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THE

MOVIE
MOGUL

In any conversation about entrepreneurship in Africa, the name Jason
Njoku is bound to come up. The UK-born son of a Nigerian expat
has all but reinvented Nollywood, making millions for himself and
his investors, while reigniting an industry almost levelled by piracy.

A

s a young man
living in London,
Njoku saw how his
Nigerian relatives
valued and shared
all VHS tapes of the Nollywood
movies they loved. A source of
nostalgia and entertainment, the

tapes represented the height of
the Nigerian film industry, or
‘Nollywood’.
Nollywood is one of the most
prolific film sectors in the world.
Fortune Magazine reports that in
2014, the Nigerian government

released data for the first time
showing Nollywood to be a USD3.3
billion sector which produced
1844 movies in 2013 alone. In the
early days, films would be made in
a week and some 50,000 copies
of the movie would be sold locally
and abroad.

“Our idea was really
simple: we just wanted
to take Nollywood
movies and put them
online.” - Jason Njoku

But piracy has wreaked havoc with
the industry. True Africa reports
that for every copy of a Nollywood
movie sold, nine counterfeit copies
are made. “Legit filmmakers
were distributing their films on
vanishing VHS, while pirates had
fast-forwarded to the [video] CD,
which had just started gaining
popularity,” True Africa says about
the industry.
Thankfully, the Nigerian film
industry is currently undergoing
something of a renaissance,
thanks to digital reach and people
like Njoku who pioneered taking
Nollywood online.
Over six years ago, after a series
of failed businesses, Njoku bought
a ticket for Nigeria, where he had
previously only been on a few
childhood visits.
“Our idea was really simple: we
just wanted to take Nollywood
movies and put them online. It’s
as simple as that,” says Njoku who
founded iROKO Partners with his
friend [and first investor] Bastian
Gotter in 2010.

Since then, iROKO has attracted a
few more rounds of venture capital.
The first big tranche came in 2013
when the company received an
USD8 million investment from
American hedge fund Tiger Global,
Swedish-based Kinnevik and Rise
Capital. The latest financial boost
is USD 19-million from Canal+.
What kind of impact has Njoku
and iROKO had on Nollywood?
Well, when Nigeria rebased its
GDP in April 2014, the homegrown
film sector was included for the
first time — contributing 1.3% to
help boost the country’s GDP to
USD510 billion. And, for the first

time in history, Nigeria became
Africa’s largest economy.
Open Africa speaks to Njoku about
life, business and the secret to a
good life.
Q: How would you like to be
remembered?
A: As the guy who turned chance
into a multi-million dollar empire.
I want to leave a legacy for
Nollywood and African content
- giving the continent’s most
popular form of content a platform
it both needed and deserved.

I’m really just a nerd at heart. Because
I operate in the entertainment
industry, people assume that my
life is champagne, red carpets and
schmoozing stars.

#OpenAfrica

11

When Nigeria rebased its GDP in April
2014, the homegrown film sector was
included for the first time - contributing
1.3% to help boost the country’s GDP to
USD510 billion.

Q: What don’t people know
about you?
A: That I’m really just a nerd at
heart. Because I operate in the
entertainment industry, people
assume that my life is champagne,
red carpets and schmoozing
stars. The reality is that I spend
75% and more of my life in front
of a computer, co-ordinating
teams, doing deals and the admin
that comes with heading up an
international company. I kick back
with and get buried in the detail of
conglomerates’ annual reports and
the life stories of business leaders.
Q: What’s your advice to startups?
A: Get your product to market
quickly and figure it out from

there. Don’t obsess about securing
investment or a seed round in
order to even start your business.
Start it, get it out there, grow it
through whatever means you can
and then look for investment.
Q: What virtue do you most
admire in other humans?
A: A hunger to succeed.
Q: What virtue do you most
admire in yourself?
A: Resilience. Very little phases
me - I’ve seen more failure than
success in my life, so far, which
has made me extremely resilient. I
don’t fear failure, I know what it’s
like to fail. I know I don’t want it to
happen again, but I also know that
I can cope with it.

Q: Have you cracked the
secret to a good life?
A: Not yet - I’m working on all
of those, all of which can only be
achieved by hard work. My wife
and my children are an amazing
distraction from my work and
their overall happiness is what is
important to me.
Q: How do you measure your
success?
A: Your P&L [profits and losses]
sheet is usually a key indicator of
how your business is functioning.
I also look at deals that have been
closed, as well as those in the
pipeline. In terms of progress, I
just reflect on 12 months previously
and make a mental note of how
far the company has come. I look
at product launches, investments,
new business / customers - all
sorts of areas.
Q: What do you read?
A: I read books by international
businessmen and women whom
I admire. They’re my mentors. In
terms of content I consume, I go
to the cinema a lot with my wife
- I find it’s my time to switch off
from business and just enjoy being
entertained.
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Q: How do you describe the
way that you think?
A: Rightly or wrongly, at 1,000
miles per hour.
Q: Any apps or technology you
can’t live without? [Why?]
A: In Africa, it’s Android-first,
without a doubt. Like most people,
I use a variety of messaging services
to keep in touch with my teams
around the world — Whatsapp
and Slack are my go-to apps — I
probably couldn’t live without
them. That being said, a couple of
years ago, BBM was the primary
messaging service in Africa, and
that’s now been swallowed up by

Whatsapp - the tech marketplace is
brutal. No-one is safe. Companies
have to keep inventing to meet the
changing needs of their audiences
(as well as building new ones). I’m
an avid consumer of Netflix (yes even me, even though the media
pits us against one another).
Q: Any life hacks or thoughts
or ideas you’d like to share?
A: I’m not sure about life hacks I’m an intense kind of guy, I have
previously worked so hard that
I’ve made myself ill, but I wouldn’t
have the business I have today if
that hadn’t been the case.

I wouldn’t recommend this
approach to everyone, but then
again, I wouldn’t recommend the
life of an entrepreneur to everyone.
It’s a lonely life, juxtaposed with
the fact that you’re never alone
- you always have a thousand
people trying to get some of your
time. [#OpenAfrica]
Find Jason Njoku on
Twitter: @jasonnjoku
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Mobile

UNLEASHES AFRICA'S
SMALL BUSINESSES

By Nunu Ntshingila
Head of Africa for Facebook

M

obile communication
is one of the most
transformative
technologies
ever
unleashed, and even reaches
parts of the world where reliable
electricity and running water
are luxuries. There are some 7.2
billion mobile connections in the
world, compared to 1.6 billion TVs
and 4.2 billion television viewers.
It’s not just the ubiquity of mobile
technology that is impressive, but
the speed at which it has achieved
mass penetration in rich countries
and high-growth markets alike.
It has taken mobile phones just
three decades to outnumber the
quantity of people on planet Earth.

By comparison radio took 38 years
to reach 50 million people, and TV
took 13 years to reach 50 million
viewers.
In many respects Africa has led
the world towards a mobile-first or
mobile-only future, with countries
such as Kenya leading the adoption
of mobile money. Statistics from
the Ericsson Mobility Report show
that total mobile subscription
penetration in Sub-Saharan Africa
is currently at some 80%, but will
grow to 100% and 1 billion mobile
subscriptions by 2021.
Mobile technology profoundly
impacts Africa’s economy. It
created a multibillion dollar

industry that is a major source of
tax revenue across the continent;
that directly employs thousands of
people; that creates livelihoods in
airtime and phone retail; and that
supports industries as diverse as
IT services, advertising and media.
Mobile has sparked change in
sectors as diverse as health,
agriculture and financial services,
for example, by allowing unbanked
people to safely transact using their
smartphones or allowing traders
to access real-time information. It
has helped people and businesses
of all sizes to become more efficient
in how they do things.

