the official entry of Supa Kadogo 
into the market, a series of successful SupaGas mass media sales 
promotion activities were undertaken mainly aimed at pushing slow 
moving stocks of the product were undertaken during Easter and Ra-
madhan seasons.

Following in the same interest of serving the mass market, the Lubri-
cants team is working on a low tier brand of diesel and petrol engine 
lubes expected to be in the market within the first quarter of 2013. 
Plans are also afoot to re-launch the entire Supa range of lubricants 
with a keen focus on the below the market direct customer engage-
ment, a process that has been preceded by the recent successful re-
cruitment of lubricants promoters to stationed across the country. 
The new recruits have already been trained and deployed to prepare 
the ground for the re-launch and initiate a number of direct customer 
engagement activities.
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National Oil working to shift Kenyan masses to LPG use

National Oil followed up the launch of the skid unit with the recent 
roll out of its 3 kilogram LPG cylinder dubbed Supa Kadogo. Supa 
Kadogo is aimed at reducing the uptake costs of LPG usage by pro-
viding cylinders and accessories at affordable prices. The high cost of 
LPG accessories including cylinders, burners and lighting units have 
been a major hindrance in the efforts by the Government and other 
stakeholders to promote LPG as a cleaner and environmentally friend-
ly source of domestic energy. A complete Supa Kadogo cooking unit 
which includes cylinder, gas and burner is available at all National Oil 
service stations across the county for Ksh. 2,910.

Alternative distribution of LPG
Distribution of LPG to reach all corners of the country has been a ma-
jor setback in the ongoing efforts to promote its use.  National Oil is 
addressing this challenge with a new distribution model where the 
product is supplied directly to the consumers. In partnership with Eye 
Kenya, a Non Governmental Organization (NGO) working with youths 
in informal settlements, National Oil has identified a number of youth 
groups whom it supplies the LPG in bulk. These youth groups then 
resell the gas directly to the consumers. This distribution model sig-
nificantly cuts down the supply chain thus reducing the cost of the 
product sold to the end consumer.

Periodically, National Oil reviews its LPG pricing by offering irresist-
ible discounts on gas and accessories especially during special sea-
sons such as Easter, Ramadhan and Christmas. Last year, the corpo-
ration ran three successful SupaGas discount campaigns during the 
Easter period, the holy month of Ramadhan and Christmas . Compared 
to the other LPG brands in the market, SupaGas remains fairly priced, 
a strategy that National Oil continues to employ in pursuit of its ulti-
mate objective of shifting Kenyan masses from biomass and kerosene 
energy to LPG use.

National Oil is aggressively working on a number of projects aimed at 
fishing Kenyan masses out of the use of biomass and kerosene as the 
main sources of domestic energy and elevating them to the use of the 
environmentally cleaner and safer Liquefied Petroleum Gas (LPG).

National Oil unveiled its SupaGas brand of cooking gas in 2008 and 
has since followed up its introduction with a series of planned prod-
uct development activities aimed at ensuring that LPG is available 
to the majority of Kenyan consumers especially those at the tail end 
of the consumer index.

SupaGas has since its inception stood out as being fairly priced, well 
distributed and easily accessible cooking gas product in the Kenyan 
market. This has led to rapid growth in its brand equity and in less 
than three years of its market presence, SupaGas has become one of 
the most visible brands in the country. Its inland market share has 
also grown significantly to rival some of the well established brand 
names in the country.

Kenya’s latent demand for LPG is variously estimated at between 
200,000 to 300,000 Metric Tonnes per annum. However, this high 
demand of the product is curtailed by a number of setbacks mostly 
associated with inadequate inland storage capacity. Lack of ade-
quate storage has resulted to frequent product supply disruptions 
and high costs of the product. The current average cost of a kilo of 
LPG in the country is variously estimated at Kshs 160, a price that is 
way above what most Kenyan consumers can afford. 

LPG skid unit and Supa Kadogo
To address the low uptake of LPG in the country, National Oil has 
unveiled a number of initiatives aimed at ensuring that LPG is not 
only affordable but also accessible to the masses in quantities they 
can afford. In 2011, National Oil launched the LPG skid unit which is 
a mobile refilling plant. The unit is the first of its kind in Kenya and 
has capabilities to refill quantities of as low as one kilo of gas into 
existing cylinders. The plan by National Oil is to set up several skid 
units in strategic locations across the country to serve cooking gas 
consumers in their localities. National Oil has identified these loca-
tions and is currently fast tracking the installation of the facilities.

“Kenya’s latent demand for LPG 
is variously estimated at between 
200,000 to 300,000 Metric Tonnes 
per annum.”

Downstream

Silas Kabue of Sales & Marketing explains a point to a customer during the ASK Show.

By Temesi Mukani
Corporate Affairs
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Featuring for the first time at 
the annual Nairobi International 
Trade Fair (NITF), the National Oil 
team put up an exhibition never 
seen before complete with two 
mobile petrol stations, one fully 
set up and selling outside the 
showground and another on dis-
play inside.

It was a first not just for National 
Oil but a great shocker for many 
show goers who for once were 
assured of fuel at the Show and 
could relax and enjoy the items 
on display without worrying of 
running out of fuel.

Encouraged by the CEO and led 
by the Sales and Marketing Man-
ager and the Operations Manag-
er, a team drawn from Marketing, 
Operations and Corporate Affairs 
worked round the clock to piece 
together an amazing exhibition 
that won praise and recognition 
from show goers and organizers 
alike.

Initially, it sounded unimagi-
nable to put together an award 
winning exhibition let alone set 
up a fully operational petrol sta-
tion in three days. And therefore, 
it had to be the ultimate test of 
will and determination to excel 
and so the team got to work and 
work they did. From clearing the 
ground and moving in the two 
containerized petrol stations, 

to setting up the exhibition area 
everything moved swiftly and 
before we knew it all, everything 
had taken shape.
The team put in the hours and 
it paid off. However, there were 
a few notable sticking points in 
the process and a galore of les-
sons for the team. For starters, 
time was the biggest challenge 
we had to contend with. We had 
three days and three nights ex-
actly to have it all laid out and 
be ready not just for judging but 
also to start selling and so we had 
to move and move we did. The 
station was ready to start selling 
and the exhibition was already 
spruced up ready for judging on 
Monday morning.

The judges came round and ex-
cept for a few notable omissions, 
mostly the unclear representa-
tion of the theme, the judges 
were impressed by our industry 
and creative use of color and for 
our efforts we earned second po-
sition in our category. While the 
judging was going on at the show 
ground, the station outside was 
selling and as word went round 
the number of motorists driving 
into the station grew by the day. 

One notable setback with the 
station though was a failure by 
Kenya Power to provide us with 
steady supply of mains electric-
ity and therefore fearing for the 
safety of our expensive equip-
ment we made a decision to work 
on generator power even if would 
cost us more to do business. And 
so we ran on generator for the 
most part of our one week life at 
the showground.

Inside the showground, our exhi-
bition became a major attraction 
as the week wore on and the big-
gest attraction was the mobile 
service station. 

The containerized station at-
tracted all sorts of visitors in-
cluding curious show goers who 
knew nothing about the oil busi-
ness and were just fascinated by 
the technology on display. Some 
of the visitors could not believe 
it was a petrol station and in-
sisted on taking photos with 
the facility for keeps sake and 
so, the roaming photographers 
made booming business from 
our stand. 

The second group of visitors was 
the oil business magnets some 
of whom insisted on making spot 
payments for the facility. This 
particular group was extremely 
inquisitive and demanded de-
tailed explanations from the 
team on the workings of the fa-
cility and would proceed to the 
station outside the show ground 
to observe the station at work.

Away from the container and its 
thrills, the other two major at-
tractions to our stand were the 
exploration section particularly 
the sample oil from Ngamia I 
drill site and the sofa lounge 
where everyone wanted to re-
lax and cool off after doing their 
rounds. The crude sample was 
particularly liked by a majority 
of visitors many of whom felt 
privileged to smell Kenya’s next 
source of riches. 

A number of visitors too were 
interested in understanding the 
oil exploration process and as 
expected some were interested 
in knowing why prices of petrol 
were going up and yet Kenya 
had recently discovered its own 
oil. Interesting as that question 

National Oil Mobile Service Station the Nairobi International Trade Fair Grounds.

National Oil team pose outside the Mobile Service Station Unit during the ASK Show.

National Oil mobi station main attraction at ASK show

By Tambirai Janda 
Corporate Affairs

Downstream
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may be to those of us in the know 
of how long it will take before 
Kenya tastes its own oil, these 
questions were an eye opener to 
us especially on the aspect of the 
importance of managing public 
expectations as Kenya prepares 
to join the elite list of oil pro-
ducing countries. It downed on 
us that as the lead Government 
agency in petroleum matters, Na-
tional Oil is duty bound to help 
Kenya manage the high expecta-
tions of its eager population as 
the country prepares for petro 
shillings.

SupaGas too made a great attrac-
tion especially for the elderly vis-
itors and unlike the other prod-
ucts, it made spot sales. The new 
3kg Supa Kadogo economy size 
pack attracted a lot interest from 
many of the visitors and contrary 
to the team’s initial thinking that 
it would appeal more to the low 
end consumers, the package ap-
pealed to people from across the 
socioeconomic divide many of 
whom preferred it for domestic 
lighting.

By the close of the NITF, over 
1,000 people had visited the Na-
tional Oil stand and close to 500 
cars fueled at the station, a com-
mendable feat by all standards 
and being National Oil’s maiden 
appearance at the Show, the 
team is now better prepared for 
a second shot this year. For 2013, 
the team is gearing up and unlike 
last time round, the plot is to start 
early. The team is currently work-
ing on acquiring and developing 
a permanent exhibition stand.



From humble beginnings as 
a micro initiative to develop 
entrepreneurship among a team 
of ambitious youths in Siaya 
County, the Kerosene project 
is spreading its wings to touch 
lives across the country.

The project was mooted after a 
study conducted by the Business 
Alliance against Chronic Hunger 
(BAACH) and Entrepreneurship 
for Youth Empowerment (EYE) 
Kenya in 2009 found out 
that building the capacity of 
young Kenyans in business 
entrepreneurship would greatly 
help manage the ever growing 
problem of chronic hunger and 
poverty in parts of the country. 
Siaya County was one of the 
areas surveyed by the study and 
it is here that the project was 
born. 

Project genesis
Following the compelling 
findings, EYE Kenya approached 
National Oil with a business 
proposal to partner on a 
project to help develop 
entrepreneurship among youth 
groups in the areas identified by 
the study. 

At the beginning, it was unclear 
as to how National Oil being an 
integrated oil company involved 
in direct marketing of petroleum 
products through its expanding 
retail network would be involved 
in the project.

After a detailed professional 
review of the petroleum 
supply chain in the country, 
it was established that direct 
distribution of Kerosene to these 
youth groups would greatly cut 
down the long supply chain. A 
reduced supply chain meant that 
the end user prices would be 
reduced by nearly 100 percent. 
And so the project was kicked off 
on a pilot basis in Siaya with just 
a few youth enterprises onboard.

As set up, the project involves 
direct distribution of Kerosene 
to youth groups in 5,000litre 
capacity calibrated trucks 
who in turn sell the product 
to consumers at a reasonable 

margin. The trucks collect the 
product from National Oil depots 
and deliver it to the groups under 
strict quality and quantity controls 
to ensure that no adulteration of 
the Kerosene happens along the 
way and therefore consumers of 
the product are assured of high 
quality Kerosene supplied in the 
right quantities.

Primarily, the Kerosene project 
was started with a short term 
view of stabilizing the supply 
and pricing of Kerosene in low 
income areas of Kenya including 
informal settlements and among 
urban poor populations. 

The objective was to reduce 
the Kerosene supply chain by 
eliminating middlemen whose 
involvement leads to the hiking 
of the price per litre by over 100 
per cent. This objective has been 
revised to give the project a long 
term view of transforming the 
distribution of Kerosene in the 
country.

Since its establishment the 
project has altered how Kerosene 
is distributed in Kenya and a 
majority of the oil marketing 
companies in the country have 
taken up the National Oil model 
of direct distribution. The 
outcome has been significant 
reduction of Kerosene prices in 
these areas by as much as Kshs. 
10 per litre.

Growth
Geographically, the National 
Oil Kerosene project has been 

Kero project spreads its wings to touch lives

By Willie Ndeto
Strategic Planning
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Downstream

growing from town to town 
and from Siaya, the project was 
introduced in Nairobi’s informal 
settlements and low income 
areas including Kawangware, 
Kayole, Kariobangi, and 
Korogocho where the project 
is doing well. The rapid growth 
of the project is as a result of a 
growing demand of the product 
and good will from the market. 
Many of the beneficiaries of this 
project cite fair pricing, supply 
consistency and an assurance of 
high quality product as the main 
drivers of its success. 

