1

2

Message from the CEO

G

reetings and a very warm welcome to our very first
issue of the Highlands Times.
We have set out to produce a newsletter every four
months to share with you, our esteemed stakeholders, our
success and progress as a company.
We believe communication with our stakeholders is
essential to the growth and success of our business and this
newsletter seeks to enhance our communication with you.
Every issue will cover the steps to progress and success that
we have made and will also have a general article on best
practices from around the world. The article in this issue
is on financial management for businesses based on global
research. My team and I always welcome your feedback.
We appreciate your support and are delighted to have you
as a reader of the Highlands Times.

With warmest thanks,
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Club New Flavours

C

lub Soda is a Kenyan carbonated soft drinks brand
that was launched in May 2014 with three signature
flavours: Cola, Lemon & lime and Orange. The brand
was launched to cater to a market demand for a good
quality, great tasting soda at a price point everyone can
afford.
In line with meeting this demand and catering to
consumer needs, Club Soda added two new flavours;
Bitter Lemon and Tangawizi to its growing portfolio.
These flavours are available in 300ml and 500ml and at
the same great price as Cola, Lemon lime and Orange.
Distributors, stockists and retailers are welcome to
place their orders with us. Let’s continue to refresh
Kenyans with a brand we can proudly call our own.

Club Outdoor

I

n an aim to increase our awareness and widen our market reach, we have
added outdoor advertising to our marketing activities and strategically
placed various billboards in key parts of the country.

Embu

Nyeri

Makutano
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Leadership Training

A

s part of our commitment to provide a supportive
workplace where our people grow and evolve
to personal and professional excellence, Highlands
held a leadership training from 10th February to 13th
February 2015.The leadership training dubbed Leading
High PerformanceTeams, covered management topics
like; Effective communication, Change and Conflict
management, Stress Management, Performance
Management among others. The training was aimed
to equip the leaders in attendance with approaches
and skills that will help to lead their teams effectively
and efficiently which will translate to better service
to our customers.
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Safety Training

I

n line with our goal to become an ISO certified
company, Highlands staff underwent a safety
training. During the 3 day intense training held
in the month of March, our staff were equipped
with skills on Fire Safety and First Aid Rescue.
We are proud to announce that at the plant we
have certified fire marshals and response teams
equipped with skills and the know how on proper
response to different disaster and medical issues
that may arise.
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Highlands in the media

F

THE STAR

Daily nation Tuesday March 24 2015

ollowing the launch of Club Sodas, the business
success has created a buzz in the Kenyan business
community. Thus many media houses have been
trying to get a scoop on the hot story causing a fizz
in the usually chilled out market. Watch out and/ or
listen up for interviews with our CEO, Ashwin Padia
on your TV set and/or Radio.
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Highlands’ journey from a
Nyeri store to a soda maker

Photos/ COURTESY

POPULAR: Some of the juice products by Highlands Mineral Water Company. The firm has recently launched soda products as well.

Highlands started out as a shop
in Nyeri in 1947 known as Padia
Stores founded by Tribhovan
Padia, grandfather of current CEO
BY LOLA OKULO

M

IRINDA and
Babito were
soda brands
that were well
known in the
late 70s, in
the 80s and
early 90s. To this day, anybody
who lived in those times still
remembers them. They were
popular just like Coca cola but
unlike the Coke brand, this soda
tale has its genesis from a small
shop in Nyeri that was set up 60
years ago.
Though the Babito brand is
no longer in the market, the
producer Highlands Mineral
Water Company is still a force
to reckon with in the soft drinks
market.
Highlands did not start out as
a soft drinks maker but a shop
in Nyeri in 1947 known as Padia
Stores founded by Tribhovan
Padia, the grandfather of the
firm’s current CEO Ashin Padia.
“Highlands is by many
accounts and parameters a
pioneer beverage company
in Kenya. It has a strong and
undeniable Kenyan origin having
began operations over 60 Years.
Highlands boasts of a wide
portfolio of water and juices
as well as a workforce of more
than 400 staff, as well as creating
more than 4,000 indirect jobs,”
says Padia.
Padia Stores transformed
into a drinks manufacturing
venture when Nyeri town started
getting electricity connections,