“We live in a mobile world
and it’s so clear in Africa
- through the numbers,
the stories and the
people and partners we
speak with. People are
mobile, and businesses
need to catch up.”

#OpenAfrica
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“Technology
is
already
driving
real progress. It is giving people a
voice; handing a megaphone to the
disenfranchised, and giving everyone
the chance to counter messages of
violence and fear.”
AFRICAN BUSINESS: SMALL,
MOBILE, DIVERSE
The Internet is changing the way
Africa’s people communicate at a
fundamental level. The change is
currently reflected by social media,
but really it’s far more deeply
rooted than a trend involving this
or that platform, or brand.
We live in a mobile world and
it’s so clear in Africa - through
the numbers, the stories and the
people and partners we speak with.
People are mobile, and businesses
need to catch up. Consider
the fact that more than 120
million Africans are on
Facebook (this figure
grew by 20% over
the last six months
alone), and more
than 80% of them
will return to
Facebook using
mobile devices.
With the rise of
smartphones
and
faster
mobile Internet
connectivity,
Africa and its
businesses are on
the cusp of the next
wave of growth. The
trend is particularly
significant
for
the
continent’s small businesses,
which account for significant
portions of GDP and employment
in territories such as Kenya,
Nigeria, and South Africa.
Small businesses are the backbone
of Africa’s economy. They drive
economic growth and new jobs.

The number one reason small
businesses succeed or fail is their
ability to attract customers. But
with limited time and limited
resources, this is expensive and
hard for small businesses to do.
PEOPLE-CENTRED MARKETING,
AT SCALE
This is why the rise of the mobile
Internet matters for small and
emerging businesses in Africa.
It creates new channels that

m
Pho
.c o
to by
assa
Miranda Harple for Yenk

they can use to connect with
customers – whether local or on
the other side of the world – in a
highly personalised manner. It
democratises marketing, allowing

small businesses to do peoplecentred marketing at scale.
The implications for African
businesses are significant. Many
small businesses around Africa
use tools such as Facebook Pages
because they’re free, easy to use,
and they work well on mobile. And
it’s where their customers already
are.
What’s more, mobile marketing
drives sales. While other forms
of advertising – print, TV, radio
– can be expensive and hard to
measure, ads in platforms
such as Facebook reach
the exact customers
small businesses want
to reach – for less
money and great
returns. And small
businesses
can
affordably
use
sophisticated
tools such as
video to tell their
brand stories.
SMEs and oneman
operations
are
able
to
design and deliver
campaigns that factorin the audience’s device
type and quality of network
access quickly, and cost
effectively. They can also take
advantage of measurement and
analysis tools that used to be the
sole domain of companies with
enormous bank balances.
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“It has taken mobile phones just three
decades to outnumber the quantity of
people on planet Earth.”

GREAT POTENTIAL IN THE
YEARS AHEAD
The potential for growth in
Sub-Saharan
Africa
remains
healthy, with the mobile Internet
rapidly
driving
growth
in
Internet penetration. Increased
deployment of 3G and 4G networks
will bring more African people
onto the Internet, and drive growth
in the use of services from social
networking to mobile banking and
mobile commerce. Technology is
already driving real progress. It is
giving people a voice; handing a
megaphone to the disenfranchised,
and giving everyone the chance to

counter messages of violence and
fear. It is creating opportunity,
helping people find jobs and
start businesses. It creates new
economic efficiencies and new
opportunities for socio-economic
empowerment and inclusion.
In times of crisis, technology is
helping people find each other,
and helping people help each
other.
Africa’s mobile journey is just
beginning, with great impact
ahead for the continent’s people
and organisations. [#OpenAfrica]

Nunu Ntshingila is Facebook’s
Head of Africa, with responsibility
for leading the team that engages
with agencies and brands in Africa
to help them make the most of the
company’s products including
Facebook itself, Instagram and
related services. She is passionate
about the role of technology in
driving social inclusion in Africa
and about Facebook’s mission
of creating value for African
advertisers and people.

Photo Credit: Brice Blondel for HDPTCAR
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Brooks Mparutsa

GROWTH:

More To It
Than You Might Think
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A Somali man carries a large sailfish on his head to Mogadishu’s fish market in the Xamar Weyne district of the Somali
capital. Photo by AMISOM Public Information.

Buses and taxis in Dakar, Senegal. Photo by Jeff Attaway.

I

diverse, complex continent that is
comprised of a myriad of markets,
each with its own challenges and
opportunities.”

Again this feature didn’t do
Africa any favours. Why not? The
problem with these narratives,
says Hollard International CEO
Brooks Mparutsa, is that they rely
on data that can lead to superficial
conclusions. “Africa is not a
country or a single entity, but a

“The problem with a need to
simplify everything is that
important insights are lost,”
Mparutsa says, underscoring
an idea developed in an article
written by Morten Jerven titled:
‘Misunderstanding Growth in
Africa: how economists get it
wrong’. In it Jerven writes: “For
the past two decades, mainstream
economists who study African
economic growth have been
trying to explain something that
never happened. Economists have
focused almost exclusively on

n the year 2000, The Economist
did Africa, and itself, a grave
disservice when it ran with the
cover story “Hopeless Continent”
for a feature headlined “Hopeless
Africa”. Ten years later, the media
brand headquartered in London
would feature a picture of a young
African boy on its cover, flying
a bright kite. The headline this
time? “Africa Rising”.

Ethiopia’s capital Addis Ababa is a bustling centre of
business and trade. Photo by DFID.

one question: Why has economic
growth failed in Africa?”
In his book, Africa: Why
Economists Get It Wrong, Jerven
talks about how economists have
been blinded by the narrative of
an Africa riddled with postcolonial
failure, and have relied on data
that is narrow at best, or downright
wrong at worst. Jerven’s work
shows that in the 20th century,
Africa didn’t suffer slow growth,
but experienced recurring growth.
Says Mparutsa, “It’s important to
understand that African markets
are dynamic and varied, and
that they have been growing for
much longer than some popular
narratives suggest.”

#OpenAfrica
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“The problem with a need to simplify
everything is that important insights are lost.”

A panorama of the Johannesburg CBD at sunrise looking east across the M1 highway. Photo by Mr.Jhosimar.

Credible Numbers
Poor Numbers - How We Are
Misled by African Development
Statistics and What to Do about It
is another tome that questions how
the continent’s growth statistics
originate.
Poor Numbers is the first analysis
of the production and use of African
economic development statistics.
Jerven’s research shows how the
statistical capacities of some subSaharan African economies have
fallen into disarray, and how these
numbers substantially misstate
the state of affairs of economies in
Africa.

understanding of each market
with economic tools that speak to
the variance and complexities of
the continent.
“Rather than looking, for instance,
at one figure to determine growth,
one needs to look at the factors
that give rise to growth,” says
Mparutsa.

So how should one look at growth
in Africa?