The National Oil Kerosene 
project team has intensified its 
engagement with communities 
across the country. Recently 
held a sensitization workshop 
in Bungoma County, Western 
Kenya with a view of introducing 
the project in the region. The 
Western Kenya circuit has 
one of the highest population 
concentrations in the country 
with Kakamega and Bungoma 
being the second and third 
largest counties in the country 
by population size after Nairobi. 
The Kerosene market in this 
region is expansive and thus 
makes it a great hunting ground 
for the Kerosene project.

During the Bungoma meeting 
held on 26 July 2012 and 
attended by over 31 delegates 
drawn from across the region. 
The National Oil project team 
made contact with youth 
and community groups with 
the objective of rolling out 

the project in the region. The 
workshop participants were 
sensitized on the project model 
and given case studies of 
beneficiary groups elsewhere in 
the country whose fortunes have 
been transformed. 

At the close of the one-day 
meeting, a number of youth and 
community groups sought to be 
enlisted on the project. Some 
of the groups that attended the 
workshop have since opened 
accounts and are being supplied.
National Oil recently expanded 
its product offering on the 
Kerosene project to include 
direct distribution of cooking 
gas using its recently launched 
3 kilo LPG cylinders named Supa 
Kadogo. The idea with the new 
addition is to deepen the uptake 
of LPG by this market segment 
by providing the product in 
quantities residents of these 
areas can afford. 

Going forward
National Oil is looking at engaging 
more with the lower end of 
the consumer market through 
an expanded Kerosene project 
and the plan is to introduce the 
initiative to more towns across 
the country. The project team 
is looking at expanding into 
Eldoret, Mombasa, Kisumu and 
Nakuru as well as the remaining 
informal settlements in Nairobi 
in its efforts to cover the entire 
country.

The Kerosene project is 
considered internally by the 
National Oil management as 
being both a corporate social 
responsibility initiative and 
a profitable business venture 
whose successful roll out across 
the country stands to benefit the 
Corporation immensely both in 
terms of financial returns and 
enhanced public goodwill. With 
this knowledge, the corporation 
is working on a series of media 
and on ground customer 
engagement initiatives including 
sports tournaments, road shows 
and workshops to promote the 
project among its target market 
and deepen its uptake. The 
objective is to tap into the highly 
lucrative “Kadogo” economy 
which other consumer products 
have successfully utilized to 
grow their businesses. 
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Just like in any other fast mov-
ing consumer goods business, 
the gap between customers’ 
expectations and levels of ser-
vice delivery in the petroleum 
industry is growing wider by 
the day. Today’s consumers of 
petroleum products including 
fuels, lubricants, LPG and other 
consumables expect personal-
ized, competent service, and they 
want to be able to connect with 
a company at any time, in person 
or virtually, over any communica-
tion channel they want to use.

However, companies are strug-
gling to offer an experience that 
meets customers’ expectations 
at a cost that makes business 
sense. When they fail, enterpris-
es face escalating service costs, 
rock-bottom customer satisfac-
tion numbers, and anecdotes of 
poor service experiences that 
are amplified over social media 
channels and deeply erode their 
brand.

There’s no denying that master-
ing service experience in petro-
leum business is hard. But finding 
innovative ways to enhance the 
end-to-end customer experience 
can help you move the needle in 
a positive direction. 

Marketing communication ex-
perts identify a number of ap-
proaches for businesses looking 
at enhancing customer experi-
ence as a key approach in deal-
ing with competition. These 
approaches include ensuring a 
thorough understanding of your 
customers, aligning service and 
product offering to the brand, di-
versification of customer commu-
nication channels, and a proper 
definition of an efficient custom-
er experience. 

Other approaches include har-
nessing communication technol-
ogy to keep customers informed 
at all times, making customers’ 
experience top-of-the-mind, con-
stant listening to the customer 
and establishing a robust cus-
tomer knowledge management 
system.

Understanding your cus-
tomers
Customers know what good ser-
vice is, and they demand it from 
each interaction, over any com-
munication channel they want 
to use. From available research 
data, customers prefer to use 
the phone, closely followed by 
e-mail and web self-service. The 
younger generation of customers 
is more comfortable using peer-
to-peer communication, social 
networking and instant service 
channels such as chat, so you 
need to make those technologies 
available. You must understand 
the demographics and commu-
nication preferences of your cus-
tomers and ensure that you can 
engage with them in the way they 
want to engage with you.

Align your service offering 
with your brand
It’s important to stay true to your 
brand and design a service expe-
rience that supports your value 
proposition. Customers need to 
know what your company rep-
resents—which is especially im-
portant in today’s message-clut-
tered social media world. 

Don’t offer silos of com-
munication choices
Your service experience should 
allow customers to start an inter-
action over one communication 
channel and complete it over a 
different one. For instance, cus-
tomers should be able to start an 
interaction over the phone and 
follow up with an e-mail contain-
ing more detailed information.

To provide this kind of experi-
ence, channels can’t be imple-
mented in silos. Instead, they 
must be integrated so that agents 
have a full view of all customer 
interactions over both traditional 

and social channels. In addition, 
if a service request has been es-
calated from a web self-service 
session, customers should have 
access to the full session history 
so they don’t repeat questions or 
searches—thereby degrading the 
customer experience.

Define an efficient service 
experience
Customer service staff typically 
do not follow the same regime 
with each customer leading to 
inconsistencies which in turn cre-
ates a high turnover. One known 
solution is to apply business pro-
cess management to a customer 
service offering where customer 
service staff is led through a set 
of procedures needed to resolve 
customer issues and ensure com-
pliance with company policies.

Keep your customers’ 
experience top of mind 
Not all service requests can be 
processed in real time. Some 
need offline research time, while 
others, such as e-mail requests, 
may have built-in delays. It’s im-
portant to communicate service 
expectations to customers and 
then meet them in order to instill 
a level of trust.

You should also offer proactive 
service to customers, such as ser-
vice alerts and proactive fixes for 
common issues. Let customer’s 
flag conditions for which they 
want to be notified. These com-
munications will help keep cus-
tomers loyal.

Pay attention to your 
knowledge strategy
A good knowledge program is 
a key element of a good service 
experience. A web self-service 
presence is a must, and customer 
service staff knowledge that is 

the same across communication 
channels guarantees consistent, 
accurate answers.
Maintaining relevant knowledge 
is an ongoing task. One approach 
is to allow your customer service 
staff to flag inaccurate or incom-
plete content. Another is to use 
automated tools that push the 
most frequently accessed con-
tent to the top of FAQ lists. 

Leveraging on technology
Another common strategy is to 
make forums available for peer-
to-peer communication, letting 
customers help themselves and 
deflecting inquiries from the 
contact center. Unresolved is-
sues can be escalated to custom-
er service staff, and discussion 
threads can be recommended for 
addition to the knowledge base. 
This is a successful strategy that 
has been perfected by the busi-
ness process outsourcing firms.

Listen to the river 
Gather customer feedback af-
ter every interaction and ask 
open-ended questions to solicit 
honest opinions. Append feed-
back forms to all user-viewable 
knowledge base content. Let 
user’s rate solutions and use this 
collected feedback to optimize 
the service experience.

In addition, monitor customers’ 
sentiments over social channels 
such as Twitter and Facebook. 
Then use their opinions to see if 
you can improve your products, 
services and processes.

As National Oil establishes itself 
as a customer centered business, 
these innovative strategies can 
help the corporation engage in 
a winning customer service re-
lationship. But it’s essential to 
monitor successes and failures, 
and have an ongoing dialogue 
with the customers. 

Listening to the sound of the river

By Stephen Wambugu
Sales & Marketing

Downstream
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Most often, those of us in 
marketing and particularly in 
customer service are reminded 
that “the customer is King”. This 
may be true, looked at in passing. 

The statement customer is king  
has now become a business cliché 
of some sort may not mean much 
but considered incisively, the 
statement connotes the fulcrum 
upon which the whole customer 
service business revolves.

In as much as much as it is a 
business fact that how customers 
are attended to may make or 
break an enterprise, it is also 
true that there are customers out 
there who however good you try 
to be with them, they will always 
find a way to fault your service at 
all costs. How then do we handle 
such stubborn customer? Do 
we sit back or adopt a straight 
jacket approach and make them 
conform or better still, do we 
make ourselves flexible enough 
to realign our service to meet 
their demands some of which 
may be way out –of line?

Make friends
From my many years dealing with 
customers, I advise friendship as 

the best strategy of disarming 
stubborn customers. This 
strategy works well when from 
the first interaction; you make the 
customer feel valued. The basis 
of my kind counsel is that every 
one of us desires to be treated as 
important. To deal successfully 
with difficult customers, good 
customer service must entail 
making and sustaining mutual 
friendship between the service 
provider and the recipient.

Employ tact
Generally, dealing with stubborn 
customers requires tact. It 
requires that the service provider 
goes beyond the call of duty 
to establish an understanding 
with recipients of their service. 
As much as there is no script of 
what not to do when dealing with 
customers, there are things when 
done or if avoided will reduce 
chances of customers being 
difficult. Here are some tips on 
how to take care of difficult 
customers;

Never argue 
There is an old saying within 
marketing circles that you never 
win an argument with a customer 
because the customer has the ul-
timate final word and may opt to 
take his/her business elsewhere 
forever. This is true; remember 
too that customers, even if their 
complaints are unreasonable, 
have options of lodging their 
complaints with regulatory au-
thorities or even the media. Re-
sponding to the resulting inqui-

ries from these third parties can 
be time consuming, costly and 
embarrassing to your company. 
Being involved in such an out-of 
-control situation won’t do you 
any good either.

Being right is a lot less 
important than being suc-
cessful. 
It is an unwritten rule in customer 
service that in whatever 
interactions we have with 
customers, the driving force 
behind our every action should 
be to attain desirable results. 
This goal should supersede any 
considerations including pride or 
ego. When dealing with difficult 
customers, the desirable result 
should always be to defuse the 
customer’s anger, resolving 
the problem and keeping the 
customer. The biggest mistake we 
make while attending to difficult 
customers is making them feel 
foolish by acting knowledgeable. 
Such should be avoided if any 
meaningful gains with difficult 
customers have to be made

Be an active listener.
It is widely acknowledged 
that good listeners make good 
customer service personnel. 
Make the customer tell his/
her whole story with minimal 
interruptions. This is however 
easier said than done because 
listening and not talking back is 
one of the most difficult balances 
to attain. When listening a 
minute may seem like an eternity 

and such a distorted sense of 
time creates impatience. Active 
listening means being visibly 
interested in what the customer 
is saying. Customers consider 
the physical demonstration of 
the interest and concern as a 
show of respect. This feeling in 
turn makes the customer feel 
important.

Adapt to the customer’s 
personality style. 
Every individual has his/her own 
unique personality traits shaped 
by nature, Nurture and genetics. 
For instance, while some people 
are logical and analytical others 
are emotional and hurried 
bottom line thinkers. When 
dealing with logical people, it 
is advisable that we concern 
ourselves more with both facts 
and details while when in contact 
with emotional customers, 
the trick is to focus more on 
facts and shed unnecessary 
details because  they tend to 
be naturally impatient. Simple 
things like dress code, manner of 
speech and presentation that will 
help one determine a customer’s 
personality style.

In parting, it is important to 
note that even the kindest of 
customers can turn difficult if 
their concerns are not attended 
to as expected. Being vague 
and non committal on the part 
of the service provider creates 
uncertainty which in the long run 
makes the customer angry.

Managing difficult customers

By Sammy T. Tirop 
Sales & Marketing

Downstream
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National Oil is stopping at nothing in ensuring that its brand stands 
out in a fast crowding petroleum marketing business in the country 
and the recent inauguration of the in-house branding team is a 
demonstration of this resolve.

With a growing retail network of over 100 service stations spread 
across the country, it was becoming untenable for the Corporation 
to continue relying on the services of outsourced branding suppliers 
in maintaining a fresh look of its installations especially the petrol 
stations. 

Since it went downstream proper in 2008, National Oil had relied 
solely on external suppliers of branding services and justifiably so 
because then, the network was too small to vouch for an in-house 
dedicated branding team. In fact in 2007, the corporation had a pal-
try six stations but over the last four years or so, the corporation has 
grown its retail footprints several folds creating the need for an in-
house team to directly undertake branding works as well as super-
vise branding contractors executing large projects.

With an expanded network, the few contractors competitively 
sourced on the basis of their understanding of the National Oil’s 
brand values were getting overwhelmed by the amount of work for 
their undertaking and branding projects were unnecessarily taking 
long to be completed. This was a major concern for National Oil man-
agement which also noticed that because of their varied approaches 
and interpretations of the National Oil brand book, the contractors 
were deviating from the brand norms. The most problematic was the 
attainment of the right National Oil green color. Lack of brand harmo-
ny for National Oil outposts had therefore become a major concern 
for the entire Corporation. Brand inspection reports by various line 
departments including corporate affairs, sales and marketing, and in-
ternal audit produced similar outcomes and to address the concerns 
sustainably, management settled on the option of setting up an in-
house branding team to co-ordinate all branding activities.

