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NAIROBI WATER FUND

PHASE Creation
COMPONENT Multi-Stakeholder Governance
STEP Launch Event

How many people collaborated to complete  
this step for this water fund?
20 people collaborated on making the launch 
event happen. This included 10 people from  
partner organizations and 10 internal TNC staff.

How much time was required to complete  
this step?
6 weeks

© AMI VITALE
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PROCESS

The following steps were outlined by TNC staff who led the development  
of the launch event for the Nairobi Water Fund:

Arrange a media tour for reporters 
Create a journalist invitation list, compile FAQs for sharing, create 
media release briefs, create an itinerary, coordinate with partners and 
farmers on the ground, arrange transportation, select a location to 
showcase our work, prepare remarks to introduce journalists to part-
ners and key aspects of our work, organize lunch, and follow-up with 
reporters afterward.

Select a venue for the launch event 
Research and find a facility that will meet the needs for the event, draw 
up a contract with service provider hotel, agree on set-up, lighting, 
podium set up, media room and decorations,  final check on the eve to 
confirm all systems working, etc.

Prepare guests for the launch event 
Create an invitation list, design and mail a Save the Date card, design 
and mail official invitations, track confirmations and other responses, 
appoint a person to address enquiries.

Pre-event project management 
Organize name tags, design and print banners for the stage, design 
guest registration forms, establish a registration desk, assign regis-
tration desk attendants, organise hospitality (mainly tea and coffee), 
nominate and label the Master of ceremony (MC), nominate a prayer 
leader (important in religious societies like Kenya), research and hire a 
photographer, prepare and print copies of the event program.

Organize guest reception 
Reserve tables for VIPs and presenters, nominate team members to 
guide guests as they arrive, designate a box for dropping guest busi-
ness cards. 

Event project management 
Register attendees, mingle with attendees, ensure speakers are pre-
pared, track and recognize important guests as they arrive, keep itiner-
ary on schedule.

Managing breaks and closure 
Ensure journalists are able to meet with the chief guests/ VIPs, offer a 
media break if necessary or host the media session at the end of guests 
are patient enough, make final announcements and make note of any 
follow-ups that will be required. 

Post-event management 
Compile event photos and share online, prepare and send a thank you 
e-card, respond to any unanswered questions directly to any guest, 
take up all follow-up matters, including any promises made to guests, 
pay invoices, etc.
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SYNTHESIS
It was exactly 3 years after we started the Nairobi Water Fund in Kenya 
that we held this “launch event” in Nairobi. We had gone through all 
the preliminary steps of stakeholders identification, pre-feasibility 
study, feasibility study, memorandums of agreement between TNC and 
crucial partners and were convinced the Water Fund was a very viable 
undertaking.

We commissioned a team comprised of TNC scientists, the Natural 
Capital Projects modeling team and the International Centre for Trop-
ical Agriculture (CIAT) team to develop a business case for the Water 
Fund. This clearly showed that the Water Fund would return $21.5 mil-
lion USD for an initial investment of $10 million USD. This was exciting 
news.

The stakeholders had demanded to see a proof of concept that the 
Water Fund would deliver the returns desired for a complex watershed 
such as the Upper Tana. Working with local NGO partners like Prof. 
Wangari Maathai’s Green Belt Movement, we started conservation 
actions in three sites within the watershed. Five thousand farmers 
engaged with this project, and their initial achievements were very 
impressive.

It was time to share the Water Fund model, the business case and the 
good examples of results coming from the field. It was also important 
to recognize TNC’s visionary partners who had believed in the Water 
Fund model and been part of the development, resourcing and consul-
tative process.

Planning the event to coincide with the World Water Day was a great 
choice. It lined up well with the holiday’s theme and offered an oppor-
tunity to celebrate anniversaries of the event each year. It also helped 
get government attention and collaborative support. Important people 
who care about water from the government, county leadership and 
business prioritized the event. TNC’s Global Freshwater Team sent 
Daniel Shemie to Nairobi to pledge support. The event was the Africa 
Program’s largest event in Kenya to date, and provided an opportunity 
for our staff to interact with very senior personalities from the govern-
ment, United Nations and the diplomatic community.