By way of example, Mparutsa
singles out the Gordon Institute
of Business Science’s Dynamic
Markets Index that measures
how African countries become
more competitive, how their
institutional
and
economic
capabilities
progress,
and
examines the political, economic
and social spheres of each country.

The Hollard International CEO
counsels
that
understanding
economics and development in
Africa means looking beyond
mere Gross Domestic Product
(GDP), and gaining a depth of

“If we’ve learned anything from
the “Hopeless Africa” and “Africa
Rising” narratives, it is that the
simplistic lens with which those
outside of the continent use to
look at us is misleading. By the

same token, if Africa wants to be
understood we’ve got to get our
house in order. Those regions that
need to get their financial data in
order must do this as a matter of
urgency, so that we all benefit from
credible numbers,” Mparutsa says.
But it’s not all about numbers
- it’s also about real people
How has Hollard invested in
Africa?
“Hollard
currently
has offshore operations in 16
countries – six of those in Africa.
To build successful operations in
Mozambique, Ghana, Namibia,
Zambia and Botswana, we started
by appreciating that development
is not just about profit. We invest
with a long term view that is all
about creating sustainable growth.
This, together with our belief that
people are more important than
policies or money and machines,
creates a very human approach to
investment,” he says.

#OpenAfrica
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Cairo skyline in the morning.

Porto de Luanda in Angola by David Stanley.

“By our measure, a business model
that fails to take into account the
needs of the country we invest
in, and its people, cannot be
successful. We can’t be blinded
by the thinking that growth for
Hollard automatically means good
things for the communities that
we enter,” he adds. “An obsessive
focus on the bottom line easily
creates a disconnect between the
benefits that accrue to our business
and the quality of life experienced
by locals in the countries in which
we do business. How can we call
ourselves successful if we operate
in environments marked by
extreme inequality?” Mparutsa
asks.
“At Hollard, we employ exactly
the same ‘doing well by doing
good’ strategy in our international
ventures as we have always done
here at home in South Africa,”
Mparutsa explains. “Ours is a

partnership business model in
which everyone needs to win in
order for us to consider ourselves
successful. By ‘everyone’ I mean
Hollard, our partners, our
customers and the communities in
which we operate.
Hollard’s international CEO says
that empowerment and upliftment
are key deliverables everywhere
that Hollard operates. “We expect
the outcomes to be sustainable

long after the initial business
transactions that get us started in
a particular country,” he says.
Get the Fundamentals Right
“Building successful partnerships
is founded on getting the terms
right and, for us, this involves
an exhaustive assessment of the
insurance market of a country we
want to invest in, as well as the
political stability of that country.

“Understanding economics and development
in Africa means looking beyond mere Gross
Domestic Product (GDP), and gaining a
depth of understanding of each market with
economic tools that speak to the variance
and complexities of the continent.”

#OpenAfrica
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Sandton building interior by Andrew Moore.

Sandton architecture by Andrew Moore.

We also investigate the regulatory
environment, the strength of
that
country’s
institutions,
and the status and potential of
infrastructure as well as social and
economic systems.”
Mparutsa says that once Hollard is
satisfied with the fundamentals, it
starts the search for a strong local
partner with professional staff who
are as highly qualified, technically
experienced,
forward-thinking
and passionate as Hollard’s own
teams. “The cultural ‘fit’ is crucial
and, for us, that means a shared
entrepreneurial and innovative
mindset; an appetite for growth
that’s centred on excellence and
diversity; and a genuine focus on
the people who work for us, as well
as those we serve,” he says.
Trumping all these considerations
when entering a new international

“By our measure, a business model that
fails to take into account the needs of
the country we invest in, and its people,
cannot be successful. We can’t be blinded
by the thinking that growth for Hollard
automatically means good things for the
communities that we enter.”

territory is the need for an intimate
knowledge of the local market.
“We’ve found that by partnering
with local specialists who are fully
au fait with the country, culture,
history, geography and politics (as
well as the prevailing and emerging
market trends, and data on
consumer segments, distribution
channels, and more) we are able
to rapidly develop appropriate
solutions that are geared to meet
each market’s specific needs.”
“This is an extension of the ‘local is
lekker’ strategy Hollard has rolled
out in SA. At a time when the
trend is to centralise, we’ve opted,
instead, to set up branch offices all
over the country so customers have
access to our world-class products
and services, but also have the
comfort of dealing face-to-face
with local people who understand
them best,” says Mparutsa .

Disruption Is A Good Thing
Hollard is often approached for
advice on investing in Africa.
“What we realise is that our vantage
point at the southernmost tip of
Africa doesn’t equip us to make
assumptions, or deductions, about
any of the countries to the north
of us. But operating successfully
in the heavily stratified South
African business landscape does
offer a unique perspective of some
of the complexities we could face
going north.”
Africa is not a country. There are
54 countries on this continent,
each with their own languages,
cultures and sets of sub-dialects
and sub-cultures. In one distinct
country, regional, religious or
cultural nuances can mean distinct
market differences.
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Ship arriving in the port of Freetown, in Sierra Leone. Photograph by Defence Images.

Mparutsa says Hollard appreciates
that each country’s political, legal
and commercial structures, are
as distinct as their topography.
“Each country needs to be viewed
as an entirely separate market.
Lumping Ethiopians, Ghanaians,
Mozambicans and Namibians
into one homogenous but easy-tounderstand African ‘set’ is a recipe
for disaster,” he says.
In terms of trends Hollard has
noticed in the territories it operates
in in Africa, Mparutsa says, “We’re
seeing a move away from reliance
on commodities (albeit forced by
price pressure); Foreign Direct
Investment (FDI) is driving megainfrastructural
development;
there’s greater business sector
diversification;
urbanisation
continues to pose challenges; and,
as access to technology improves,
we’re seeing the emergence of a
more mobile middle-class and
a lower-income market we can
engage with meaningfully for the
first time,” says Mparutsa.
“The result is massive disruption
and, while it comes with its risks
(you’d expect a responsible insurer
to point this out), we believe

that it’s a good thing because
innovative change is where the
magic happens,” he adds.
“Expansion
into
emerging
African markets has given us
an opportunity to do things
differently and to innovate,
not just by developing new
products, but also by opening new
distribution channels. We’ve also
got to cross-pollinate by tweaking
and implementing ideas arising
from different African offices. We
relish this.”
“We’re focused on developing
simple, easily accessible products
and services to meet an entirely
fresh set of needs. In the process
of growing our own business we’re
adding capacity to our partners,
contributing skills to their
employees, powerfully altering
the choices available to our new
customer base and impacting
positively on their quality of life,”
Mparutsa states.
For Hollard, Africa is a complex
continent of diverse countries,
but it all comes back to a core
belief - ‘doing well by doing good.’
[#OpenAfrica]

Brooks Mparutsa - Hollard International CEO

AFRICA

4.0
Can Africa use the so-called Fourth Industrial Revolution
to leapfrog into a position of technological superiority?
By Oresti Patricios

I

t’s a wave that has already
begun to break, and we need
to get ready to ride it… or be
bowled over by it. It’s the next era,
the technological revolution that
will change society as much as the
invention of the steam engine did
back in the 18th century.
Klaus Schwab calls it ‘The Fourth
Industrial Revolution’ — which is
also the title of the book that he has
written on the subject. Technology
is changing so fast, with such
breadth and depth, and with such
transformative power, he says,
that society will be transformed
fundamentally.
Jobs once done by humans will be
done by robots. Entertainment will
become immersive with advanced

virtual reality. Artificial organs
will prolong life and improve
health. Diseases will be fought
by nanobots on a cellular level. A
surgeon in Cape Town will be able
to operate by ‘remote control’ on
a patient in Venezuela. These are
some of the breakthroughs that
are starting to happen today, but
who knows exactly how this future
will play out.