In January 2012, the National Oil in-house branding team was inau-
gurated. The team led by a civil engineer and composed of several 
experienced artisans was given an express mandate to come up with 
a proactive plan to ensure that National Oil stations across the coun-
try maintained a uniform sharp look in conformity with the corporate 
brand book.

The team immediately got to work and as they mapped out the re-
gions to establish areas that needed quick attention, management 
quickly put together a budget for the team and sourced supplies for 
their use. After a careful assessment of all the regions, it was agreed 
that service stations in the Coast region were worse off than the rest 
of the country and needed rapid action. The team therefore set off 
for their first assignment in Mombasa and for over a month, the team 
worked tirelessly and by the time the team left the Coastal city, all 
the stations in the region were spotting a fresh look. 

From their experience working on projects in the last year, the team 
has identified a number of areas in addition to branding that they can 
do with a little bit of capacity building. They identified the need to 
be able to do basic civil and mechanical repairs as well as electrical 
fittings for maximum impact. They therefore sought for more sup-
port from management especially in the procurement and stocking 
of equipment and supplies to enable them undertake their expanded 
scope of works. Management is currently working on a number of 

Inhouse team going for brand enhancement

By Silvester Kimani
Operations

approaches to support the team’s activities and one of the expected 
additions to the team’s arsenal is a pick-up truck to enable them move 
basic supplies. 

The establishment of an in-house branding team comes at the right 
time for National Oil especially with the ongoing rapid retail network 
expansion to cover the entire country. The expanded network requires 
focused attention to ensure that the corporation maintains a competi-
tive corporate brand identity. A majority of National Oil’s stakeholders 
including staff and business partners agree that the establishment of 
the in-house branding unit has led to an improvement in the brand out-
look of National Oil stations especially in areas the team has covered.

Just recently, National Oil attained the Superbrands status for being 
one of East Africa’s most visible brands in the petroleum sector and the 
work being undertaken by the in-house team will without doubt earn 
the corporation more accolades going forward.
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National Oil now a Superbrand

National Oil is now firmly one of East Africa’s leading corporate brands 
with the recent attainment of the Superbrands status. The realization 
of the new brand status comes in the wake of a number of marketing 
and brand communication activities geared towards enhancing the Na-
tional Oil corporate brand and its various product and service brands 
including SupaGas, SupaCard and Supadel.

Leading up to the award of Superbrands in November 2012, the Na-
tional Oil corporate affairs and marketing departments had intensified 
customer engagement and brand promotion initiatives. The essence of 
these activities that included sustained mass media advertisements, 
various public relations engagements, and sponsorships were to en-
hance the equities of the various brands. The teams have also been 
actively involved in the below-the-line consumer interactions includ-
ing sales promotions and direct marketing.

Brand equity has over the years become 
a key determinant in the marketing of 
petroleum products because generally, 
petroleum products including motor 
oils, lubricants and cooking gas are ho-
mogeneous products sourced and re-
fined commonly. The products are also 
transported using the same means, in 
most cases through the pipeline and 
only attain brand uniqueness once they 
are with the marketer. This explains why 
brand equities of the various marketers 
are a critical determinant in the compet-
itive business of marketing petroleum 
products.

Motorists and general consumers of 
petroleum products including indus-
trial customers are drawn to a particular 
brand of the petroleum products partly 
because of how well the brand is known to 
them. Brand awareness is therefore 
a key consideration in the marketing of petroleum products and com-
panies have over the years invested heavily in brand promotion activi-
ties with a view of developing strong and easily recognizable brands. In 
Kenya, the importance of the brand as a marketing tool for petroleum 
products got a new importance with the introduction of pump price 
controls sometime in 2010.

Prior to the current petroleum pricing regime where the Energy Regu-
latory Commission (ERC) is mandated by law to fix retail prices of mo-
tor and domestic petroleum fuels including diesel, super petrol and 
kerosene, every mid-month, petroleum marketers enjoyed the liberty 
to  freely post prices based on their own calculations. What this meant 
was that competition for customers was based mainly on price differ-
ences. Under the current regulated pricing environment, competition 
for consumers and ultimately market share has shifted from price as 
the main factor to brand equity as a key consideration. This may ex-
plain why in the recent past, oil companies in Kenya including National 
Oil have come up with all sorts of marketing communication initiatives 
among them mass media campaigns.

Superbrands is an international listing of top brands arrived at after 
research and judgment by a panel of renown brand managers and 
champions drawn from private and public practice.  The  East African 

chapter of Superbrands covers Kenya, Uganda, Tanzania, Rwanda & Bu-
rundi where top brands are identified, recognized, awarded and a book 
written about the exceptional ones. By creating more awareness on 
East African brands, Superbrands provides marketing and brand man-
agers in the region with critical information for bolstering their brand 
development strategies.

To be listed as an East African Superbrand, National Oil fought off fierce 
competition from over 2,200 brands shortlisted in the first round of 
eliminations to emerge in the initial list of 700 brands that were sub-
jected to a consumer survey by research firm TNS-RMS. During the 
consumer survey, brands were scored on the key parameters of mar-
ket dominance, longevity, public goodwill, customer loyalty and mar-
ket acceptance. Most importantly, participating brands do not need to 
apply to be considered nor do they pay to be sampled. The bi-annual 
selection is independently overseen by the UK based Centre for Brand 
Analysis and the brands chosen by the East African public through the 
brand survey.

Considering that Superbrands is the world’s largest independent arbi-
ter of branding that identifies and pays tribute to exceptional brands 
by recognizing, rewarding and reinforcing leading brands from all over 
the world. The Superbrand status strengthens National Oil’s brand po-
sition, adds prestige and sets the brand way above its competitors.

Speaking during the brief award pre-
sentation ceremony held at head office, 
National Oil CEO noted that the push 
for attaining the Superbrands status 
is part of the wider corporate strategy 
to grow the National Oil brand equity 
as a key consideration in the journey 
towards the realization of downstream 
market leadership as envisioned in the 
current strategic plan. The CEO chal-
lenged the various product brand man-
agers namely SupaCard, SupaGas and 
Supadel to start working on ensuring 
that their individual brands attain Su-
perbrands status independent from the 
National Oil mother brand. 

Superbrands is present in over 90 coun-
tries globally including all the key inter-
national markets and the attainment of 

the Superbrands status by National Oil is a 
good starting point in National Oil’s ongoing efforts to strengthen its 
export business line and the planned expansion into the region. Going 
forward, National Oil products, brand and marketing communication 
materials, including product packs and press adverts will include the 
highly recognizable Superbrands seal of quality, reliability and distinc-
tion. 

In addition to the listing of National Oil in its widely circulated regional 
top brands handbook for two years, 2013 to 2014, Superbrands East 
Africa will also conduct quarterly CEO level meetings where top execu-
tives in the market will be brought together to deliberate on factors 
that impact on their brands with a keen focus on the changes in their 
operating environments. Also, Superbrands East Africa is continuously 
engaged with the media in the region to increase their understand-
ing of the region’s Superbrands with a view of increasing their market 
presence beyond their traditional markets.

National Oil is working on enhancing equities of its corporate and 
various product brands and has lined up a series of brand and mar-
keting communication activities going forward. Furthermore, National 
Oil management is piecing together a comprehensive personal brand 
management and grooming course for all levels of staff so as to align 
personal growth to the organizational brand growth.

By Temesi Mukani 
Corporate Affairs

National Oil CEO Ms. Sumayya Hassan-Athmani receives the Superbrands 
certificate from Jawad Jaffer of Superbrands East Africa.
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In June 2012, National Oil man-
agement hosted senior busi-
ness editors and middle level 
media managers from local and 
international media houses for a 
breakfast meeting at Hotel Inter-
continental where a number of 
industry issues were discussed.

Led by the CEO Mrs. Sumayya 
Hassan-Athmani, the National Oil 
management team took the jour-
nalists through several successes 
the Corporation has achieved in 
the recent past including the on-
going rapid retail network expan-
sion programme, the growth in 
National Oil’s product portfolio 
and petroleum industry outlook 
in the wake of the ever changing 
international fuel prices.

The main focus of the meeting 
was to sensitize business editors 
and middle level media manag-
ers on National Oil’s strategic 
petroleum projects including 
the ongoing feasibility study for 
the development of Kenya’s first 
floating jetty known in the in-
dustry as a Single Buoy Mooring 
(SBM) and the proposed devel-
opment of the country’s 90-day 
strategic petroleum reserves. 

In her address, the CEO made 
highlights of a number of mile-
stones the corporation had made 
in the recent past. On the SBM 
project, the MD mentioned that 
the project was mooted after a 
detailed assessment of the cur-
rent supply chain identified the 
current fixed petroleum jetty as 
being overly constrained. De-
murrage charges resulting from 
long delays of petroleum vessels 
before discharging makes a sig-
nificant cost on the local pump 
prices.

Most importantly, the CEO men-
tioned that once complete, the 
floating jetty which will be con-
structed at an estimated cost of 
over 500million USD on a public-
private partnership or public-
public partnership (PPP), will 
greatly enhance the efficiency 
of loading and discharging of 
petroleum products at the port 
of Mombasa and consequently 

position the Kenyan Coast as a 
key petroleum trading hub on the 
East Coast.

Mombasa is strategically posi-
tioned to serve East Africa cov-
ering Kenya, Uganda, Rwanda, 
Burundi, South Sudan and East-
ern DRC. The central location of 
Mombasa between Durban and 
Djibouti which is roughly half-
way between the key producing 
nations of the Arabian Gulf and 
the consumer markets of the Far 
East gives the Kenyan port an ad-
vantage of becoming an impor-
tant petroleum trading hub akin 
to the roles played by the ports 
of Rotterdam and Amsterdam in 
Western Europe, Fujairah port in 
the Middle East and the port of 
Singapore in the Far East.

On exploration and the recent 
oil and gas discoveries in the 
country, the editors were taken 
through the various milestones 
the country had covered enroute 
to the discovery in March 2012. 
The CEO made highlights of the 
various hydrocarbon bearing 
sedimentary basins in the coun-
try and how the country’s explo-
ration acreage is split into explo-
ration blocks both onshore and 
offshore. She gave key informa-
tion on the exploration process 
covering phases of a typical ex-
ploration and production venture 
including the massive financial, 
human and technical investment 
needed.

On the important question of 
post discovery management of 
petroleum resources in the coun-
try, the journalists were sensi-
tised on the need for Kenya to 
focus on managing expectations, 
revenue management and capac-
ity building as being key determi-
nants of success or failure in Ke-
nya’s efforts to become a major 
player in oil and gas exploration 
and production following the re-
cent oil discoveries.

The CEO mentioned that as a key 
actor in the social, political, and 
economic wellbeing of Kenya, 
the media has a responsibility 
of ensuring that the newly found 
oil riches do not turn into a curse 
as happened elsewhere in Africa 
and the world. 

The media as a societal watch 
dog and agenda setter needs to 
be proactive in the identification 
and dissemination of factual and 

constructive information to Ke-
nyans without raising expecta-
tions beyond reality. 

On the issue of managing expec-
tations, the CEO mentioned that 
Kenyans ought to be informed 
that it may take upwards of six 
years before Kenyans start enjoy-
ing oil revenues. Kenya’s neigh-
bor state to the West, Uganda, 
which discovered oil close to 10 
years ago but has not started pro-
ducing due to the massive invest-
ments and long lead times need-
ed to prepare for production.

The morning session with busi-
ness editors was punctuated by 
a question and answer session 

where the journalists engaged 
managers on a number of sub-
jects. The editors also gave valu-
able feedback to the National Oil 
management team on how the
Corporation’s business activities 
were publicly perceived.

In her closing remarks, the CEO 
promised to make National Oil 
meetings with business editors 
and media managers a regular ac-
tivity. She also encouraged jour-
nalists to seek clarifications from 
National Oil on issues touching 
on the petroleum sector in the 
country because the Corporation 
is Kenya’s lead agency on petro-
leum matters.

National Oil  CEO Ms. Sumayya Hassan-Athmani makes a point to the editors 

during the breakfast meeting.

Ag. exploration team leader Francis Njuguna explains a point to a journalist 

during the meeting.

National Oil engages business media

By Lucy Njagi
Corporate Affairs
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With the recent completion of 
the feasibility study for the con-
struction of Kenya’s first floating 
jetty known in industry terms as 
the Single Bouy Mooring (SBM), 
the Corporation is readying itself 
for the next phase of the major 
project which is an invitation of 
local and international inves-
tors to partner on Public Private 
Partnership and/or Public Private 
Partnership (PPP) terms .

