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offices worldwide
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Oil markets overestimate
effect of Osama’s death
The news that President
Obama had slayed Osama
[The Bogeyman] in an
operation in Abbottabad
last week, filtered out via
Twitter first. A Pakistani IT
worker Sohaib Atharwrote
on Twitter that a helicopter
was hovering overhead, a
“rare event” in Abbottabad.
But moments later, he
reported a large explosion:
“A huge window-shaking
bang. I hope it is not
the start of something
nasty.”In conversations with
fellow Twitter users, he
questioned what he was
witnessing. An hour later
he wrote: “The few people
online at this time of the
night are saying one of the
copters was not Pakistani.”
And within a blink of an eye
the dots were connected
that the operation
concerned Osama.
I was at my desk at
Dresdner Bank in the
city of London, when
September 11 happened.
And it was a dreadful event
but Osama was all about
the spectacular one-off
event. Osama was an early
mover in what is now
called ‘share of voice.’ Bob
Collymore said recently that
‘voice is dead.’ but I would
counter and say the c21st
is all about ‘share of voice.’
Osama with his spectacular
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act captured our
imagination and an outsize
share of voice. There is a
dark place in all our souls
and Osama managed to
claim that place.
President Obama’s act is
therefore deeply cathartic
(especially in America). He is
the slayer of demons and as
such his re-election is now
more of a racing certainty
than a racing certainty.
The markets reacted
violently. Crude oil fell to
$112.00 a barrel, rallied to
$114.00 and then crashed
to below a $100.00 to close
on Friday at 97.18. That’s
a 14% Slump in a week.
The crude oil markets
are the most sensitive to
geopolitical risk and the
calculation is that with the
figurehead decapitated,
Al-Qaeda is a considerably
lesser threat and the world
a much safer place.
My point is the following:
the crude oil market is
overestimating the impact
of Osama’s demise. Osama
had an outsize ‘share of
voice’.
My 2nd supreme
conviction trade of 2011
[after those Cote D’Ivoire
bonds I mentioned in
January which have
subsequently rallied about
40% is to buy crude
below $100.00.

Shares go up and down and readers are advised that this
column represents Mr Satchu’s personal opinions.

The Kenya Tourism Board
(KTB) has opened 18 new
marketing offices worldwide and requires more
than more than 1.4 billion
for effective marketing of
the country as one of the
best tourist destinations.
KTB says funding is the
major constraint in faces in
selling Kenya abroad and
that the Ksh 1.4 billion
budget annual budget is far
much inadequate for its operations.
“If we had an adequate
budget we would turn round
the tourism sector in a very
short while and make it the
real engine towards achieving Vision 2030”, said KTB
Director of Marketing Jennifer Opondo.
Opondo said Kenya has
many unique and positive
tourism attributes which are
yet to be exploited and that
increased funding can double the number of tourists
visiting Kenya from the current 1.4 million as per last
year to double the figure.
She was speaking at Kenya’s exhibition stand at the
ongoing INDABA Tourism
Exhibition is Durban, South
Africa where KTB is carrying
out an aggressive marketing campaign of the country’s tourism sector with its

EXPANSION: Kenya’s Deputy High Commissioner to South Africa Hellen Gichuhi with KTB’s Regional Marketing Manager Fred Okeyo during the ongoing tourism trade show in Durban.
flagship product being the
“Magical Kenya” theme.
Present at Kenya’s stand
were Deputy High Commissioner to South Africa
Hellen Gichuhi and KTB’s
regional marketing manager
in charge of Africa Fred Okeyo along with marketing
officers Gladys Kosgei and
Elizabeth Odada.
The KTB stand is one of
the busiest at the exhibition
and Opondo said the new
marketing offices were located in South Africa, Japan,
India, Emirates, Canada,
Australia, Gulf region, Rus-

sia and Poland among other
areas.
KTB is also carrying out
aggressive marketing by establishing strong presence in
the Eastern region countries
of Rwanda, Uganda, Ethiopia and plans are underway
to move to the West and
Northern parts of Africa.
“We do not want to rely
on our traditional markets
and that is why we are looking at new areas like the
African market hence our
strong presence here at the
Indaba where we have more
than twenty key players in

the sector exhibiting our
products”, said Opondo.
KTB says Kenya is unique
because of several issues key
of which is the hospitality
of Kenyans and a wide variety of wildlife to add on a
warm coastline. The African
market for Kenya, Opondo
said was more diversified,
sustainable, reliable and resilient.
Gachuhi said Kenya was
turning out to be a major
destination for tourists from
SA with more than 34,000
tourists from there visiting
Kenya last year.

Consolidated bank in fistula campaign
By STAR REPORTER
CONSOLIDATED bank
has given Sh1.2 million to
AMREF to cater for fistula
operations as part of its
corporate social responsibility initiative for the year.

The initiative dubbed
Hadhi fistula campaign will
cover 50 operations. Obsetric fistula is an injury to the
birth canal that is particularly common in adolescent
mothers.
Untreated fistula can

result in chronic incontinence and pain, sexual
dysfunction, nerve damage,
and often leads to social
isolation and stigma.
“Our target is to see at
least 500 patients undergoing the operation by end of

this year,” Chief Executive
Officer of Consolidated
Bank David Wachira.
He added that the
campaign seeks to reduce
maternal mortality rate in
Kenya through overcoming
the fistula challenge.