WHAT IS IT?
Why is it called the Fourth
Industrial Revolution? In history
class we were only taught about
one — The Industrial Revolution.
Not so says the Professor who is
the Founder and Executive Chair
of the World Economic Forum,

“The changes are so profound that,
from the perspective of human
history, there has never been a time
of greater promise or potential peril.”
- Klaus Schwab

and who has been at the centre of
global affairs for over four decades.
According to Schwab, the first
industrial revolution was created
by the transport and mechanical
production technology of the late
18th century — the era of the textile
factory, and the steam engine.
The second industrial revolution
was
the
mass
production
revolution in the late 19th century.
The invention of the microchip
and the computer revolution that
began in the 1960s was the third
industrial revolution, allowing
many things to be automated and
speeding up many aspects of life.
In the Fourth Industrial Revolution,
technological breakthroughs in
the fields of Artificial Intelligence,
robotics, the Internet of Things,
autonomous vehicles, 3D printing,
nanotechnology, biotechnology,
materials
science,
energy
production and storage, and
quantum computing, are just ‘a
few’ of the technologies that will
work in concert to reshape human
society. As Schwab says: “The
changes are so profound that, from
the perspective of human history,
there has never been a time of
greater promise or potential peril.”
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“Africa cannot industrialise, it cannot
be competitive unless we solve the
energy problem” - Akinwumi Adesina,
president of the African Development
Bank.

STILL FLEDGLING
In the greater scheme of
things, these are still fledgling
technologies — we haven’t begun
to see the full effects, both positive
and negative. Will the Uber
phenomenon result in fewer cars
being purchased? Will virtual
reality cocoon us in our living
rooms, seldom to reach out and
physically touch another human
being? Will the shopping mall
be replaced by online purchases,
delivered by drones? And this
is just the tip of the iceberg —
tomorrow’s everyday technology is
yet to be invented. And what does
this mean for Africa?

TAKING A LEAP
The
idea
of
‘leapfrogging’
technology is not new. In recent

years, the mobile phone system
has proven to be a ‘leapfrog’
technology. What this means is
that, for people who previously had
no access to telecommunications
via
conventional
means—i.e.
landline telephony and DSL—
cellular phones provided an
alternative (albeit more expensive)
option for communication.
For a small business this means
being able to find the best
marketplace for its products —
for example, a fishing boat with
a catch of yellowtail can now call
ahead to see which port will give
him the best price for his catch. In
developed countries, landlines and
cellular technologies coexist; in
developing countries, the mobile
phone obviates the need for
landlines, and 3G (combined with
the smartphone) now provides the
internet connectivity that puts the
internet in everyone’s hands.

In a way, technology lets
governments off the hook, as the
private sector steps in to provide
essential services that would
otherwise have been provided by
the state. It’s a source of income for
the private sector, but it can also
be a cost-saver; internet banking
and online payment systems
like M-Pesa allow banks to have
a presence without needing to
install a branch and ATM in every
village.
There is no reason Africa cannot
take advantage of the Fourth
Industrial
Revolution,
climb
aboard and ride that wave to a
brave new future. In fact, it’s
essential that we do, because if we
don’t we will simply be consumers
of goods and services provided by
the countries that master Fourth
Revolution technologies.
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POWER TO THE PEOPLE
Second on the list of must-haves is
Energy. Fibre optic cable, satellite
communications, 3G, 4G, 5G — all
need consistent, clean electrical
power to work. Without it, a trillion
dollars worth of ICT infrastructure
is like a Porsche without wheels —
it ain’t going anywhere fast.
The president of the African
Development Bank, Akinwumi
Adesina, emphasised this at
the World Economic Forum
on Africa in May 2016. “Africa
cannot industrialise, it cannot be
competitive unless we solve the
energy problem,” he said, adding:
“Today, 645 million people have
no access to electricity in Africa.”
It will take a few basic conditions,
however. Education is a big one:
these technologies are reliant on
software engineers, data analysts
and other engineers who specialise
in some pretty hard core science.
To misquote the Matt Damon
character Mark Watney in last
year’s hit movie, The Martian, “In
the face of overwhelming odds,
[we’re] left with only one option,
[we’re] gonna have to science the
shit out of this.”

Rwanda’s Paul Kagame. The
Rwandan president’s policies have
enabled his country to become
ranked as one of the countries with
the highest internet penetration
on the continent.
At the May 2016 WEF Conference,
Kagame said: “We have 4,500km
of fibre optic cable running
across the country, and wide 3G
mobile coverage. We want to avail
internet for all.” He noted that
ICT alone cannot transform the
continent, saying: “It has to be
backed by financial technology
which guarantees deep, efficient
capital markets that will invest
in infrastructure, to achieve the
much needed development.”

ICT EVRYWHERE

Electricity powers industry and
ICT, so this is an urgent need.
Adesina said the Bank would invest
$12.5bn in five years to boost the
continent’s energy capacity. The
third must-have is, naturally, ICT
infrastructure.

Every single sector can benefit
from a leapfrog approach to
solving problems, according to
Dominic Barton, Global MD of
McKinsey & Co. Speaking at the
same conference:

A
leading
light
when
it
comes
to
technological
and
telecommunications
infrastructure
in
Africa
is

“In almost every single industry or
sector that you look at in Africa…
including agriculture… [there] is
an ICT business,” he said.
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“Technology lets governments off the hook, as the private sector
steps in to provide essential services that would otherwise have
been provided by the state.”

Healthcare is another area that
needs attention, Barton says. “In
some economies it is only 2% of
the GDP and in other economies
in western Europe and the United
States it is 12% to 14%. ICT and
the fourth industrial revolution,
I think is going to allow us to
revolutionise that and provide
healthcare, by the way, in a
profitable manner,” he explains.
Already, Africans have shown
their readiness to be innovators in
the space. In Kenya, researchers,
agriculture inspectors and seed
specialists created a digital
platform called MbeguChoice,
that helps farmers determine the
best seed for their land. Startup UjuziKilimo provides realtime soil analysis using sensors
to measure and analyse soil
qualities, providing feedback to
farmers via SMS. According to the
WEF, more than 70% of African
farmers have used information

An entrepreneur, visionary
and risk taker, Oresti Patricios,
the CEO of Brand Intelligence
company Ornico, likes to push
boundaries, challenge existing
ideas and inspire those who
work with him. Find Patricios on
Twitter at @orestaki

and communications technology,
with 90% percent seeing increased
overall output.
By leapfrogging constraints in
communication,
transportation
and affordability in the healthcare
industry, mobile technology like
the Clinic Communicator enables
doctors to provide advice even
when face-to-face communication
is not possible. A Ugandan startup
has created a device called Code 8,
which uses a sensor attachment on
a smartphone to diagnose malaria
without a blood sample. In South
Africa, surgeons used a 3D printer
to manufacture a jaw implant,
when conventional options proved
too expensive.
THE NEXT GENERATION
With this explosive growth in
technology, it is important that
we equip the next generation

with Digital Intelligence, or DQ.
The DQ Project, at http://www.
dqproject.org/, presents parents,
educators and policy makers
with an eight-fold approach to
preparing our children for the
pitfalls and opportunities of the
Fourth Industrial Revolution,
looking at aspects like Digital
Literacy and Digital Safety.
It is a brave new world indeed.
Now it is up to us, all of us, to
do everything we can to own it.
[#OpenAfrica]
All photographs courtesy of the
World Economic Forum, as licensed
through Creative Commons.