“We appreciate the work TNC is doing in  
Kenya and the difference you are bringing in  
the conservation of the environment. This is  
not the same way it has been done here in the 
past. It’s these kind of changes that help brings 
impacts that last…”
Dr. Manu Chandaria, Chairman,  
Comcraft Group of Companies & Africa’s  
most celebrated philanthropist
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The event saw many corporate representatives commit to invest more 
in conservation of the environment and offer to support implemen-
tation of Africa’s first water fund. This has helped with a number of 
follow-up discussions that resulted in financial commitments to TNC 
and the Nairobi Water Fund.

Engaging media early and giving them two opportunities to visit the 
field proved to be very fruitful. The launch event garnered 185 media 
hits, including: Reuters, Bloomberg, Voice of America, Africa Report, 
Global Post, Kenya Broadcasting Corporation, Guardian, and The East 
African.

Sharing duties with colleagues within the TNC Africa team and also 
with partner organizations helped ensure nothing was left unattended. 
All partners felt recognised and were happy with their involvement. 
This helped galvanise their commitment to the Water Fund and en-
hance their role in the Water Fund steering committee (a partnership 
forum that meets monthly to discuss Water Fund implementation and 
resourcing agenda).

We also worked closely with the Africa Program’s communications 
team to help us produce branded products like e-cards, invitations, 
event programs, registration forms, branded polo shirts (as gift items) 
and captivating PowerPoint presentations.

Many event participants offered comments on how to improve, and 
positives that we could build on. Other guests also offered to link the 
Water Fund with other donors, stakeholders and networks. A number 
of stakeholders also wanted to join and participate in future Water 
Fund work. An example is ICRAF (International Centre for Research in 
Agroforestry) who have since offered pro bono remote sensing moni-
toring support and Coulson Harney Advocates, now offering pro bono 
support in incorporating the Water Fund as a Charitable Trust in Kenya.

The Nairobi Water Fund now celebrates the launch each year by mark-
ing World Water Day and has become a trusted partner of the Ministry 
of Water in organizing the annual events.

SYNTHESIS

“We are happy to have partnered with Nairobi Water Fund through TNC  
in our project dubbed 15000 by 2015 where we are helping 15,000 small 
holder farmers establish own rainwater harvesting water pans for supporting 
income generating export horticultural crops and uplift their lives.”
Mr. Karim Dostmohamed, CEO, Frigoken Ltd,  
Member of the Aga Khan Development Network.
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LESSON LEARNED #1 
MEDIA MANAGEMENT

We learned a great lesson on the usefulness of 
a media room for journalists covering the event. 
This room provides them with a secluded area to 
prepare their equipment, access power source, 
rehearse their important questions, and define 
roles (for those in a team, e.g., TV crews).  It also 
provides them with space to edit their stories and 
select photographs to send to newsrooms and 
news editors. 

While preparing the media briefs it is very import-
ant to cross check facts and figures and ensure 
they are in line with the interviewees’ statements. 
Currency conversion rates should be standard-
ized where amounts of money are involved in an-
nouncements to avoid conflicting figures. It’s also 
important to ensure all critical Water Fund part-
ners are given equal prominence or at least some 
mention in the media and have their businesses 
described correctly.

In the event that some important guests like se-
nior government representatives or corporate 
executives would like to leave early, its befitting to 
call a coffee/ tea break in the middle of the pro-
gram after they have delivered their speeches to 
enable media interviews and one-on-one discus-
sions.
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LESSON LEARNED #2 
ENGAGING & RECOGNIZING PARTNERS

Engaging Water Fund partners in such a  
high-profile event and sharing roles so that as 
many of them as possible feel engaged is a very 
good idea. Many partners have engaged in the 
Water Fund partly because they face water supply 
challenges and also partly because they have  
faith and trust in TNC. 

Since the Nairobi Water Fund has a steering  
committee of 10 partners, a dedicated  
committee meeting was called to discuss roles  
at the event. Many partners offered to play  
major roles; for example, the International Centre 
for Tropical Agriculture offered assistance from 
their communication staff, Coca-Cola offered to 
invite their Senior Executive for the panel session 
to discuss their Replenishment Program (RAIN) 
and Pentair offered to invite their Africa Director 
to discuss the company’s commitment to water 
conservation.  
 