Preliminary findings of the fea-
sibility study indicate that the 
project conceived in 2008 may 
cost in the range of 513 million 
US Dollars. Once complete, the 
project will include two offshore 
jetties, one dedicated to crude 
and black fuels while the other 
one will be used for loading and 
offloading of white petroleum 
products.

According to the findings of the 
study conducted by Spanish firm 
Alatec Consulting, the new jet-
ties should be located approxi-
mately 2 kilometers offshore 
subject to detailed bathymetric 
studies and soil technical studies 
of the shoreline. The jetty proj-
ect will come complete with an 
800,000MT capacity tank farm 
to be developed incrementally 
starting with 300,000MT.

The SBM’s will be connected to 
the shore by a network of under-
sea pipelines. There will be on-
shore pipelines running for ap-
proximately 16 to 19 kilometers 
to connect to the main pipeline 
at pump station 14.

When complete, the jetties 
are projected to operate at an 
offloading capacity of 5,000M3 
per hour thus greatly reducing 
on the time taken to offload large 
petroleum vessels at the port of 
Mombasa. Currently, National Oil 
management is engaged with a 
number of stakeholders includ-
ing the Ministry of Lands, Kenya 
Ports Authority, Kenya Pipeline, 
Kenya Maritime Authority and 
others with a view of ensuring 
seamless working once the con-
struction of the jetties kick off.

The offshore floating jetty is one 
of the key Vision 2030 flagship 

projects in the energy sector plan 
and is expected to position the 
Kenyan coast especially Momba-
sa as a key petroleum trading hub 
on the East Coast. 

Mombasa is strategically posi-
tioned halfway between oil pro-
ducing countries of the Arabian 
and consumers of the South East 
Asia making it an important point 
for oil traders. The positioning 
of Mombasa as a petroleum hub 
will help spur related economic 
activities such as banking, ship-
ping, marine insurance and arbi-
tration services. These activities 
will help create employment and 
generate wealth for Kenya and 
the region as envisioned in the 
Vision 2030 socioeconomic de-
velopment blueprint.

Most importantly, the SBM proj-
ect is expected to help Kenya and 
the region save in excess of 100 
million US Dollars annual demur-
rage costs charged by ship own-
ers due to delays in discharging 
of petroleum products. Further, 
the infrastructure developed in-
cluding the crude oil tank farm 
will help prepare East Africa as a 
petroleum exporting zone in the 
wake of recent oil and gas discov-
eries in the region.
Kenya currently has one fixed 
onshore petroleum jetty serv-
ing the growing inland demand 
for petroleum products as well 
as serving landlocked countries 

in the region including Uganda, 
Rwanda, Burundi, Eastern Congo 
and South Sudan. The jetty is lo-
cated within the Kilindini chan-
nel which despite the recent 
drenching is still shallow and 
narrow to enable the docking of 
large petroleum vessels known 
in the industry as super tankers.

The Kilindini channel also serves 
other purposes including the 
loading and offloading of dry 
cargo and therefore petroleum 
vessels wait for days and some-
times for months for their turn 
to offload. The channel can only 
accommodate one vessel at a 
time leading to massive delays 
which so often causes disrup-
tions in the supply of petroleum 
products in the country and the 
region.

Lack of adequate petroleum stor-
age facilities in the country has 
been cited constantly as a key 

inhibitor to the growth of the pe-
troleum sector in Kenya and the 
region. The current Kipevu Oil 
Storage Facility (KOSF) and sev-
eral other independently owned 
oil storage depots are highly con-
strained and lack adequate ca-
pacities to accommodate enough 
products to serve the growing 
needs in Kenya and the region 
thus the need to construct the ac-
companying tank farm.

The SBM project is being devel-
oped at an opportune time for 
Kenya and the region following 
the recent oil and gas discover-
ies and is expected to provide 
a major infrastructural boost as 
the region prepares to become 
an oil producer. The enhanced 
storage capacity provided by the 
tank farm and increased speed of 
offloading petroleum products 
will help in the ongoing efforts 
to establish 90-day petroleum 
reserves for Kenya.
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Positioning the Kenyan coast as a petroleum trading hub

By Ken Mugambi
Strategic Planning

A representation of  the SBM

Schematic representation of the strategic positioning of the Kenyan coast for petroleum trading
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2012 National Oil dealers conference & Media Breakfast

National Oil at the 2012 ASK Show

Visit to Ngamia 1 & various downstream activities 

Visit to Korogocho  & Kibra United sponsorship

Journey to Wajir & Police umbrella donation

Pictorial
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Technical solutions must have 
the proper blend of creativ-
ity and practicality and ideas 
should meet a legitimate need. 

Given the products and services 
in the petroleum industry are 
highly specialized and that the 
young people are given little re-
sponsibility in their initial career 
years, crossing the rift can be 
tricky. Instead of being inspired, 
sometimes young people feel 
constrained by the long learning 
curve in the industry. But with 
the recent oil and gas discover-
ies in the country, this is a time 
for young professionals to be 
a source of refreshing insight, 
unique perspectives, and new 
ideas.

One might ask whether a corre-
lation between innovation, cre-
ativity and age exists. For start-
ers, innovation and creativity are 
two very different aspects. Cre-
ativity is largely the generation 
of new ideas while innovation is 
getting value out of those ideas. 
So it is a symbiotic relationship 
in which both qualities are re-
quired for a successful output. 
Several researches have shown 
that although creative output 
and invention varies substan-
tially by age, the peak of produc-
tivity tends to occur between 30 
and 40 years old.

The greatest discoveries of our 
time were made by individu-
als in their mid-20s and 30s. 
Richard Feynman published his 
Nobel Prize winning theory on 
quantum electrodynamics at 31 
years. Albert Einstein published 
his theories of relativity, pho-
toelectric effects and Brown-
ian movement at 26. Neils Bohr 
published his quantum theory 
of atom when he was 28. Much 
closer to the century are inno-
vators of social media including 
Mark Zuckerberg who founded 
Facebook at the age of 23, and 
Larry Page and  Sergen Brin who-
founded Google at 25.

World beating technological in-
novations require serious effort 
and young professionals must be 
ready to take on the challenge. 

Being ready means getting out 
of their comfort zones and in-
vesting their time and resources 
in research. This, the profession-
als of my time are willing to do 
going by innovations coming 
out lately especially in ICT.How-
ever, there is a flipside to this. 

Thinking beyond the paradigm 
is often treated as heresy. While 
young people see change as an 
opportunity to do better, more 
experienced colleagues may 
disagree or even see it as threat-
ening. The experts of a cer-
tain time, who are well trained 
within a certain paradigm, often, 
have severe difficulties looking 
beyond this and when they do 
try to look into the future, all 
they can see is the horizon of 
their own paradigm. 

The seasoned professionals 
have the benefit of knowledge 
and experience but this can also 
inhibit innovation and creativ-
ity as one becomes comfortable 
with status quo, or indeed takes 
on the “learned helplessness” 
that comes from ideas having 
been rejected too many times. 

Young folks often have less 
fear of failure and are generally 
more daring but creativity can 
occur at any age provided the 
ability to challenge and ques-
tion exists.

Importance of the age 
factor
Time is of great essence for an 
innovative generation. Young 
people have no choice but to in-

vest time in understanding what 
needs to be done through aca-
demic studies and hands on op-
erations experience. The amount 
of time spent in an area of inter-
est creates expertise which has 
never, even with the technolo-
gies being developed by 20 year 
olds, been done in hours, days or 
months. It may take years to in-
cubate an innovative idea. 

While creative output is one po-
tential channel through which 
age may impact productivity, it 
may not be the most essential. It 
is not idea creation that matters 
as much as idea adoption. 

Effective innovation is impos-
sible without two ingredients 
– generators and adopters. Idea 
adoption is strongly dependent 
on management and its willing-
ness to support innovation. Im-
portantly, every wonderful idea 
needs a certain degree of sus-
tained patience and persistence. 
The people who have come up 
with the greatest innovations in 
the world attest to the fact that 
at some point in their pursuits, 

they were faced with people and 
institutions that doubted the 
potential of their innovations to 
transform society. This is a com-
mon place happening and for 
one to succeed as an innovator, 
they must remain persistent, all 
the time learning and enhancing 
their ideas from the feedback re-
ceived.

Inculcating a corporate 
innovation culture
The question of a corporate in-
novation culture remains a hot 
issue. It is a subject of public and 
academic discourse that has at-
tracted all sorts of reactions from 
practising managers and man-
agement experts. Culture is vari-
ously defined as a reflection of a 
group’s belief and value system. 
An innovation culture, therefore, 
might be defined as a population 
that understands and embraces 
the importance of innovation. It 
demands that all people in the 
defined group are engaged in in-
novation, not just as a small sub-
set of people who are specially 
trained but collectively.
The culture of innovation in an 

Inculcating a corporate innovation culture

By Silvester Kamau 
Operations

Corporate
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ideal world should be sustained 
at the corporate level. Each com-
pany should create helpful and 
supportive environments for the 
ideas to get started. Programs 
need to be developed to har-
ness, nurture and mature innova-
tive ideas until they are ready to 
be picked up in the mainstream 
of technological developments. 

Both experienced and young 
professionals must be made to 
contribute to the idea pool that 
makes the building blocks for 
the innovation. 

Research shows that while 
young innovators tend to lean 
towards more novel ideas, more 
seasoned folks tend more to be 
more practical and therefore a 
balance of the two often con-
flicting viewpoints must be at-
tained for the development of 
constructive innovations to be 
achieved.

Bridging the gap 
Kenya’s petroleum sector con-
tinues to recruit young profes-
sional who, although motivated 
and technically competent still 
need contact with experienced 
professionals to acquire essen-
tial knowledge and skills. 

Unfortunately and partly due to 
the history and nature of Kenya’s 
petroleum sector, these young 

recruits are not getting proper 
tutelage they require to attain 
adequate understanding of the 
petroleum business. 

The fact that the industry has 
been over the decades domi-
nated by foreign technocrats 
brought in by the now exiting 
multinationals means that a gap 
exists of indigenous experts to 
develop the young entrants. 

Secondly, Kenya’s petroleum 
sector is evolving at an expo-
nential speed making it difficult 
for actors in the sector to keep 
up. For instance, the country 
was little prepared for the re-
cent developments in the oil 
and gas exploration and as a re-
sult, a gap of technically skilled 
manpower that has existed for 
years has now been widened. 
To compound an already want-
ing situation, the few experts 
in the industry have risen to the 
top echelons of the business by 
taking top management roles 
that have distanced them from 
direct interactions with the new 
professionals involved in the 
daily routines of the business. 
This is a problem that affects the 
entire petroleum supply chain in 
the country right from upstream 
oil and gas exploration through 
the midstream petroleum infra-
structure development to the 
downstream marketing of pe-
troleum products. 

Knowledge transfer
Without proper knowledge trans-
fer, valuable lessons learned by 
professionals will have to be re-
learned by the young profession-
als at a point when the sector can 
ill afford the time to do so.

Challenges relating to knowl-
edge and culture transfer are 
not new, nor are they exclusive 
to our sector. Targeted strategies 
are required to achieve effec-
tive knowledge transfer as part 
of new employee training. The 
practice of mentoring is a widely 
adopted and effective strategy. 

In a mentoring program, an expe-
rienced professional “the men-
tor” is assigned to accelerate 
the development of another em-
ployee “the mentee or protégé” 
through advice, guidance, and 
monitoring of their progress. 

Mentoring gives the company a 
way not only to maintain techni-
cal knowledge and expertise but 
also propagate its working cul-
ture and operational philosophy.

Mentoring benefits both the 
mentor and the mentee in many 
ways. For instance, while the 
mentee earns the experience 
and understanding of how things 
are done, the mentor develops 
their communication and leader-
ship skills.

Way to the future
Just like other aspects of human 
evolution, the future success or 
failure of Kenya’s budding petro-
leum sector is firmly in the hands 
of today’s young professionals. 
What it means therefore is that 
petroleum sector stakehold-
ers have no choice but to keep 
investing in their professional 
growth and development. 

A number of proposals have 
been advanced by industry prac-
titioners and human resource 
development experts which in-
clude scholarships, mentorship 
and trainee programmes as well 
as management development 
initiatives must be taken up and 
implemented.

The Government must put in 
place legislations and policy di-
rections on the sustainable de-
velopment   of human resource 
to steer the growth of the petro-
leum sector in the country. 

Alongside the development of 
the technical skills, the focus 
should also be on the develop-
ment of supporting skills such 
as petroleum communication 
expertise, strategic planning and 
legal practice. 

An innovative simple petrol station at Lokichar town in Turkana County

Corporate
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For new comers into the world of 
petroleum business, encounters 
with certain industry terminolo-
gies may be a source of cognitive 
tension and a spur for wanting 
to understand the industry. Gen-
erally, the oil industry is held in 
trepidation by many outside the 
business because of perceived 
complexity resulting from a long, 
winding and detailed supply 
chain.