Africa’s First Gold
Ornico won two gold awards at the international AMEC
Awards held in London in June 2016, beating global
campaigns featuring some of the world’s top brands.
Ornico brought home Africa’s first gold for excellence
in
communications
measurement
and
evaluation.
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BENCHMARKING

AFRICA’S

PROGRESS AND POTENTIAL

Photograph of the Rusizi District, in the Western Province of Rwanda. Photo by the Rwandan government.

GIBS’ Centre for Dynamic Markets urges the continent’s policy makers and business
leaders to move beyond their obsession with GDP. What’s important, says the
centre’s Prof. Lyal White, is comprehensive country assessments that reveal why
African countries grow, regress or stagnate.

I

n
2011,
when
economic
historian, Morten Jerven’s book,
Poor Numbers was released,
it revealed an African statistical
tragedy. Much of the continent’s
narrative is about numbers, but
Poor Numbers – How We Are
Misled by African Development
Statistics and What To Do About
It, blew the lid on how national
income estimates were being
compiled, by indicating how
many of the numbers circulating
in Africa’s national statistics are
guesswork, or just plain wrong.
“Many economic activities are
unrecorded. Thus the numbers,
the statistics we produce and
which are reproduced through the
United Nations, the World Bank
and so forth is not really fact, but
rather guesses, best guesses with

a considerable margin of error
attached to them. Sometimes
we make decisions using this
data without knowing exactly
how certain we should be of the
evidence we are using,” he said.
The critique of Africa’s numbers
didn’t
win
the
Vancouver
professor praise from politicians
on the continent, but policy
makers, leaders and academics
who understood the importance
of accurate, reliable data went to
work. At the Gordon Institute of
Business Science [GIBS], Prof. Lyal
White and his team at the Centre
for Dynamic Markets (CDM) were
researching how to put together
a benchmark for Africa that
didn’t just meter growth, but that
empirically measured that which
drives growth.
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“Called The Dynamic Market Index, this
tool measures progress and potential
in Africa by measuring institutional
change.”
“We don’t just look at growth,
rather we focus on applied
research, which means that we
look at the determining factors
that shape the market — the
social groups and policy makers.
By understanding these causes of
change, we’ve created an empirical
index that measures competitive
performance. Called The Dynamic
Market Index, this tool measures
progress and potential in Africa by
measuring institutional change;
conditions within countries that
enable economic growth, wealth
creation, overall socioeconomic
development and innovation,”
White says. The index is empirical
in that it relies on hard data rather
than survey, opinion or sentiment.

The result is a benchmarking
tool that measures and compares
national institutional structures
and economic capabilities, as well
their contribution to economic
dynamism. What underpins this
comparative ranking, are the
fluctuations in six institutional
and societal measures, namely
how open and connected the
country is, the degree of red tape,
the socio-political stability, the
efficacy of the justice system,
macroeconomic management, and
human capital.
“What sets the Dynamic Markets
Index apart from existing tools
is that it seeks to understand the
inner workings of the countries

The headquarters of the Economic Community of West African States Bank
for Investment and Development in Lome, Togo. Photo by Willem Heerbaart.

and their political economies,
irrespective of the labels that
have been given them. By
doing this we’ve found a fresh
point of reference on economic
performance,” White explains.
“Poor Numbers shows why policy
makers and business leaders
shouldn’t solely rely on Gross
Domestic Product to demonstrate
a state’s economic progress. Yes,
GDP is useful, but it is limited in
that it misses many institutional
elements that offer a critical
barometer of the health of a
country,” the head of GIBS’ Centre
for Dynamic Markets adds. “The
Dynamic Market Index addresses
these gaps.”
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Transform Africa Summit held in Kigali, Rwanda. Photo by the Rwandan government.

The second, bi-annual Dynamic
Market Index considers the period
from 2007 to 2014, and divides
countries into four categories
based on performance:
1.
Catch-up markets.
These are countries where very low
levels of institutional development
was evidenced during the index’s
base year (2007), but that have
made considerable progress in
improving institutional structures.
2.
Dynamic markets.
These states are notable for
their sophisticated institutions
in 2007 and for the continued
improvement of these institutions
through to 2014.
3.
Adynamic markets.
These are typically countries that
regressed or stagnated since 2007.
4.
Static markets.
These are countries that had
relatively high dynamism in the
index’s base year (2007, but that
have made little-to-no institutional
progress up to 2014, and have thus
stagnated.

“The Dynamic Markets Index
2016 reveals that 21.5% of the
144 countries we measured were
in fact ‘Dynamic Markets’. Our
research shows that these markets
predominate in Europe, Asia
and Latin America. Only two
African countries made it into this
esteemed category, and they are
Mauritius and Botswana,” says
White.

doesn’t fare as well. A Static
market, South Africa demonstrated
lacklustre performance in key
areas including economic growth
and innovation, and struggled
with political instability. This
contributed significantly to its
stasis and decline over the period
of analysis. There are 41 Static
markets in the index of 144
countries.

By comparison, Catch-up markets
accounted for some 29.2% of
the total countries indexed.
Concentrated in Africa and
Eastern Europe, Catch-up markets
showed a strong improvement in
their sociopolitical stability and
macroeconomic
management.
Rwanda falls into this category.

White says that several African
countries were Catch-up markets
in 2014, but were moved into the
Adynamic category in the second,
or 2016, index. “Angola and
Ethiopia showed progress when
we first did the index in 2014,
but this year we’ve had to put
those countries in the Adynamic
category because that progress
wasn’t sustained,” White says.

While Rwanda shows progression
and improvement, South Africa

“It is critical to look at what drives
economic competitiveness, and
to be as comprehensive about
this as possible.”
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Rwandan President, Paul Kagame looks on as school children interact
with computers. Photo by the Rwandan government.

