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WHO WE ARE
For over a century, The Standard Group, has been home to content 

that drives agendas, content that resonates, content that entertains, 

content that moves!

Constantly innovating, we have moved beyond Print and Television, 

expanding our portfolio to include digital content, radio broadcast 

and value-added digital and mobile services that enhance our 

audience’s experience offering a wide range of content options and 

providing effective marketing solutions for businesses across the 

country.

Why do we do it?  For you.
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A LOOK AT OUR PLATFORMS

TV
KTN NEWS

 TA: 25-35, Male core audience 

National reach

 1.2M daily viewers

KTN Home

 TA: 25-35, female core audience

 1.4M daily viewers

FARMER’S TV
 TA: Farmers & Aspiring farmers, 

Investors in Agri-Business and 

all stakeholders

Age: 18+, National reach

Radio Maisha

 TA: 24-45, mass audience 

National reach

 1.23M daily audience

Vybez Radio

 TA: mass audience

National reach

 Reggae fans

Spice FM

 TA: 25-55, Mature core audience 

National reach 

RADIO

PRINT DIGITAL
The Standard Newspaper

 TA: 12-65

National reach

 1.2million daily readers

Standard Group Main Website

 TA: Global audience

 40M monthly users

 210M monthly sessions
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To inspire lives through 
media and entertainment 

OUR PURPOSE

Voice of Society

OUR VISION

Voice Disseminate media content 
that provides a voice to society 

OUR MISSION

Achievement
Agility
Courage

OUR VALUES
Excellence
Innovation
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Something for Everyone!
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Impact Initiatives

Annual Physical and Virtual EventFrequent Physical and Virtual Event



Impact Initiatives

Frequent Physical and Virtual 
Event throughout the year

Annual Physical and 
Virtual Event

Quarterly - based Physical 
and Virtual Event 
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THERE’S ALWAYS MORE…
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Embracing Disruption & Innovation 
for the New Media landscape

Denise Laila 
Head of Product Development- The Standard Group PLC

Duncan Kizito
Head of Newsroom Convergence
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Futurist Rachel Botsman developed a framework to identify 
where disruption is likely to occur and identifies these key drivers.

1. The first is “Waste”, where there is unlocked value in an 
underused asset.

2. The second driver is “Redundancy” – layers of superfluous 
roles and processes.

3. The third driver is “Complexity”, when there are ways to 
simplify complex and frustrating customer experiences.

4. “Limited access” is the fourth driver of disruption, according 
to Botsman, when products and services are out of reach for 
many or don’t require full ownership.

5. The fifth and final driver of disruption is “Broken Trust”.

Digital Disruption
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It’s called digital disruption, although technology 
itself is the enabler rather than the driver. 

The real digital disruption is more a customer affair 
than it is technology.  

The media space has been disrupted by customers 
who are taking advantage of ‘ digital convenience’ 
to consume and demand a different quality of 
service from what we were used to offering in the 
legacy media space.
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CONSUMER IS NOW KING; MY MEDIA, WHEN I NEED IT, HOW I WANT IT
Cross media opportunities accompany the media consumer throughout the day. We walk you through this consumer using 

our audience surveys, as follows;-
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“Meaningful innovation does not need to be based on outright
invention. Rather, there is an exhilarating shortcut. It is based
on bold, new combinations of already existing components
that simultaneously unlock heightened levels of consumer
value and reduce costs.” - Gabor George Burt

From Botsman’s list it is clear that the three main value drivers
for disruption are:

 Cost Value: – competing by offering the customer a lower
cost or other economic gains.

 Experience Value:– competing by offering the customer a
superior experience.

 Platform Value:– competing by creating network effects
that benefit customers.



THE FUTURE & PRESENT 
IS DIGITAL…
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The
Opportunities
for Innovation
in disruption

Innovation is about change. Media products and services are 
changing. The processes of production and distribution of media 
are changing. The ownership and financing of media are 
changing. The roles of users are changing. And our ideas of 
media are changing  – with new media comes new genres and 
new ways  of using media.