The oil supply chain is made up of 
four critical stages namely explo-
ration, production, refining, trans-
portation and marketing of pe-
troleum products. It is from these 
four key supply chain nodes that 
otherwise technical terms such 
as upstream, midstream and 
downstream are coined.

Upstream
Upstream lumps together the 
related processes of exploration 
and production of oil and gas. 
Upstream exploration for oil and 
gas is a very technical and scien-
tific process of using technology 
to find oil resources (exploration) 
and bringing the oil to the surface 
using both natural and artificial 
methods. Finding oil and gas is a 
complex set of related activities 
and starts with the identification 
of a prospect or area of interest, 
collecting and evaluating data 
on the potential of availability 
of oil and gas in the identified 
prospect, obtaining the rights to 
drill, drilling wildcat well(s), and 
evaluating the economics of de-
veloping the reserves.

When talking about the upstream 
segment of the petroleum busi-
ness therefore, industry insiders 
simply mean finding and extract-
ing the oil and gas from below 
the ground until it reaches the 
surface and is by all standards, 
the most exciting part of the oil 
supply chain partly because of 
the science involved and the risk 
associated with the uncertainty 
in finding oil and gas in commer-
cially viable quantities

Once a discovery is confirmed 
the process that follows is the 
establishment of commerciality, 

a process that Tullow Oil Kenya 
is currently involved in after the 
discovery in March 2012. The 
process of establishing com-
mercial viability of a discovery 
involves additional drilling of 
several wells to establish the ex-
tend of the oil spread within the 
prospect. This process may take 
several years depending on the 
size of the oil field and just like 
the initial drilling of the appraisal 
well; determining commercial-
ity is a capital intensive exercise. 
Commerciality of petroleum de-
posits is confirmed on account 
of two main aspects namely the 
quantities of the deposits and its 
quality.

Once commerciality of a discov-
ery is established, the next phase 
of the upstream process is pro-
duction which generally involves 
laying down the infrastructure of 

bringing the crude to the surface. 

Oil and gas production only starts 
once the appropriate infrastruc-
ture including a pipeline system 
for transporting the crude to the 
refinery or to the coastline for ex-
port has been established.

The upstream side of the petro-
leum business stops at produc-
tion and then hands over to the 
midstream segment of the busi-
ness which generally consists of 
a number of facilities including 
pipelines for transportation of 
crude and processed oil products, 
refineries for processing crude, 
tanks for storage of crude and 
finished petroleum products and 
other supporting infrastructure 
such as jetties for loading and 
offloading petroleum products 

Upstream,midstream,downstream...the links!
onto and off the ships.

Kenya has had active oil and gas 
exploration calendar since the 
late 1960’s leading to the discov-
ery of oil in Turkana County early 
this year. A number of leading 
international oil and gas explo-
ration companies are currently 
exploring for oil in various re-
gions of Kenya both onshore and 
offshore. National Oil is the only 
indigenous oil company directly 
involved in exploration in its 
Block 14T acreage which it took 
up in 2010. 

Midstream
Just like the upstream oil and 
gas exploration processes, the 
midstream development of pe-
troleum infrastructure is a capital 
intensive and time consuming 
venture that may take several 
years to develop. Midstream pe-

troleum infrastructure is highly 
mechanized and the technolo-
gies involved are elaborate and 
expensive. Shipping and trucking 
of petroleum products is also a 
key component of the midstream 
segment of the petroleum supply 
chain even though shipping has 
over the years developed into a 
highly complex discipline taught 
and managed by experts in the 
maritime transport industry.

Every aspect of the midstream 
part of the petroleum supply 
chain is critical. The pipeline 
system is key in ensuring that 
crude and finished products get 
to either the refinery or the coast. 
The refinery is key in ensuring the 
processing of the crude to create 
other high value petroleum prod-

ucts.

In Kenya, the pipeline network is 
managed by the Kenya Pipeline 
Company (KPC) and is only set 
up to transport finished petro-
leum products inland from Mom-
basa.

Kenya has a refinery in Mombasa 
managed by the Kenya Petro-
leum Refineries Limited (KPRL) 
which refines imported crude. 
Until recently, the refinery was 
a toll refinery but has since been 
converted into a merchant refin-
ery. 

The country has two jetties, one 
for offloading black oils and an-
other for finished products. The 
current jetties are fixed on the 
shore and because of the shal-
lowness of the Kilindini channel, 
large petroleum vessels are un-
able to dock. 

National Oil is currently working 
on developing an offshore float-
ing jetty known as the Single 
Buoy Mooring (SBM). The SBM 
will have the capacity to load 
and offload both crude and fin-
ished products and will be locat-
ed in the sea thus allowing the 
docking of  very large petroleum 
vessels.

The current midstream petro-
leum infrastructure in Kenya suf-
fers massive constraints related 
to capacity and efficiency and 
as the country looks forward to 
joining the league of oil produc-
ing countries, investments into 
petroleum infrastructure will be 
a consideration going forward.

Downstream
The downstream marketing of 
petroleum products primar-
ily involves the distribution and 
selling of petroleum products in-
cluding motor fuels, lubricants, 
LPG and a host of other related 
motor and industrial products. In 
Kenya, the downstream segment 
of the petroleum supply chain is 
the most developed and is char-
acterized by a growing number 
of players including multination-
al OMC’s. 

National Oil is one of Kenya’s 
leading OMC’s commanding a 
sizeable inland market share and 
a growing retail network of over 
100 beautifully branded service 
stations spread across the coun-
try. 

By Temesi Mukani
Corporate Affairs

Upstream
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The exploration process begins 
long before a well is drilled. 
Geoscientists study the subsur-
face characteristics of areas and 
regions using publicly available 
data combined with some pro-
prietary data in the possession 
of or ordered by the oil company. 
These data sources include well 
logs (measurements made within 
wells), and production data from 
old wells which have become 
public record, and two or even 
three-dimensional seismic test-
ing.

Preliminaries
Seismic testing is a key prepa-
ratory stage for drilling and in-
volves large specialized trucks 
moving along the surface to pro-
duce shock waves that bounce 
off rock formations below the 
surface of the earth. The waves 
are captured by “geophones” 
or measurement devices that 
are strategically placed above 
ground. The vibrations are trans-
lated into electrical signals and 
processed for review by geosci-
entists to develop “prospects” 
or targeted areas of interest for 
potential hydrocarbons.

Drilling 
The two primary parties in drill-
ing a well are the operator and 
the drilling contractor. Each party 
has significant responsibilities 
for supplying the operation. The 
drilling contractor is responsible 
for the rig and its crew, and con-
tracts for all rig-associated ser-
vices, including maintenance 
mechanics and electricians, food, 
and first aid for crew. 

The operator, ultimately respon-
sible for the well and the envi-
ronmental condition of the site, 
contracts for all services and 
materials not associated with the 
rig. These services include drill-
ing mud, rental pipe, cement and 
cementing services, evaluation 
tools and services, and logistics 
services. 

The operator will purchase the 
tangible equipment (casing, 

valves, etc.) that will become part 
of the well. The set of companies 
that supply rental equipment and 
services are known collectively 
in the industry as “service com-
panies.” 

After drilling one or more ex-
ploration wells, the information 
gained during drilling is factored 
into the geoscientists interpreta-
tion of the geology and the maps 
or computer models are refined 
accordingly. Reserves are calcu-
lated, production is forecasted 
and the development of the po-
tential “field” is evaluated eco-
nomically. Moving forward with 
development of the reserves 
involves drilling more wells and 
making estimates and plans for 
infrastructure needed to get the 
product to market.

Well development
The decision to further develop 
oil and gas proven by exploration 
wells marks the end of the explo-
ration phase and the beginning 
of the development phase.

Bringing of the oil and gas to the 
surface requires more wells than 
those drilled during exploration. 
Well-drilling during exploration 
is kept to a minimum due to the 
capital intensive nature. The ad-
ditional wells drilled at this point 
in the process are referred to as 
development wells. Some por-
tions of the well pad can be re-
moved and other types of more 
permanent equipment and in-
frastructure are installed to ac-
commodate a more permanent 
operation. 

Completion & produc-
tion
At this point the wells are “com-
pleted” meaning that the final 
equipment needed for the wells 
to produce is installed, includ-
ing the “Christmas tree” – a large 
set of valves on top of the well, 
combined with other equipment 
inside the well. 

Gathering and transmission pipe, 
compressors and related equip-
ment, storage, processing, and 
transportation infrastructure is 
installed at this point to connect 
the field’s production to exist-
ing transportation infrastructure. 
Other needed equipment may 
include heating equipment, me-
tering and control station equip-
ment, or storage tanks. 

Testing & workovers
Petroleum production declines 
over time. After the well has 
been producing for a while, cer-
tain procedures are needed to 
maintain the equipment inside 
the well, evaluate the reservoir 
performance over time, and 
stimulate production. 

Importantly, most of the services 
in exploration are contracted to 
companies that specialize in pro-
viding equipment and expertise 

needed to support the drilling 
and completion of the wells. 
While the oil and gas exploration 
industry is one of the biggest 
economic activities in the world, 
just a few major companies 
dominate the market. The majors 
in this business include Schlum-
berger, Halliburton, National Oil-
well, and Baker Hughes. These 
four companies have annual rev-
enues exceeding $10 billion and 
collectively had annual revenues 
exceeding $60 billion in 2010.

By Michael Kinyua
E&P

Onshore exploration & production, the works!

Upstream



22

HR

22

By Lucy Njagi
Corporate Affairs

October 2012 will without doubt 
remain an important month in the 
calendar of National Oil. It is dur-
ing this month that the much talked 
about and much awaited elevation 
of the Corporation to the PC7A re-
categorization came through.  The 
elevation of National Oil from its 
previous PC7B categorization to the 
new status took over 5 years to come 
through and to many staff who have 
been part of the chase, it was a bravo 
moment.

By all measures, five years of wait-
ing is no short time and during the 
years, the feint hearted had given up 
on the drive for the re-classification 
and had left it to fate. But for some, 
it was aluta continua and their never-
say-die spirit finally paid off.

Categorization of state corporations 
is a function of the State Corpora-
tions Advisory Committee (SCAC) 
under the Office of the President and 
is done to streamline the manage-
ment of state corporations. SCAC is 
guided in its work by the State Cor-
porations Act, Cap 446 of the Laws of 
Kenya and the guidelines on the cat-
egorization of these entities is aimed 
at among other objectives outlining 
the terms and conditions of service 
of top state agencies leadership in-
cluding Chairmen, Members of the 
Board and Chief Executive Officers. 

Most importantly for National Oil 
staff, state corporations are catego-
rized so as to ensure effective and ef-
ficient management and administra-
tion of their payrolls. In this regard, 
the guidelines as issued by SCAC aim 
at creating an enabling environment 
where pay related decisions are 
made within a State approved frame-
work and the ability of the entities to 
foot their wage bills without resort-
ing to Exchequer support.

In one of the circulars available on-
line by the Permanent Secretary in 
the Office of President who also dou-
bles up as Secretary to the Cabinet 
and Head of the Public Service, it is 
indicated that State Corporations are 
also classified to provide a frame-
work for adoption of modern busi-
ness management practices includ-
ing the crafting and implementation 

new entrants. The elevation meant many things 
to different people but importantly, it meant a 
raise in the take home package for all staff. The 
news spread fast and soon, the entire Corporation 
was talking…talking about many things! Perhaps 
one of the questions that rung repeatedly in the 
heads of many of us was the figure or percentage 
by which the pay would go up! It was a question 
that brought reassurance and confusion in equal 
measures. 

To sort out the curiosity, staff came up with all 
sorts of formulae and went about digging infor-
mation from the internet and other unnamed 
sources on what the new status meant. For those 
not versed with application of formulae and 
postulations, the computations  were left to the 
trusted gurus in HR and Finance departments, af-
ter all they had the mandate, with the guidance 
of the management team and the Board of Direc-
tors, to crack the figures and arrive at an agree-
able balance.

Because of the complexity involved in the harmo-
nization of the payroll, the management team led 
by the CEO kept staff informed every step of the 
process including the announcement that our sal-
aries for the month of October 2012 would delay 
by a number of days. The wait was worth it and 
true to the CEO’s word, the new salaries hit our 
accounts on the evening of Thursday, October 31. 

On the morning of Friday, November 1 staff woke 
up to memos in their inboxes detailing the com-
putations leading to their pay increments and as 
is a rule in any fair game, some got more than oth-
ers but the bottom-line is that all of us won.

Done with the details in numbers and explana-
tions of how the final figures had been arrived 
at, staff took time off that Friday afternoon to 
celebrate the new feat with a sumptuous Swahili 
cuisine during which the CEO took time to outline 
the changes taking place in the Corporation.

A cake to celebrate the new status

Excitement as elevation to PC7A comes through

of a corporate strategy with clear well thought-
out business goals, sets of values and objectives 
and a mission, the attainment of which depends 
on the quality of personnel running the Corpora-
tion’s business.  