an opportunity that the senior
Padia promptly seized, to take on
giant multinationals such as Coca
Cola in the soda and soft drinks
market.
It became Highlands Mineral
Water company in 1954 after
years of gradual transformation
from a general shop to a small
scale drinks factory after
investment in machines and
a lab to enable it become a
manufacturer.
Highlands has a strong
position in the concentrated
juice market with its brands such
as Tropical Cordial, Pineapple
and Orange among others that
unseated the 90s popular juice
Quencher. To date, despite new
entrants like Kevian’s Afia which
have also caused ripples in the
market, Highlands brands are
still dominant fighting it out with
its long term competitor Coca
Cola and other new ones.
It has revived the soda business
with introduction of Club
Soda range of products which
include:cola, orange and lemon
variants which were introduced
in May 2014. Owing to the
growth of its initial brands, Club
Soda last month introduced
Tangawizi variant which CEO
Padia says is optimistic will do
very well in the market.
“The uptake of Club Soda
brands has honestly surpassed
our expectations, thanks to our
consumers who continue to give
us useful feedback about our
different brands. We are happy to
report that independent Nielsen
Research ranks us number two

VISIONARY: Highlands Mineral Water Company CEO Ashwin Padia
who is following in his grandfather’s footsteps to steer the business.
in the one way segment,” adds
Padia.
According to Euromonitor
International, a research firm that
compiles various market data,
the soft drinks sector posted a
positive current value growth in
2014 despite prevailing internal
insecurity issues that have led to
a rise in political temperatures in
the country which rattled some
industries.
The growth in the soft drinks
market last year was supported
by prolonged hot weather in
the country, affordable product
pricing and increased marketing

by expanding market players
which boosted sales.
“We did an internal research,
and established that consumers
were in need of a good quality
yet affordable soft drink. We also
seek to democratise consumption
of Club Soda Drinks in Kenya,
and make Club Soda a soft drink
which is affordable to every
Kenyan,” Padia reckons.
The three soda brands by
Highlands which include cola,
lemon, lime and orange are available in 300ml, 500ml and 1.25
litre plastic bottles.
A litre of Club Soda costs Sh99

while 300ml goes for Sh25.
“As a player in this market we
have learnt that consumers are
willing and able to embrace a
good brand with the right quality, with the right taste profile
and right price,” Padia says.
According to the Economic
Survey report for 2014 by Kenya
National Bureau of Statistics,
production of soda grew by 6.4
per cent to stand at 405.5 million litres while manufacture of
mineral water rose 10.9 per cent
in 2013.
Although a very lucrative market, the cut-throat competition
means that various companies
struggle with brand recognition
in this business, especially given
the well-financed marketing programmes by giant Coca Cola.
Highlands, on its part, says it
has widely enjoyed support over
the years with its juice brands
because of its roots in Kenya.
“Highlands brand is of Kenyan
origin and this means that we
have nowhere to go but here. A
lot of investment has also been
put in, in the 60 years we have
been around. As a mitigation
measure, we watch trends as well
as follow successful brands. We
also take seriously feedback from
our consumers, be it positive or
negative,” Padia says.
Padia who is overseeing the
family business’ revival of soda
ventures briefly lived in the UK
before relocating to Kenya six
years ago.
He is keen to rejuvenate the
business and keep it going for
decades to come just as his
grandfather envisioned. And
just as the firm’s founder, senior
Padia, took on Coca Cola, the
younger business executive believes he also has what it takes to
sustain the scramble for the soda
market with the multinationals.
After all, it has been done before
by his kinsman.

Click on the link below to read the full interview.
http://www.businessdailyafrica.com/Corporate-News/-/539550/626950/-/item/0/-/12kd852/-/index.html
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Mount Kenya 10 to 4 Mountain Bike Challenge

O

Photography by Phil Moore - Courtesy of Mount Kenya 10 to 4 Website
http://www.10to4.org

n 12th and 13th February 2015, the 10 to 4 Mountain
bike challenge was held. As part of Highlands commitment
to the environment, we have sponsored the event since its
inception. The event has been held annually since 2002 when
a small group of enthusiastic mountain bikers cycled from
10,000ft above sea level down Mount Kenya to Il Ngwezi at
4,000ft, and with it came the name The 10to4, now held over
two consecutive days, routes are designed to challenge the most
ardent mountain bike riders, while providing options suitable for
everyone, including beginners and children. The 10 to 4 raises
funds for the conservation projects of the Mount Kenya Trust
including the reafforestation of more than 2000 hectares of
Mount Kenya’s National Reserve.