• Experience Value:– competing by offering the customer a 
superior experience.

• Mobile is everything, we live on our devices. It influences 
everything we do, all that we decide, and much of how we 
interact with each other.

Experiential innovations will continue to happen to improve the 
pleasure our audiences derive from mobile interactions with our 
products in media
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Mixed Reality
A combination of Augmented Reality (AR) and Virtual Reality 
(VR), Mixed Reality is an innovation area predicted to have a 
significant impact on the media industry. 

The technology works by scanning a user’s surroundings, of 
which it then constructs a 3D map to locate an individual 
before optimally placing digital content according to the 
information detected. 

By involving users and their surroundings directly into the 
content created for them, new frontiers within the media 
industry are being set. For instance Virtual debates and Talk 
shows will become a norm in the near future

“The real voyage of 
discovery consists not in 
seeking new landscapes 
but in having new eyes”  
Marcel Proust



MEDIA TIME MANAGEMENT IS MORE CRITICAL NOW FOLLOWING THE 
CONSUMERS DAILY HABITS AND TIME SPENT ON THE DIFFERENT TOUCHPOINTS

More time on online platforms affecting legacy media time

Media touchpoints are at a point of 

convergence and possibility of 

swapping places is real where time 

spent on legacy platforms will 

continue to shrink as online 

platforms rise

With regular monitoring of these 

patterns, stakeholders can allocate 

the right resources to specific areas 

and build impact through creative 

communication approaches
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Platform Value:–
competing by 
creating network 
effects that benefit 
customers.

A.I and Programmatic Advertising
Creating a bridge between advertisers and publishers, this 
innovation area refers to the automation of buying and selling 
ad inventory. With this tool at hand, companies are equipped 
to target the right audience at the right time.

Due to programmatic advertising’s use of AI, it progressively 
becomes more simple to analyze user behavior, thereby 
targeting them with ads that allow to be optimized in real-
time. 

Not only does this approach stand for amplified effectiveness 
compared to traditional methods, but it also ensures 
(marketing) budget is used precisely without overspending.
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HOW WE ARE DOING IT
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1. Website Redesign
We launched our new website that comes with a myriad of features that make it both aesthetical 
appealing and provide to our online audience a remarkable user experience. 

USE
R
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2. Audio Visual Radio
All our three radio stations have an audio-visual 
engagement with our audience this is to mean 
our listeners get to not only hear us on their 
conventional radio but watch us to from a 
simultaneous live video stream that is available 
on the radio websites and mobile applications.

This has also given us the chance to easily merge 
radio and TV shows whenever there’s need to by 
taking advantage of this infrastructure.
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3. All in One Mobile App
Just like our website we are looking to launch an 
All-in-One mobile application that will offer all our 
products on a single platform. 

This will go a long way in taking care of the mobile 
app real estate considerations our consumers have 
to make in a bid to consume our products and 
services, and we have many.
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New Working space 
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New technology – Content 
Management system –

to actualize convergence and 
put digital at the front 

New structure in the 
newsroom –

New reporting lines 

What are we doing to transform?



What are we doing to transform?

New workflows and 
procedures –

Workflows that support digital 
first, production of multimedia 

and quality content

Produce quality multimedia 
content –

Focus more on 
constructive/solution-based 

journalism 
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Commercial 
Transformation

1. New Commercial staff structure

2. New account/client structure 
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Research 
and Data 

Strengthen data/research function.

Its very important more than ever before 
to understand what your customer needs. 

The formula is to meet them at their 
point of need.
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Reader 
Revenue

1. Journalists 

2. Digital – tech 

3. Analytics 

4. Marketing 

5. E-business 



31

Innovative 
journalism 
initiatives 

1. A medical doctor in the newsroom

2. Agri business – Farm Kenya 

3. Innovation Hub 

4. Embracing data journalism 



Thank You
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