Why should policy makers and
business leaders use the index?
“It helps to quickly identify
the why — the reasons that
underpin why countries perform.
Just as compelling is that it is
empirical. This is based on factual
information, data and interviews.
Lastly it is comprehensive,” he
says.
“The world seems to be obsessed
with GDP as if it is the only number
that matters, but states are hinged
on being competitive. Which
means it is critical to look at what
drives economic competitiveness,
and to be as comprehensive about
this as possible.”
“The latest data release shows
Prof Lyal White is the director of
the Centre for Dynamic Markets
(CDM) at the Gordon Institute
for Business Science (GIBS),
University of Pretoria, where he
is also a senior lecturer focusing
on political economy and strategy
in Africa, Asia and Latin America.
Find White on Twitter: @
LyalWhite

that Africa isn’t performing as
well as we thought, that the
Africa rising or falling narrative is
reductive and can be misleading.
The big lesson from this year’s
index is the problem with relying
on commodities and failing to
diversify. Africa is also paying
a price for being closed and
disconnected from other African
states and the rest of the world,”
White says.
Institutions play a critical role in
advancing the competitiveness
of
countries,
says
White.
“Institutions create an enabling
environment that not only drives
economic growth, but also leads
to social and political prosperity,”
he says, and then reflects on

Africa’s
performance.
“Some
African countries have made
steady institutional progress,
demonstrated by improvement in
the areas of sociopolitical stability
and macroeconomic management.
These results suggest that Africa
can realise its true economic
potential, but only through
ongoing institutional evolution and
progressive structural changes.
For greater change to take place
across the Africa, these structural
changes need to be implemented
constructively across the entire
continent.” [#OpenAfrica]
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STRATEGIC
LEADERSHIp
CHALLENGES
FOR AFRICA
By Marius Oosthuizen

I

nvestor perceptions of Africa
have slipped to their lowest
level since 2011, according to
EY’s attractiveness survey that
benchmarks investor impressions
of this continent. Here are the five
leadership challenges that face
Africa and the heads of public and
private sector enterprises who
want this continent to grow.

A man rides on the side of the truck inside the seaport of the Somali capital
Mogadishu. Photo courtesy of Amisom on Flickr, licensed by CreativeCommons.

1.
OVERCOMING
AFRICA’S
COMMODITY DEPENDENCE

uncertainty, power shortages and
drought.

Oil, metals and minerals —
Africa has enjoyed the heady
highs of a commodities boom,
but needs to learn to become
more resilient, and overcome low
commodity demand. The United
Nations Conference on Trade
and Development reveals that
commodities constitute as much
as 95% of the export revenues of
some countries on the continent.
As a result low commodity prices
have affected growth.

To overcome this dependence
Africa needs to diversify beyond
commodities, and invest in the long
term fundamentals for economic
growth such as investments in
energy and infrastructure. Instead
of thinking of being facilitators
of commodity-based economies,
African governments will need to
develop the capacity for a more
sophisticated and technocratic
economic policy. Patronage-based
redistributive networks need to be
replaced by evidence-based policy
planning that harnesses the broad
potential of economies beyond
commodities.

The World Bank Reports that
economic activity in Sub-Saharan
Africa slowed in 2015 off the back
of commodities. The result? GDP
growth averaged 3.0 percent last
year, down from 4.5 percent in
2014. Last year’s GDP figures are
a low that was last seen in 2009.
Poor growth is compounded
in some countries by political

2. NAVIGATING THE NEED FOR
POLITICAL
REFORM
AMID
SOCIAL TURMOIL
The Arab Spring that started in
Tunisia in December 2010 and that

rapidly spread to Egypt, and then
Syria, Libya, Jordan, Saudi Arabia,
Bahrain and Yemen speak to
Africa’s challenge of buoying voter
expectation with political delivery.
In Egypt a technologically adept
youth, fed up with unemployment
and an oppressive regime, helped
realise infectious, wide-spread
protests that brought about a
regime change.
Al Jazeera journalist Fatima
Naib describes the virality of the
insurrection: “Egyptian women,
just like men, took up the call to
‘hope.’ Here they describe the
spirit of Tahrir — the camaraderie
and equality they experienced —
and their hope that the model of
democracy established there will
be carried forward as Egyptians
shape a new political and social
landscape.”
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HARNESSING
INTERNET and add more than six trillion
A combination of high birth rates, 3.
improving education levels and ACCESS FOR GRASS ROOTS US dollars to global GDP. This
the influx of connectivity through DEVELOPMENT
echoes 2009 World Bank Report
the likes of social media, has
statistics which have been used so
created a democratic class that A new survey conducted by often, it has become a cliche. The
PwC’s
strategy World Bank survey showed that a
is economically excluded. The Strategy&,
business,
for 10 percent increase in broadband
challenge in countries faced with consulting
this situation is how to move
penetration leads to GDP growth
towards a more more reformed
in developing countries of some
democratic dispensation, while
1.38 percent.
still dealing effectively with
social instability in a way
Despite the obvious, and
that doesn’t compromise
proven, benefit of internet
economic investment or
connectivity,
internet
“Oil,
metals
and
minerals
growth.
access isn’t evenly
distributed, and poorer
- Africa has enjoyed
A case in point is the
households moreover
the
heady
highs
of
a
situation in South
rely
on
mobile
Africa, which has
communication. This
commodities
boom,
seven and a half
means that accessing
but
needs
to
learn
to
million voters, of
the internet for these
which more than
households comes at
become more resilient,
half are unemployed.
a price premium. As a
and
overcome
low
This
country
has
consequence, most of
commodity demand.”
successfully
created
South Africa’s poorest
a new elite, but has
people don’t have easy or
failed
to
implement
affordable digital access to
growth policies that address
education, entrepreneurial
economic distribution at a
or small business tools that
grass roots level.
could benefit them.
These are the kinds of issues that
will fundamentally reshape the
political landscape, unless they
are dealt with.

Facebook, indicates that global
Internet inclusion could lift some
500-million people out of poverty

Somali men walk past fishing boats on Lido Beach 06 August 2012, in the Kaaraan Districtl in the
Somali capital Mogadishu. Photo courtesy of Amisom on Flickr, licensed by CreativeCommons.

Dock workers load sacks of imported cement 06 August 2012, inside the seaport of the Somali
capital Mogadishu. Photo courtesy of Amisom on Flickr, licensed by CreativeCommons.

While increased connectivity
brings
with
it
economic
opportunity
together
with
opportunities
for
innovation
around sectors in agriculture like
subsistence agriculture, it also
enables freedom of expression. In
societies unused to this freedom,
the ability of government to
harness these technologies will
mean that they will have to
harness the democratic pressures
that pervasive internet access
inculcate.
4. SCALING FINANCIAL SERVICES
FOR THE SMALL BUSINESS
SECTOR
South Africa has one of the most
robust banking and financial
services
and
professional
services sectors anywhere in the
world, however this country’s
banking sector has been largely
unresponsive to small business
sectors. As a result entrepreneurs
have built new businesses in a high
risk financial environment. The

big challenge for banking locally,
and across most of Africa, is to
find a way of scaling services to
meet the needs of entrepreneurs
and small businesses, so as to
unlock potential for these sectors.
An inability to do this will see the
rise of disruptors in the financial
sector, as mobile companies or
other players seek to fill this gap,
and begin to edge into the financial
sector.

order to be perceived as a good
investment destination, Africa
has to be a good investment
destination.
To attract investment, leadership
will be required to successfully
implement policy that will see
this continent become more
competitive, sustainable and
inclusive.

5. SELLING AFRICA TO THE
WORLD
The
final
challenge
for
decision
makers,
influencers and those
vested in this continent,
is to ask how Africa can
succesfully sell itself to
the rest of the globe, and
to own the continental
narrative. The strategic
leadership
challenge
here is to demonstrate
that Africa is an attractive
investment destination. In

“Africa needs to
diversify
beyond
commodities, and
invest in the long
term fundamentals
for economic growth
such as investments
in
energy
and
infrastructure.”
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“A combination of high birth
rates, improving education levels
and the influx of connectivity
through the likes of social media,
has created a democratic class
that are economically excluded.”

