Olivia Mengich

China’s Nation Brand Reputation in Kenya

An Explanatory Study of Kenyan Perceptions of China’s
Nation Brand

Master's Thesis




YOUR KNOWLEDGE HAS VALUE

- We will publish your bachelor’s and
master’'s thesis, essays and papers

- Your own eBook and book -
sold worldwide in all relevant shops

- Earn money with each sale

Upload your text at www.GRIN.com
and publish for free

GIRINIS



Bibliographic information published by the German National Library:

The German National Library lists this publication in the National Bibliography;
detailed bibliographic data are available on the Internet at http://dnb.dnb.de .

This book is copyright material and must not be copied, reproduced, transferred,
distributed, leased, licensed or publicly performed or used in any way except as
specifically permitted in writing by the publishers, as allowed under the terms and
conditions under which it was purchased or as strictly permitted by applicable
copyright law. Any unauthorized distribution or use of this text may be a direct
infringement of the author's and publisher's rights and those responsible may be
liable in law accordingly.

Imprint:

Copyright © 2020 GRIN Verlag
ISBN:

This book at GRIN:



Olivia Mengich

China’s Nation Brand Reputation in Kenya

An Explanatory Study of Kenyan Perceptions of China’s Nation Brand

GRIN Verlag



GRIN - Your knowledge has value

Since its foundation in 1998, GRIN has specialized in publishing academic texts by
students, college teachers and other academics as e-book and printed book. The
website www.grin.com is an ideal platform for presenting term papers, final papers,
scientific essays, dissertations and specialist books.

Visit us on the internet:

http://www.grin.com/
http://www.facebook.com/grincom

http://www.twitter.com/grin_com



London School of Business and Finance

Title of Dissertation
China’s Nation Brand Reputation: An Explanatory Study of Kenyan Perceptions of China’s Nation Brand

Author
Olivia Mengich

Academic Year
2018-2020

Submitted in support of: Dual Master's (MSc and MA) Degree in Strategic Marketing




ABSTRACT

This study aims at to establish the cause-and-effect relationship between China’s nation brand
dimensions and China’s nation brand efforts on the perceptions of its nation brand in Kenya. The
theories that were chosen as the theoretical base of this study were Nations Branding, Anholt’s Nation
Brand Index and Country-of-Origin effect. Three research questions were asked around the theory base
and a survey was done on 75 professionals in Nairobi. Results obtained from the respondents allowed
for statistical analysis. The results indicated that the China has a strong nation brand in Kenya, Kenyans
are very familiar with and favourable towards China’s Nation Brand. However, China’s country-of-
origin has minimal effects on purchasing decisions in Kenya. Kenyan purchasing decisions are

influenced by the cost and quality of products from China.

Keywords: Nation Branding, Nation Brand Index, Soft Power, China, Kenya.
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