Overall, the classification of State Corporations 
gravitates around staff and employee welfare es-
pecially remuneration of staff and this explains 
why the promotion of National Oil to PC7A was a 
subject that  generated interesting debates over 
the years.

For five years National Oil waited for the eleva-
tion to PC7A, a lot happened within the Corpo-
ration including massive growth in its business 
portfolio. For instance, the Corporation grew 
from a non-existent player  in the downstream 
marketing of petroleum products to a major actor 
in the segment with a growing network of over 
100 service stations and a complete range of mo-
tor, industrial and domestic petroleum products 
including lubricants, cooking gas and fuel card. 

Over the period, National Oil staff count grew sev-
eral folds and the business environment changed 
significantly. Most notable of these changes is 
the transformation of the Corporation from an 
entity that relied purely on state funding to carry 
out its business activities a few years back to a 
vibrant and properly managed business unit that 
is posting impressive profits year after year. 

With these significant positive changes in the for-
tunes of National Oil , management and the Board 
of Directors felt it proper to have the Corporation 
elevated so as to reward staff for their continued 
efforts in growing the business.

The announcement one October afternoon by the 
CEO that the elevation had finally come through 
was nostalgic for the team that had been part of 
the journey from the start and confusing for the 
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By Cecilia Kalungu-Uvyu
 HR & Admin

Organizations today have access to more 
tools than ever before to help facilitate com-
munication. These tools range from more 
traditional channels, such as print materials, 
team huddles and email, to newer technol-
ogy driven platforms, including blogs, wikis, 
apps and text messaging. Combined, these 
present an array of options for keeping em-
ployees informed, connected, productive 
and engaged. But can there be too much of 
a good thing?

Information overload has become a chal-
lenge for organizations of all shapes and 
sizes. Too much email, communication clut-
ter and conflicting messages are making it 
difficult for many employees to understand 
organizational priorities and focus on the 
work that’s most critical to achieving busi-
ness objectives.

Human resource management scholars and 
practitioners have identified five key areas 
to address to significantly reduce informa-
tion overload in employee communication. 
These five areas include assessing the clut-
ter, streamlining messages, decreasing email 
clutter, leveraging technology, and estab-
lishing clear governance.

Assessing clutter
Information overload typically exists in 
some pockets of an organization, while oth-
er pockets may not receive enough informa-
tion. It’s critical to identify precisely where 
and to what extent this challenge exists in 
your organization. You need to assess it be-
fore you can address it! To create an accurate 
picture of the situation, consider 
conducting an inbox exercise to 
analyze the types and amount of 
company email and print materials 
that employees receive. In addition, 
surveys and focus group meetings 
can help you determine what in-
formation employees need, as well 
as how and when they prefer to re-
ceive it.

Streamlining messages
Employees are often bombarded 
with an “avalanche” of informa-
tion. Many times, messages aren’t 
integrated or contextualized, plac-
ing the burden on employees to put 
the pieces together. And because of 
insufficient audience segmentation, 
employees in many organizations 
receive information that just isn’t 
relevant to them. To address these 
issues, it’s important to coordinate 
and combine communications and 
build focus on the few things that 
matter most to the organization.

Decreasing email clutter
Employees generally receive too many email 
and text messages in a day. On average an 
employee in a company the size of Nation-
al Oil, may take an average of two or more 
hours each day responding to email messag-
es. Email overload has been found to a nega-
tive impact on the productivity of employ-
ees especially when they spend important 
working hours sieving through emails some 
of which may not be important to them. Ad-
dressing this challenge successfully requires 
clear email policies, an understanding of 
where clutter originates and whom it affects, 
and involvement by everyone in the organi-
zation to use email more effectively.

Leveraging technology
Organizations are grappling with how to use 
technology effectively in employee commu-
nication. Too often, non-critical information 
is pushed out to employees via email and 

Managing information overload in employee communication

other vehicles, contributing to information 
overload. Over time, many company in-
tranets become repositories of vast amounts 
of information with limited search capabil-
ity. And systems and tools aren’t being used 
to target employee segments. To deal with 
these challenges effectively, organizations 
must determine what information should be 
pushed to employees and what information 
employees should pull. Only then can the 
right technologies be employed to facilitate 
these activities.

Establishing clear governance
Too often, employees are unclear about what 
to expect from the various communication 
vehicles they receive. Sometimes vehicles 
provide redundant or conflicting informa-
tion. Sometimes particular vehicles are used 
too often or ineffectively. And sometimes 
certain audiences don’t receive the infor-
mation they need, while others receive too 
much. Clear governance is critical to solving 

these challenges. This includes ensur-
ing that communication channels work 
together as part of one system, estab-
lishing accountabilities for communica-
tion, and providing communicators with 
easy-to-use guidelines and tools to help 
them fulfill their role.

As the information age marches on, 
the ability to access, create, manipu-
late and share information will become 
even faster and more fluid. Organiza-
tions need to proactively manage com-
munication processes and tools to cut 
through the clutter and ensure that em-
ployees get the information they need, 
when and how they need to receive it.

National Oil staff follow proceedings during a past function.
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By Freda Mbogo
SHEQ

As part of the ongoing mainstreaming  of 
safety as a key business and social responsi-
bility function within National Oil, a team of 
¬21 staff drawn from across the corporation 
were recently trained in modern fire-fight-
ing techniques.

The intensive training covered the theory 
and practice of fire fighting including the 
handling and management of fire equip-
ment . The main objective of the training 
put together by the Safety, Health, Environ-
ment and Quality (SHEQ) department was 
to enhance the state of preparedness of the 
emergency response teams.

The training was held between 4th and 5th 
September 2012 and covered the provi-

sions of the Occupational Health 
and Safety Act and the Fire Risk 

Reduction Rules of 2007. 
The training which was the 

first of its kind in a series 
of similar activities is 

aimed at equipping 
staff especially those 
working in high fire 
risk locations with 
skills in fire preven-
tion and manage-
ment.

Fire marshals are an important component 
of National Oil’s emergency response plan 
and their capacity building with appropri-
ate expertise to enable them be able to deal 
with all sorts of fires is an important step 
towards successful implementation of the 
enterprise risk management plan.

The Fire Risk Reduction Rules of 2007 makes 
it mandatory for institutions to set up and 
equip fire management teams and cites 
regular training of dedicated teams in fire 
fighting as an important step towards the 
reduction of the risk of fire at the work place. 

Considering the sensitive nature of petro-
leum products, National Oil routinely trains 
its staff on firefighting as a way of equipping 
them with the appropriate fire fighting tech-
niques. The ultimate objective for the train-
ings is for the trained staff to develop a Na-
tional Oil fire response guide. The guide will 
be the main reference point on fire response 
by National Oil staff and will cover areas 
such as fire suppression methods for fires 
related to our core business which is the 
handling of petroleum products including 
Liquefied Petroleum Gas (LPG). The trained 
staff are expected to pass on the knowledge 
to others who may not have the advantage 

of attending the trainings 
including new staff join-
ing the Corporation.

Being a fire marshal does 
not start and end with 
being trained on basic 
fire fighting techniques. 
It is a gradual process 
that takes learning and 
practice over a period 
of time and may require 
advanced skills and train-
ing. At an advanced level, 
properly trained and ex-
perienced fire marshals 
are able to undertake a 
number of pre, during 
and post fire incident 
activities including in-
spection of fire fight-
ing equipment, coordination of evacuation 
activities and execution of scheduled fire 
drills.

A number of National Oil employees have 
been trained over the years some of whom 
have grown through the ranks to become ex-
pert fire marshals. These expert fire marshals 
have covered a number of expert topics in-
cluding fire theory, physics and chemistry, 
and fire extinguishing agents and systems. 
Other advanced fire management topics 
include planning for workplace emergen-
cies and evacuations, fire suppression tech-
niques and case studies in fire management.

Kenya has suffered a number of devastating 
fire incidents in the past some of which have 
led to total collapse of business enterprises 
and massive destruction of properties and 
loss of lives. The Sinai, Sachangwan and the 
Nakumatt fires bring to fore memories of 
how unmanaged fire incidents can become 
disastrous.

Fire and risk management experts contend 
that some of the big fires in history may have 
been controlled by properly trained and 
equipped in-house fire management teams. 
They argue that it takes a minor oversight on 
the part of the staff for fire to spread beyond 
control especially when dealing with highly 
inflammable materials such as petroleum 
products.

As part of its proactive fire and disaster 
management programme, National Oil un-
dergoes periodic fire audits during which 
equipment and human resource capacities 
are assessed to determine compliance with 
internal and external controls.

 Ideally, all employees of an organization re-
quire fire fighting skills which are relevant in 
their personal lives as well. Lately, cases of 
small domestic fires that have ended up de-
stroying entire neighborhoods abound and 
for this reason alone, employees are better 

off with some basic fire prevention and man-
agement skills which they may need to save 
their lives and properties. 

In a recent radio interview, National Oil CEO 
Ms. Sumayya Hassan-Athmani warned LPG 
users of the dangers associated with the use 
of cooking gas. The CEO mentioned that with 
the proliferation of illegal refillers of LPG 
cylinders in the country, Kenyans are getting 
more exposed to domestic fires. She pointed 
out that in case of a suspected incident of 
LPG leakage, one should open doors and 
windows to let the fumes out and should not 
switch on lights or light any form of fire.

The increase of fires associated with illegal 
refilling of LPG in the country is linked to 
the swell in the demand of cooking gas in 
the country which also fetches decent profit 
margins. Even as authorities scale up raids 
on illegal refilling of LPG, the practice still 
persists. Some unscrupulous and politically 
connected business tycoons are said to be 
behind the vice. 

As National Oil operations expand to 
cover the entire country, it is impor-
tant that its resources including peo-
ple are kept safe from the dangers 
posed by fires. The ongoing 
training of fire marshals there-
fore puts the corporation in a 
constant state of prepared-
ness and is a way of reduc-
ing the risks asso-
ciated with fire 
tragedies. 

New crop of fire fighters trained
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By Paul Ondieki
Finance

In its effort to spread its corporate social 
responsibility initiatives to cover the en-
tire country, National Oil has ventured into 
the arid North Eastern province with its first 
CSR project being a classroom block at Eldas 
Girls Secondary School in Wajir County.

National Oil is a renown active participant 
in the activities of its host communities and 
being a national company, Kenyans from 
across the country form an important part of 
the corporation. Therefore when the corpo-
ration was approached by the Eldas commu-
nity seeking support in the construction of 
a community girls’ secondary school in their 
area, National Oil gladly obliged after con-
firming that the proposed project was right 
within the corporation’s CSR strategy.

The current National Oil CSR strategy which 
was adopted in 2008 identifies education 
as a key area of focus. Other areas include 
sports, environment, food security and safe-
ty.

As is standard practice, projects that are 
funded from the National Oil CSR kitty must 
undergo on ground checks by at least two 
members of the CSR task force appointed by 
the CEO. As part of the checks, the two team 
members travel to wherever the project is 
located to ascertain its existence and outline  
to the beneficiary community the strict con-
ditions they must meet before being funded. 
It is a requirement that one of the members 
on the trip must be from Corporate Affairs 
and the other from among the membership 
of the interdepartmental task force.

Trip to Wajir
For the Wajir trip, Paul Ondieki was appoint-
ed to accompany Temesi Mukani. Coming 
with the team was Kibor, the elderly National 
Oil driver famous for his vast experience in 
driving to distant lands with the E&P team. 
After a series of phone and email inter-
changes with our hosts in Wajir, it was con-
firmed that the journey would take us four 
days on the road. The plan was to travel to 
Garissa town on the first day then proceed 
to Wajir the following day for a night before 
proceeding to Eldas. The same regime would 
be followed on return.

As they say, it is easier planned than ex-
ecuted. On a Thursday, we set off for Garissa. 
The trip to Garissa was eventless…nothing 
much to report about except that contrary to 
popular belief, the road to Garissa is all tar-
mac and except for a few far spread potholes 
the ride is smooth. On our arrival in Garissa, t 
we drove to the Provincial AP camp for a se-

National Oil spreads its CSR influence to Wajir County

curity briefing. security situation along the 
road We were informed of recent interclan 
flare-ups and banditry attacks in the frontier 
regions. But  we were assured by the com-
manding officers that with a security escort 
of three armed policemen, the safety of 
our journey to Wajir the following morning 
would be assured.

Armed with this information, we agreed we 
would hire three escort men as advised and 
would pay for the services the following 
morning. We agreed to meet at the station at 
5am sharp Friday morning. The night in Ga-
rissa was uneventful, we did not venture out-
side of hotel rooms though for fear grenades 
attacks which had become common place 
in the town in the days proceeding on our 
visit. We infact had our dinner at the heavily 
guarded government guest house.