 
 

Several others also offered to lobby their senior 
leadership and business partners to attend the 
event.  A few also donated items for the guest gift 
bags. This was very helpful and reduced event 
costs significantly.

Being able to discuss the program with the part-
ners beforehand ensured that a strong feeling of 
ownership and partnership was enjoyed by all the 
partners.

Nairobi Water Fund prepared some trophies that 
were awarded by the newly elected Water Fund 
President as recognition to the visionary partners 
that helped develop the Water Fund by serving in 
the steering committee. This was received very 
well by all and motivated them to make even 
greater contributions to the Water Fund in Future.
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LESSON LEARNED #3 
EVENT BUDGET

It’s very important to plan properly and include all 
expenses that would need to be catered for. It’s 
also important to get the best estimates possible 
for each of them.

Once done its very important to discuss these 
with your stakeholders, including the service pro-
viders. We learned that service providers like ho-
tels are willing to waive some of the costs as part 
of their contribution to conservation and apprecia-
tion for high-profile event hosting. 

Discussing the various budget items with partners 
involved gives them an opportunity to take up 
some of them. In our case, some partners offered 
staff time, printing and other costs, and additional 
pro bono support like social media platforms man-
agement and vehicles for field trips.

 
 
 

Just being recognized at a high-profile event con-
vinces some partners to go several steps further. 
For example, Coca-Cola hired Ogilvy Communica-
tions as a second media management and com-
munication company for the event.

This helped reduce TNC’s budgetary commitment 
significantly with direct costs remaining below 
USD $10,000 for all expenses. On top of this, the 
partners really valued the opportunities they were 
given to contribute. This was a good lesson that 
the organiser can still exercise modesty and still 
ensure a world-class event.
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LESSON LEARNED #4 
GIFT BAGS & OTHER GIVEAWAYS

While this is always at the discretion of the or-
ganizers, we learned that guest really appre-
ciate well-organized gift bags as part of being 
recognized. Our launch event was followed by a 
tree-planting event in the watershed a few days 
later. Therefore, each gift bag included a Water 
Fund-branded polo shirt (with all partner logos on 
the back) that could be worn at the tree-planting 
event, plus additional information.  

The gift bag also included copies of the Water 
Fund Business Case, as well as a Water Fund fli-
er. Our water fund partners also contributed gift 
items, like desk calendars and other branded 
items. They felt happy with this inclusion as well.

An important lesson for us was to arrange the gift 
bags according to shirt sizes so that guests were 
able to get shirts that would fit them well. It was 
also important that they were well arranged and 
guests could access them with ease to avoid inci-
dences of embarrassment.

 Getting Mr. Daniel Komen, Nairobi Water Fund’s 
goodwill ambassador and world champion and 
record holder for 3,000 meter race (a sportsman 
and well-respected Kenyan athlete), to officiate 
the handing out of the gift bags and take photo-
graphs with the guests was also very rewarding to 
many who attended. Since many water funds have 
such personalities (e.g., footballers), they may 
want to consider engaging them in such activities.
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LESSON LEARNED #5 
FOLLOWING UP WITH GUESTS ON LEADS

We found it very rewarding taking up important 
leads and contacts that were provided by the 
guests and following up on them. Letting the guest 
know that we had done it and what the outcomes 
were was also very gratifying.

For example, the head of DFID program in Kenya, 
Mr. Sharma, advised that we get in touch with a 
DFID-Swedish Embassy supported Program for 
possible granting. By the time we contacted them 
he had already briefed them on the type of the as-
sistance they could provide for the Nairobi Water 
Fund.

Representatives from the Ministry of Water who 
were implementing a World Bank project on the 
coast requested assistance from us in exploring 
the possibility of establishing a Water Fund for 
Mombasa city. While this was just an idea, its now 
getting to maturity and the Water Fund is part of 
Africa Water Blueprint report 2016 by TNC. The 
partners are ready to engage and start scoping for 
a Water Fund instead of just spending the funding 
provided in business-as-usual type of approach.

It’s important not to ignore such leads, as this 
may be counterproductive with the provider feel-
ing ignored or undervalued.  This may turn away 
a would-be generous donor or useful contact. We 
also discovered that a number of them called lat-
er to find out if we had followed up the leads they 
provided