Governments will need to tackle
corruption more decisively, while
ensuring political stability. From
a narrative perspective, locally
we’ve seen a Finance Minister who
has had to reactively go abroad to
do damage control, and try and
salvage this country’s reputation.
Obviously it is much more
sustainable to have a proactive,
planned approach.
Great work has been done by
the African Union [AU] with
its Agenda 2063, that speaks
to an “Africa financing its own
development”, as well as “the

The head of the GIBS ‘Future of
Business in South Africa Project’,
Marius Oosthuizen is a strategist and
and entrepreneur with a background
in theology. Oosthuizen has held
board positions in the civics and
non-profit sector, and enjoys helping
leaders think about the future in ways
that integrate strategy and ethics.
His focus is on looking at the future of
key industries and sectors within the
South African economy, within their
larger political and social context
nationally, regionally and globally.
The principal at CUSP Consulting,
Oosthuizen offers organisational
development
and
training
interventions, research and policy
analysis to the public and private
sector. Follow Marius Oosthuizen on
Twitter: @marius_oost

importance of capable, inclusive
and accountable states and
institutions at all levels and in all
spheres”. The challenge now is to
close the disconnect between this
vision and pockets of presidential
leadership across the continent.
Not that the AU should set policy,
but rather that this continent’s
leadership will work together
consistently to liberate the
investment opportunity presented
by
Africa,
through
better
leadership.
The story of Africa needs to
become one where our populations

are
better
educated,
more
affluent, engaged in the economy
and productive; and where our
resources are better beneficiated,
where jobs are created, and we
have good institutions. In terms
of leadership there needs to be
agreement, and alignment, on
where Africa is going in coming
years, while allowing for policy
diversity in the different countries
as they grapple with their
respective legacies. [#OpenAfrica]

10
reasons
to watch
africa

Energy boons, climate gains, global
partnerships and the fourth industrial
revolution - this is what Caroline
Kende-Robb, Executive Director of the
Africa Progress Panel, says will impact
the continent in 2016. In a year of
transformations, Kende-Robb predicts
that Africa will not only gain from major
shifts, but will lead some of them.

T

he global landscape is
dominated by news of
slowing growth, rocky stock
markets, falling commodity
prices, risks in emerging markets
(especially
China),
increasing
numbers of refugees, geopolitical
tensions and the threat of violent
extremism.
Despite
the
global
economic
slowdown, Africa could stand to gain
from economic and political instability
in the rest of the world. Kende-Robb
writes about the ten scenarios that will
unfold for Africa.

1 CLIMATE GAINS
COP 21 in Paris was an unambiguous
success. The expectations of many
were surpassed and the ‘direction
of travel’ was identified. In 2016, the
challenge will be the speed of that
travel. We need to move faster. At
COP 21, African nations seized the
chance to shift the climate narrative
from one of dependence to one of
opportunity and transformation. 2016
will see Africa making advances in
low-carbon energy while defending

its right to exploit fossil fuels. With the
cost of solar falling rapidly (by over 10
per cent each year) huge opportunities
exist.

2 PRIVATE SECTOR
MOMENTUM
The private sector will emerge as a
critical catalyst for achieving global
climate targets, especially ensuring
that carbon emissions peak within
the next five to ten years. 2016 will
hear more CEOs demanding a carbon
price. With its growing population,
increasing consumer demand, and
massive infrastructure needs, Africa is
ideally placed to benefit from this new
catalytic private sector.

3 ENERGY LEAPFROG
Africa’s energy challenge is substantial.
The Africa Progress Panel, (chaired
by Kofi Annan), is calling for a tenfold increase in power generation in
Africa by 2030. Over the last year, the
political ambition across Africa to
radically transform the energy sector
has increased substantially. The global

context is also shifting in the light of
COP 21. 2016 will see greater global
and regional political engagement on
Africa’s energy access. The African
Development Bank’s New Deal on
Energy for Africa will encourage
a broad coalition to seize the
momentum of 2015 and achieve quick
wins by 2020. Key partners include
the U.K.’s Department of International
Development and USAID’s Power
Africa.

4 BUILDING THE NEW
ULTILATERALISM
In 2015, Africa received the global
attention it deserved at top-level
international meetings on financing for
development, new global development
goals and climate change. At these
meetings, governments across the
world showed they could look beyond
their own borders. 2016 is now about
full and fair implementation. Citizens
will play a key role by holding their
leaders to account against the targets
they have set themselves.
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5 FALLING COMMODITY
PRICES DRIVE
DIVERSIFICATION
Resource-rich African economies
such as Angola, Nigeria, Ghana and
Zambia face a serious threat from
falling commodity prices. These
countries need to find alternative
sources of finance. China will
continue to be a key player in this
respect, but in 2016, India will be a
strong competitor. Falling commodity
prices may also offer some African
countries the opportunity to diversify
their economies and cut fuel subsidies
that have exacerbated inequality.

6 AFRICA’S
GREEN AND BLUE
REVOLUTIONS
For many countries, the story
about falling commodity prices will
transform into a story about Africa’s
green and blue revolutions: to diversify
their economies, these countries
will focus more on agriculture and
fisheries. African farming will no
longer be seen as a development
problem but an exciting business

opportunity. Smallholder farmers
across Africa have an unrivaled
capacity for resilience and innovation
and could feed rapidly growing urban
populations and generate exports to
meet demand in global markets. An
immediate priority will be promoting
import substitution to cut Africa’s
US$35 billion annual food import
bill. This will require measures to
cut tariffs and non-tariff barriers to
regional trade, eliminate transport
cartels, and develop marketing
infrastructure. Increased investment
in infrastructure and research will
begin to dramatically raise farmers’
yields and incomes.

7 FOURTH
INDUSTRIAL
REVOLUTION
Significant investments will be
made in new technologies led by the
private sector and supported by the
international community. As neatly
described in Klaus Schwab’s book,
The Fourth Industrial Revolution, it
is the fusion of new technologies and
their interaction across the physical,
digital and biological domains that
make a fourth industrial revolution

fundamentally different from previous
revolutions. Venture capital funds
are ready and waiting to increase
investment across Africa. The next step
is to bring together public and private
sectors to drive the deals as quickly as
possible. In 2016, rapid technological
changes have the potential to create
new industries, reduce inequality and
drive structural transformation.

8 FINANCING
FORWARD
A lack of available finance continues
to be a key constraint for Africa. But
2016 will see significant investments as
big finance moves to tap the potential
of the 80 per cent of citizens who are
excluded from the financial system.
Mobile technology will be pivotal in
addressing this unmet need. Local
banks will begin to function more as
“real” banks serving the demands of
small and medium-sized enterprises,
many of whom are dynamic
“agropreneurs.” Mobilizing domestic
savings will be crucial. Pension funds
will be increasingly seen as an essential
and exciting means to provide longterm capital.

#OpenAfrica

43

9 MANAGING
MIGRATION
Out-migration from Africa will
continue to feature on the international
policy and news agendas. In 2016,
some African leaders will begin to
tackle the underlying forces driving
this trend. At the same time, the global
dialogue related to the movement of
people from Africa to Europe will start
to shift from being seen as a crisis to
a potential win-win if managed more
proactively.

millions of youth, will continue to
explore novel opportunities related
to booming new technologies. As
a result, many African countries
will find themselves at the forefront
of global innovation across many
sectors including technology, creative
and cultural industries, and sports.
[#OpenAfrica]
Photos of infrastructure growth in
Africa courtesy of the UK Department
for International Development.