As agreed the previous evening, we met our 
security detail at the camp on Friday morn-
ing and set off for Wajir. The journey to Wajir 
was the real experience, for over 400 kilo-
metres we drove on a non-existent road and 
the dry dusty weather made it worse. Except 
for some famous towns such as Habaswein 
along the way and a few trucks using the 
road, there was no human activity most of 
the way. 

We arrived in Wajir earlier than anticipated 
thanks to the driving expertise and speed of 

one Kibor who by the way is a far better off-
road driver than anyone I know.

Having arrived in Wajir town ahead of sched-
ule, we quickly took lunch and set off for El-
das. On this journey, we were accompanied 
by Ibrahim our host and the chairman of the 
Eldas community school project. Ibrahim is 
from Eldas but teaches at a school in Wajir 
town. Just like the journey from Garissa to 
Wajir, the journey to Eldas was bumpy and 
dusty.

Eldas town
After an hour plus of the rutted drive, we 
eventually arrived at the dusty Eldas town-
ship. We quickly took a tour around the new 
school, took photos with the team and held a 
meeting with the District Officer, the District 
Education Officer and Eldas school manage-
ment committee. After the meeting, we took 
a quick snack at a local eatery and shortly af-
ter, we were on the road back to Wajir town.

As we were preparing to leave Eldas for Wa-
jir, one of the security officers escorting us 
received a phone call from his wife inform-
ing him that there had been an interclan 
clash pitting the Garre and the Degodia 
clans. We were also informed that the gov-
ernment had declared a dusk to dawn curfew 
within Wajir town.

We made it to Wajir town just as it was be-
ginning to turn dark and drove into the Dis-
trict Commissioner’s Office where the secu-
rity were to check in their arms for the night. 
It was tense that night in Wajir. There were 
not many people in the dusty streets except 
for a few brave and women going about their 
businesses. Most of the town’s residents had 
heeded the government’s curfew and retired 
to their homes early.

We had dinner at one of the joints and fear-
ing for our safety, headed directly to our 
rooms for the night. Having tested the one-
way ruggedness the journey, our travel back 
to Garissa and then to Nairobi was as tough 
as they come.

 

National Oil staff, their security escort and members of Eldas District Education office in a group photo.
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National Oil in community hospital expansion project

National Oil is deepening its involvement 
with host communities through a number of 
strategic corporate social investments. 

In October 2012, National Oil with funding 
from Anadarko Petroleum entered into part-
nership with Muslim Education and Welfare 
Association (MEWA) in the expansion of a 
community hospital in Mombasa.

The MEWA hospital located within the Ma-
jengo Area of Mombasa Island is one of the 
region’s leading community hospitals serv-
ing patients from across the Kenyan Coast. 
Founded in 1995, the MEWA community hos-
pital has grown despite financial challenges 
to establish itself as a leading provider of 
outpatient and inpatient medical services in 
Mombasa. 

The hospital is one of the many community 
projects run by MEWA which is a Muslim Non-
Governmental Organization  (NGO) founded 
to among other things provide solutions to 
community education and welfare needs. 
Alongside the hospital, MEWA founded and 
runs a community library and a public infor-
mation centre with internet facilities. 

The ongoing expansion of the MEWA in-
cludes putting up an additional floor on the 
existing one-storey building at a total cost 
of Ksh. 13 million. The project was inaugu-
rated by the National Oil CEO Ms. Sumayya 
Hassan-Athmani in October at a colorful 
ceremony that involved the laying of the 
foundation stone. The project is expected to 
take less than one year and once complete 
the new floor will host modern laboratories 
freeing up space on the ground floor for the 
expansion of the inpatient wards. 

With the extra space, MEWA is looking at 
growing the bed capacity to 200 which will 
then enable it to set up a medical training 
centre for its staff and the community both 
as an income generation initiative and a 
social responsibility activity. The hospital 
management also believe that by having a 
training wing within the hospital, their staff 
will be equipped with the right skills to help 
them enhance service delivery.

About MEWA
MEWA is a membership organization man-
aged by a voluntary board of trustees con-
sisting of respected community leaders and 
professionals drawn from across the country 
and they include public officers serving in 
government institutions such as the Coast 
Provincial General Hospital.

For the over 17 years of its existence, the 
MEWA hospital which started as an outpa-
tient health facility has served a total of over 
100,000 patients by providing a complete 
set of medical services including outpatient 
clinic, inpatient facility, laboratory, mater-
nity services, operation theatres and phar-
macy. Other services at the hospital include 
x-ray, orthopedic and pediatric services.

With the rapid growth in the demand of its 
services, the hospital has been experiencing 
space constraints especially for its inpatient 
and laboratory services. The hospital has a 
current bed capacity of 60 which is way be-
low the demand and at times, the hospital 
management has had to deal with an influx 
of patients some of whom are reffered to 
other facilities in the region.

Hospital transformation
The MEWA board of trustees has developed 
an ambitious strategic plan aimed at trans-
forming the medical facility into a model 
community hospital in Kenya. Some of the 
outstanding projects in the strategic plan 
include the putting up of a doctors plaza to 
host specialist doctors, establishing a pri-
vate wing for well to do patients as an in-
come generation venture and establishment 
of an Intensive Care Unit. Other ambitious 
projects in the strategic plan include the set-
ting up of a mortuary, a modern kitchen, and 
an infant unit. 

Alongside the hospital in Mombasa, MEWA 
runs a drug and substance abuse rehabilita-
tion centre in Kilifi where drug addicts from 
across the Coast region benefit from free 
rehabilitation services. Drugs and substance 
abuse is a major health concern at the Ke-
nyan coast and MEWA has taken a leading 
role in its fight. 

The MEWA drug treatment and rehabilitation 
centre was started in 2001 with financial and 
technical support from the National Agency 
Against Drug Abuse (NACADA), UNODC, US-
AID and a host of other local and interna-
tional donors.

The MEWA drug rehabilitation centre runs 
a four and half months’ comprehensive re-
habilitation programme for drug users that 
include counseling sessions for patients. 

For recovering addicts, MEWA has put together 
a programme dubbed alternative livelihood 
options which provides socioeconomic em-
powerment so as to guard against relapse. This 
approach by MEWA on drug rehabilitation has 
won the organization numerous local and inter-
national accolades. So far, over 600 beneficia-
ries drawn from across Kenya and Tanzania have 
successfully gone through the programme. To 
mitigate against the menace of drugs and sub-
stance abuse in the region, MEWA started an 
awareness programme on drug abuse for school 
children as well as a community health outreach 
programme with a specific focus on drugs and 
substance abuse.

To be considered for the sponsorship, the MEWA 
board of trustees wrote to National Oil and sev-
eral other corporate organizations operating at 
the Coast and little did they know their detailed 
proposal would attract the interest of the Na-
tional Oil management. 

Out of the over 6 sponsorship areas proposed by 
MEWA, the National Oil management team was 
interested in just two, the hospital expansion 
and sponsorship for the equipping of libraries in 
eleven primary schools within Mombasa. 

The two projects were considered primarily by 
National Oil management because they fit in the 
corporation’s CSR strategy which among other 
areas focuses keenly on health and education. 

For the libraries project, the National Oil man-
agement team approved a Ksh. 2 million spon-
sorship which will be disbursed to MEWA once 
the hospital expansion project is successfully 
completed and commissioned.

To qualify for the sponsorship, MEWA had to 
demonstrate a number of organizational com-
petencies including proof of well established 
financial management and human resource ca-
pacity. 

Prior to the award of the sponsorship, a CSR task-
force was dispatched to MEWA for a fact finding 
mission which among other things sought to as-
sess the competence of the MEWA management 
to properly utilize the sponsorship. The assess-
ment was scored on the basis of the National 
Oil CSR funding guidelines which among other 
aspects, outlines financial, human resource and 
procurement procedures to be followed by ben-
eficiaries. 

By Mohamed Swaleh
Procurement
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Intern Chronicles
Maureen Ogwang
Internal Audit

Shaping up for a career in the oil 
industry

After graduating, I went straight into job-
searching and found myself pushed into inter-
view after interview by agencies for jobs that I 
was not sure I wanted.

I felt quite disillusioned with the job market 
and started to doubt my capabilities after 
reading too many articles about how badly 
prepared local graduates are.

James Waringa
Supply Planning

Getrude Mukami
ICT

Nurturing an oil man

June 2012 remains edged in my mind. It is on 
that day that a dream came true for me. Be-
ing offered internship at one of Kenya’s top 
petroleum company is no mean feat and as I 
prepared to report, images of a successful ca-
reer in the oil industry kept flashing through 
my mind.

Growing up, it never occured to me that one 
day, I would be in the privileged position of 
rubbing shoulders with some of Kenya’s most 

The making of an ICT guru

After weeks of sitting on the good news that 
I had been competitively selected to join the 
National Oil internship programme, I opened 
up to my friends on the Sunday before the 
Monday I joined the Corporation. Naturally, I 
am a quite person who prefers to stay under 
wraps but this latest development was too ex-
citing to stay bottled up. 

On my first day at the office, I arrived early 
in time for a three-month experience that I 
greatly looked forward to and as a good stu-

I decided that an internship might be a great 
way for me to experience a corporate working 
environment while figuring out what I wanted 
to do and so I began applying for internships 
via job sites, and I was extremely lucky my 
internship application to National Oil came 
through.

My first impression of National Oil was mixed. 
First, I was not sure of what to expect and sec-
ondly, I had no idea what goes in an oil com-
pany except for what I had seen at the petrol 
station.

The first day anywhere is always nerve wreck-
ing (for me it is) and even standing up to get a 
cup of water might be a no-no. Luckily it was a 
smooth one for me, and believe you me, I got a 
free mandazi for the morning tea. 

Joining National Oil internship programme has 
provided me with invaluable lessons. First and 
most importantly, I have learnt a great deal of 
professional conduct, which can be a defining 
attribute for a young professional in any field. 
My initial thinking of internship as being domi-
nated by the work routine was disapproved in 
the first week of my stay at National Oil when it 
dawned on me that professionals do not neces-
sarily need to be told what to do. I was thrown 
into the deep end of things and work with mini-
mal supervision.

Important to mention is that National Oil has  
helpful staff and the support I  get from the  
internal audit team is the reason I am enjoying 
being part of the National Oil family. With such 
team work as exhibited by the staff I interact 
with, National Oil is on its way to becoming a 
top petroleum company in the world as envi-
sioned in its strategic intent.

established oil professionals. The thought that 
I was joining National Oil therefore seemed un-
real until I was ushered into the reception area 
on that fine morning.

My reporting day was a Friday and everyone in 
the office looked relaxed. On arrival, I was met 
enthusiastically and served a steaming cup of 
tea. I felt a natural warmness and youthful vi-
brancy from staff. Everyone looked busy but 
relaxed.

Initially, I had been invited to National Oil as 
an intern Lab Technician but as fate would 
have I ended up in supply planning. Supply is 
the nerve centre of National Oil’s downstream 
business. It ensures that the Corporation is 
constantly supplied with petroleum products 
including fuels, lubricants and LPG.

The National Oil supply team is a close knit 
family whose work is seamlessly synchronized 
and as a new entrant into the oil world this 
makes my learning memorable. The team is 
overly supportive and makes sure that I under-
stand the processes involved in the procure-
ment and supply of petroleum products. The 
supply department closely works with Finance 
and Marketing departments and often, we hold 
joint meetings from which I now understand 
the dynamics of the oil industry in Kenya.

My internship experience in the last couple of 
months has placed me on the highway of be-
coming a celebrated oil professional and I look 
forward to developing a successful career in 
the oil industry.
  

dent that I am, I came open to new lessons in all 
aspects of my young professional life. 

In the days leading up to my arrival, I had taken 
a keen interest in understanding my new em-
ployer and therefore took time to research on 
National Oil, its people, structures and business 
processes. The ever fresh National Oil website 
provided a great reference point for me.

The ladies at the 7th floor reception who I now 
know as Regina and Mfarine were friendly and 
made me feel wanted. The reception setting 
was convivial complete with a publications 
shelf. To keep myself engaged as I waited for 
directions, I read through a number of oil indus-
try magazines including the National Oil Ener-
gized internal bulletin. 

Over the months of my stay at the ICT depart-
ment, luck has been on my side. I have for 
instance had the rare opportunity to visit Na-
tional Oil main depot in Industrial Area to give 

technical support as well as collect data on ICT 
usage. Thanks to the support I get from the ICT 
team led by our Head of Department, my inter-
action with staff has been the most fulfilling 
part of my job. From the onset, I was advised to 
treat ICT users as important customers, a prac-
tice that I have perfected.

My experience at National Oil is fulfilling and 
I always imagine myself as part of the team 
that will drive the Corporation to the greatest 
heights of success. The internship has provided 
me with experience and exposure that I am 
sure I would not have gained elsewhere. Here, I 
am treated like everybody else and my share of 
work compares to all in the team.