KAM Evening Cocktails

T

he Kenya Association of Manufacturers, the representative
organization for manufacturing industries in Kenya, provides
an essential link for co-operation, dialogue and understanding
with the Government by representing the views and concerns
of its members to the relevant authorities. Every month, the
organization holds Evening cocktails where its members meet
and discuss fundamental issues that affect manufacturers in Kenya
and come up with solutions to these issues.This year, Highlands is
proudly sponsoring all the evening cocktails with our refreshing
beverages.
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Money Matters

G

ood financial management is critical to the success
of any business. Without it, a business can be set for
failure from the start. Management of cash flow is critical
to good financial management. You might be wondering
what cash flow is exactly. Simply put, Cash flow is the
money that comes into and goes out of your business. In
good times, proper cash flow management is the key to
profitability. In hard times, cash flow management is the key
to survivability allowing you, for example, to pay employees
and your rent even when a major customer dishonours
payment agreements. There are four key elements to cash
flow management.
The first element is maximizing your profits and the speed
at which you get paid. Increased sales don’t always mean
increased profits. That’s because a sale one month may not
mean a payment until several months later. Pricing is key to
maximizing profits. Not all businesses succeed for pricing
their products/services low. In addition to competition, your
pricing may be affected by elements such as value, demand,
and costs. Don’t sell your product or service short. If you
can deliver, charge accordingly. You will need to curb late
payments in order to properly manage your cash flow.
Extending credit is one of the ways that businesses operate;
however, you must assess the credit worthiness of a
customer and ensure you actively follow up on payments to
avoid bad debts. After all, making a sale doesn’t automatically
mean you’ve received the cash. It’s only cash when you get
the money.
The second element is minimizing expenses. There’s an
old business maxim: Success is not based on how much
a business takes in, but on how much it does not spend.
In other words, the easiest way to increase profits is to
lower expenses whether that means lowering variable
expenses (expenses that fluctuate based on your sales) or
fixed expenses (expenses that don’t vary from month to
month). Always negotiate for better prices, keeping in mind
the quality you need maintained. Cut your inventory costs
if possible and always try to maintain just-in-time inventory.
This is the right amount of inventory at the right time. This
is dependent on your market research for the inventory
needed at any one given time.

The third element is to be prepared. Every business gets side-swiped
by the unexpected, whether it’s an economic downturn or just a string
of bad luck. With the right attitude and some flexibility in your planning,
you can prevent a temporary or even a prolonged downturn from
becoming a business-ending tailspin. During Economic downturns, you
can expect accounts receivable to slow up (since other businesses won’t
be able to pay on time), and you should also expect to carry an excess
in inventory (as sales slow). Economic downturns require immediate
attention; Stay on top of the accounts receivable and inventories and
try to keep sales and payroll within the proper parameters. Cash flow
problems may also result in lack of money to pay suppliers in time. Your
goal is to pay your bills on time because by doing so, you encourage
a sense of creditworthiness and trust that may enable you to survive
periods of cash flow shortages. If you cannot pay on time, you should
always keep the creditor, contractor, or vendor fully informed and explain
when you plan to pay and, if necessary, the reasons for the problem. If
you’re headed into a deeper or more long-term financial morass, then
you’ll need to negotiate longer payment terms.
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The fourth element is knowing your funding options. Every business
needs funding money other than what it gets from customers which can
be used to expand the business or smooth out temporary shortfalls.
Funding comes from two sources: loans or investment in other words
debt or equity. The advantage of a loan (debt) is that you are not giving
up any ownership in your enterprise, and the lender has no management
say or direct entitlement to profits in your business. Your only obligation
to the lender is to repay the loan on time, and you can deduct the interest
payments at tax time. The disadvantage of a loan is the looming monthly
payments and the potential for personal liability (if you guaranteed the
loan), loss of property (if you secured the loan), or a lawsuit (if you default
on the loan payments).
The advantage of an investment (equity) is that you will not have to
repay investors if your business goes under, and your personal property
is unlikely to be at risk. The disadvantage is that you get a smaller piece
of the pie because you are giving up a share of the business. And if an
investor seeks to control your business, it may be more of a nuisance
than a help. You need to determine what the need for money is: If it is a
temporary problem or a fundamental problem?
The continued success of your business will trigger more questions about
cash flow and financing. The more you learn, the better you’ll be able to
respond, and the stronger your business will become.
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Highlands Mineral Water Co. Ltd.
Ihururu Road,
P.O. Box 1517, 10100 Nyeri, Kenya.
Tel: +254 (0) 61 2032381/2032296/2032977
Fax: +254 (0) 61 2030216 / 2032915
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