I graduated on 5th October 2012 from Catholic 
University of Eastern Africa with a Bachelor of 
Science Degree in Computer Science and I am 
glad to be part of the National Oil team. In my 
other life, I am an established martial artist and 
my favorite sport is Karate.
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Susan Karimi
(Human Resources 
Officer)

Susan joined National Oil on 10 
September 2012 as a Human Re-
sources Officer based at Head 
Office. She holds a Post Gradu-
ate Diploma in Human Resource 
Management, Higher Diploma in 
Psychological Counseling and a 
Bachelor of Arts Degree in Ge-
ography & Sociology). Susan has 
over 9 years experience and pre-
viously worked at KEPHIS. She 
enjoys socializing, travelling and 
counseling.

Stephen John
Nguru Buku
(Maintenance
Engineer)

Joseph N
Kamunge 
(Territory
Manager, CI)

Katherine N Kisila
(Company 
Secretary/Legal 
Manager)

Peter M Wamalwa 
(Clerk of Works)

Kimote Tom 
Mwanzia (Projects 
Engineer)

Antony Nyariro
(Terminal
Operations
Controller) 

Godfrey Mose
( Projects
Engineer)

Stephen joined National Oil on 20 
August 2012 as the Maintenance 
Engineer based at the Nairobi 
National Terminal (NNT). He is a 
Graduate Mechanical Engineer 
from Moi University and holds 
extensive experience in Mainte-
nance and Projects in Food Pro-
cessing, Power Production and 
Mechanical Contracting. Stephen 
previously worked at Unga Ltd, 
Farmers Choice Ltd and Iberafrica 
Power Plant Ltd.

Joseph joined National Oil on 10 
September 2012 as the Territory 
Manager, CI based in Eldoret. He 
holds a Bachelor of Technology in 
Chemical and Process Engineer-
ing from Moi University. Joseph 
holds over 14 years experience in 
on the oil industry and previously 
worked at KenolKobil Limited. He 
enjoys playing and watching soc-
cer and is an ardent Barcelona FC 
supporter.

Katherine joined National Oil on 
15 October 2012 as the Company 
Secretary/Legal Manager based at 
Head Office. She holds a Master of 
Arts Degree in International Stud-
ies and an LLB from the University 
of Nairobi. Kathrine has over 10 
years experience in private and 
corporate legal practice and en-
joys philanthropy, gospel and soul 
music.

Peter joined National Oil on 19 
September 2012 as a Clerk of 
Works based at Head Office. He 
holds Diplomas in Civil Engineer-
ing and Project Management from 
Kitale TTI and Kenya Institute of 
Management respectively. Peter 
has 8 years working experience 
and travelling, reading and writ-
ing.

Tom joined National Oil on 20 
August 2012 as the Projects En-
gineer based at the Nairobi Na-
tional Terminal (NNT). He holds a 
Bachelor of Technology Degree 
in Production Engineering from 
Moi University and over 10 years 
working experience. Tom enjoys a 
variety of sports including soccer 
and athletics

Antony joined National Oil on 6 
August 2012 as the Terminal Op-
erations Controller based at the 
Nairobi National Terminal (NNT). 
He holds a Bachelor of Technology 
Degree in Mechanical & Produc-
tion Engineering from Moi Univer-
sity and has over 7 years working 
experience. Antony previously 
worked at Unilever, KenGen and 
Kenya Shell. He enjoys playing 
scrabble, reading and travelling.

Ann Mugo
(Procurement 
Clerk)

Geoffrey Sagilai 
(Territory Manager, 
Mombasa)

Ann joined National Oil on 3 Sep-
tember 2012 as a Procurement 
Clerk based at Head Office. She 
holds a Diploma in Purchasing 
and Supplies Management from 
Intraglobal College. Ann has over 
6 years experience and previous-
ly worked at Blue Shield Insur-
ance Limited. She enjoys reading 
novels and bible study.

Geoffrey joined National Oil on 
10 September 2012 as a Territory 
Manager based in Mombasa. He 
holds a Bachelor of Technology in 
Mechanical and Production Engi-
neering from Moi University and 
an MBA in Finance and Strategic 
Management. Geoffrey holds 
over 5 years experience in man-
ufacturing and lubricants sales 
and previously worked at Magadi 
Soda and Synergy Lubricants So-
lutions.

Sammy Tirop 
(LPG Manager)

David Ombongi 
Mogikoyo
(Projects
Assistant)

Sammy joined National Oil on 1 
October 2012 as the LPG Manag-
er based at Head Office. He holds 
a Bachelor of Business Adminis-
tration, a Diploma in Marketing 
and is currently undertaking an 
MBA at the University of Nairobi. 
Sammy holds over 20 years expe-
rience in on the oil industry and 
previously worked at KenolKobil 
Limited. He enjoys reading moti-
vational books and travelling. 

David joined National Oil 19 
September 2012 as a Projects 
Assistant based at Head Office. 
He holds a Bachelors Degree in 
Architecture (B.Arch) from the 
University of Nairobi. David has a 
passion for classical architecture 
and is inspired by nature.

Godfrey joined National Oil on 
20 August 2012 as the Projects 
Engineer based at Head Office. 
He holds a Bachelor of Science 
Degree in Civil Engineering from 
JKUAT and over 8 years working 
experience. Godfrey previously 
worked at Mellech and Everest 
engineering companies. Godfrey 
enjoys motor sports and nature 
walks.

New employees
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Carol Nduta
(Executive 
Assistant)

Carol joined National Oil on 7 Jan-
uary 2013 as the Executive Assis-
tant to the CEO based at Head Of-
fice. She has training in Business 
and Office Management and over 
10 years working experience. Car-
ol previously worked at New KCC 
in the same capacity. She enjoys 
listening to gospel music, making 
friends and reading motivational 
literature. 

Cynthia
Wambeti Ruanjau 
(Fuel Card
Coordinator)

Peter M Mwangi
(Logistics
Manager)

Samuel Muchunu 
( Consignment 
Retail Station 
Manager)

Andrew Muriungi 
Ringera
(Tax & Fixed
Assets Accountant)

Freda Murungi 
(Territory
Manager, LPG)

William Ong’are 
Otieno (Depot
Accountant, NNT)

Kananga 
M’nchebere
(Operations 
Manager)

Cynthia joined National Oil on 8 
October 2012 as the Fuel Card 
Coordinator based at Head Of-
fice. She holds a Bachelor of Arts 
Degree in Economics and Com-
munication from the University 
of Nairobi. Cynthia has over 6 
years experience and previously 
worked at KenolKobil Limited. She 
enjoys gardening.

Peter joined National Oil on No-
vember 12th 2012 as the Logis-
tics Manager based at the Head 
Office. He holds a masters Degree 
in business and a Logistics Di-
ploma. Peter has over 15years of 
experience in the field and enjoys 
outdoor activities, charity and 
community work, sports, travel-
ling and his daughter is the apple 
of his eye
Promotions

Samuel joined National Oil on 22 
October 2012 as the Consignment 
Retail Stations Manager based at 
Head Office. He holds a Bachelor 
of Arts Degree in Economics and 
Government. Samuel has over 10 
years experience in the oil indus-
try and previously worked at En-
gen Kenya and Triton Petroleum. 
He enjoys playing and watching 
football, current affairs and gen-
eral reading.

Andrew joined National Oil on 
7 January 2013 as a Tax & Fixed 
Assets Accountant based at Head 
Office. He holds a Bachelor of 
Commerce Degree in Accounting 
from the University of Nairobi and 
is a CPA (K) and CISA certified. Da-
vid has 6 years experience in Tax 
and Accounting and enjoys indoor 
games and reading financial mag-
azines in his free time.

Freda joined National Oil on 1 Oc-
tober 2012 as a Territory Manager, 
SupaGas based at Head Office. 
She holds a Bachelor of Technol-
ogy in Chemical and Process from 
Moi University. Freda has over 7 
years experience and previously 
worked at Chemigas Limited. 

William joined National Oil on 7 
January 2013 as the Depot Ac-
countant based at NNT. He holds a 
Bachelor of Commerce Degree in 
Finance and is a CPA (K). William 
has over 3 years experience in ac-
counting and enjoys swimming 
and travelling.

Esther Wangari 
(Administrative 
Assistant)

Martin Mureithi
(Depot Accountant)

Esther joined National Oil on 
7 January 2013 as an Adminis-
trative Assistant based at Head 
Office. She holds a Diploma in 
Business Administration and pre-
viously worked at Finlays Hor-
ticultural Corporation. Esther is 
happily married with one child 
and enjoys hiking and charity 
work in her spare time.

Martin joined National Oil on 
7the January 2013 as a Depot 
Accountant based in Nakuru. He 
holds a Bachelor of Commerce 
in Finance from Catholic Univer-
sity and a CPA3. Martin has over 
3 years working experience. He  
enjoys travelling, eating out and 
hiking.

Jane W. Thuo 
(Administration 
Assistant)

Luqman Jamaldin 
Yahya
(Lubricant
Analyst)

Jane joined National Oil on 20 
December 2012 as an Adminis-
trative Assistant based at Head 
Office. She holds a Diploma in 
Secretarial and Administration 
and has over 3 years working ex-
perience in the oil industry. In her 
spare time, Jane enjoys traveling 
and reading inspirational books.

Jamaldin joined National Oil on 
1 January 2013 as the Lubricant 
Analyst based at Head Office. He 
holds a Bachelor of Technology 
Degree in Chemical and Process 
Engineering from Moi University. 
Jamaldin has had past internship 
experiences at Oilibya and Coca 
Cola. He enjoys travelling, read-
ing, swimming and football.

Kananga joined National Oil in 
September 2012 as the Opera-
tions Manager based at the Head 
Office. He holds numerous de-
grees from a number of local 
universities and has 18 years of 
experience in the heavy manufac-
turing industry. He enjoys swim-
ming and gardening (tomatoes, 
tulips and lilies).

New employees
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Leisure

Bundles of joy

Relationship

Dorcas Kimwetich S & M Moses Baraka 18th April 2012 Son

Linah Mbisi Operations Obedience Wekesa 11 Apr 2012 Daughter

Emma Karitu S & M Mya Wangare Karitu 23rd May 2012 Daughter

Obedience Wekesa
Mya Wangare Karitu

Moses Baraka

Njoki weds

Njoki Karanja of Supply Planning during 

her wedding.

A jubilant Njoki mobbed by National Oil 

staff.
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for laughs

Leisure

	  

A well-known proverb states that an optimist would say a glass is half full, while a pessimist 

would say it is half empty. What would people of different professions and walks of life say?
The BANKER would say that the glass has just under 50% of its net worth in liquid assets.

The GOVERNMENT would say that the glass is fuller than if the opposition party were in power.

The OPPOSITION would say that it is irrelevant because the present administration has changed the way such volume statistics are collected.

The ECONOMIST would say that, in real terms, the glass is 25% fuller than at the same time last year.

The PHILOSOPHER would say that, if the glass was in the forest and no one was there to see it, would it be half anything?

The PSYCHIATRIST would ask, “What did your mother say about the glass?”

The PHYSICIST would say that the volume of this cylinder is divided into two equal parts; one a colourless, odourless liquid, the other a colourless, 

odourless gas. Thus the cylinder is neither full nor empty. Rather, each half of the cylinder is full, one with a gas, one with a liquid.

The SEASONED DRINKER would say that the glass doesn’t have enough ice in it

A clean desk is a sign of a cluttered desk drawer.
Table of Excuses
To save time for this department and yourself, please give your excuse by number. 
The list below covers most situations.
1. That’s the way we’ve always done it.
2. I didn’t know you were in a hurry for it
3. That’s not in my department.
4. No one told me to go ahead.
5. I’m waiting for an OK.
6. How did I know this was different?
7. That is his/her job, not mine!
8. Wait till the boss comes back and ask him.
9. I forgot.
10. I didn’t think it was very important.
11. I’m so busy, that I just can’t get around to it.

12. I thought I told you

Three petrol station owners report for their first day in prison.

The prison guard asks one of them, “What are you in for?”

He replies, “The government says I charged customers more for my product than other petrol stations. I’m in for price gouging.”

The guard looks at the second man. “And you?”

He answers, “I charged less for my product than everyone else. I’m in for anti-competitive pricing.”

The guard looks to the third. “And you?”

He shrugs. “I charged the same price for my gasoline as all the other gas stations. I’m in for collusion.”

James: “What Sort Of A Car Has Your Dad Got?”
Kennedy: “I Can’t Remember The Name. I Think It Starts With T.”

James “Really - Ours Only Starts With Petrol.”

What will be the ad for Petrol in Year 2020? . . .  Buy 10 litre Petrol & Get 1 Tata Nano free...!!!...

“There was a sign at the station near by my house that said, ‘We take Visa, Mastercard, Discover Card, and American Express.’ After 

I filled up they took my Visa, Master Card, my Discover Card, and my American Express.” --Jay Leno
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