Find Caroline Kende-Robb,
Executive Director of the
Africa Progress Panel on
10 THRIVING GLOBAL
social media:
INFLUENCE
Twitter http://twitter.com/		
Africa’s dynamism, voice and presence CarolineKende
will increase across international Facebook https://www.facebook.
arenas. Africans, especially the com/caroline.k.robb?fref=ts

NIGERIA
A COMPLEX, DIFFICULT, BUT TOP MARKET
By Dianna Games

N

igeria, the biggest economy
in sub-Saharan Africa,
remains
a
challenge
for
investors
despite
the
modernisation of the economy
and a return to democratic rule in
1998.
It retains a reputation for being
a complex and difficult market,
which can deter less hardy
investors. Nigeria’s ranking on
the World Bank Doing Business
Report in 2016 was at a low 169
out of 189 countries surveyed.
But despite its challenges, the
country has, until recently, been a

top emerging market destination
for
investment.
Hundreds
of
international
companies,
attracted by a consumer market
of more than 160 million people,
improving incomes, high average
growth rates over the past few
years, and large market gaps, have
made good returns in this market.
However, a number have also had
their fingers burned.
The risks in Nigeria are similar
to those in most other African
countries – choice of partners,
corruption, poor legal systems,
unpredictable and often harsh

regulation, excessive bureaucracy,
inefficiency and a relatively
underdeveloped
domestic
market. Difficult logistics, poor
infrastructure and a dearth of
regular power supply make it
expensive to do business — up to
three or four times more expensive
than in South Africa — and make
planning difficult.
There is no one-size-fits-all advice
for investors. Much depends
on the sector, market demand,
the business model and country
strategy as well as the choice of
local partners and the safeguards
built into such relationships.
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Building new roads near Igabi in Nigeria. Photo by e.r.w.i.n. on Flickr. Licensed through Creative Commons.

But there are a number of broad
issues to consider when investing
in Nigeria.
It is key to remember that there is
risk in underestimating potential
risk. Companies still tend to go
into African countries without
doing sufficient homework on the
full range of potential challenges,
often accepting information and
advice from desk-bound analysts
with little experience of African
markets in general, and Nigeria in
particular.
One of the most common causes
of business failure in Nigeria has
been a lack of proper preparation,
poor advice and failure to gain
sufficiently deep insights into the
terrain.
Nigeria’s turbulent past has led
to the evolution of a particular
business culture that is unfamiliar
to most outside the country. This
culture needs to be understood by
investors whether they have local
partners or not.
It is also important to understand
not just the macroeconomic

landscape but the socio-political
situation in Nigeria, as there
may be factors here that have an
impact on business strategy. For
instance, the uneven development
of different regions, ethnicity
and religion may affect how your
product is regarded, the type of
branding that may be best suited
to the area and how to determine
the best method of distribution.
It is useful to learn from the
experiences of companies
already in the market
and those that have
pulled out. There is
no substitute for
personal experience
to inform market
insights.
Some
companies have
only learned that
their
business
model was out
of
alignment
with the realities
of Nigeria once
already in the
market,
wasting
valuable time and
money — and possibly
tarnishing their image.

One of the most common mistakes
is getting into bed with the wrong
partners. While it is important
to have a local partner to benefit
from local knowledge, to allow
faster market penetration and
to manage risk, a thorough due
diligence is necessary to ensure
the partner does not become the
main risk.

Regulatory and policy
uncertainty has long
been one of the major
risks in the Nigerian
environment.
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One of the most common causes
of business failure in Nigeria
has been a lack of proper
preparation, poor advice and
failure to gain sufficiently deep
insights into the terrain.

This is a multi-layered exercise.
Partners need to be aligned to
your own corporate governance
standards and group operational
standards and be invested in the
future of the enterprise.
There have been cases where
partners have set themselves up
as competitors to their foreign
business partner down the line, or
who have used relationships with
regulators and other agencies to
frustrate the investment in order
to push undisclosed agendas. But
mostly, partnerships have been
successful where they have been
put in place carefully.

wrong
at
a
later stage, a company’s case is
weakened by the failure to follow
due process in the beginning. It is
worth taking the extra time to do
things the right way.
Corruption is pervasive, despite
attempts by the new president,
Muhammadu Buhari, to address
it. It has become a way of life in
a country where institutions and
systems have been undermined
by
years
of
government
mismanagement, easy oil riches
and extreme poverty. It is not
necessary to fall victim to it in

order to operate successfully
in Nigeria but it may make doing
business more difficult with longer
timeframes to get things done.
It is also advisable to keep abreast
of changes in the operating
environment such as taxation
and incentives. These may
change after an election or when
the government of the day faces
liquidity and revenue challenges,
as Nigeria does at present.
Regulatory and policy uncertainty
has long been one of the major
risks in the Nigerian environment.

Challenges such as bureaucracy
— like registration processes and
getting work permits — need to
be built into the entry strategy.
Hiring a reputable law firm can
ease the process.
It is also advisable to become
familiar with regulatory agencies
that are important to your
investment. They include the
National Agency for Food and
Drug Administration, which issues
import licences for food, drugs,
cosmetics, chemicals and other
such products, and the Standards
Organisation of Nigeria for all
other imports.
Many companies have tried to take
short cuts to avoid the nightmare
of bureaucracy but this can easily
backfire. When something goes

The texture of thought. University of Ibadan, in Nigeria. Photograph
by Andrew Moore on Flickr. Licensed through Creative Commons.
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But
changing
government
priorities may also lead to the
creation of new incentives as the
authorities try to boost particular
sectors such as industry and
agriculture.
Nigeria is facing tough times
as a result of the extended

period of low oil prices — this
commodity is still key for most of
the country’s revenue and foreign
exchange. The economy is also
being buffeted by an insurgency
in the oil fields, which has cut oil
production by a third.
The president, recognising the
need to quickly diversify the
economy and attract more foreign
investment, has approved the
formation of a presidential
commission to look
at ways to improve
the ease of doing
business
in
the
country.
He has also
approved an
expansionary
budget
for

2016 targeted at improving
infrastructure in Nigeria.
While Nigeria may still be a difficult
market in which to operate, the
country has proved its resilience
in the past and should remain on
the list of investment destinations
for any company that is serious
about Africa. [#OpenAfrica]

Challenges such as
bureaucracy - like
registration processes
and
getting
work
permits - need to be
built into the entry
strategy.
Hiring
a
reputable law firm can
ease the process.

“Discipline is the bridge between goals and accomplishment.” Photo by e.r.w.i.n. on Flickr. Licensed through Creative Commons.

Games is CEO of
consultancy Africa @
Work and Executive
Director of the SANigeria
Chamber
of
Commerce,
Johannesburg. Follow
Games on Twitter:
@DiannaGames
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Google
to train

one million Africans
Google Africa has ramped up its skills programme and aims to train 1,000,000 Africans
in digital skills over the next year. Luke Mckend, Google SA Country Director, talks about
why it is important for Africans to be not just digitally literate, but digitally proficient.

G

oogle estimates that there
will be half a billion internet
users in Africa by 2020.
This presents an opportunity
for African entrepreneurs to
expand their reach. At the same
time, digital growth can spell job
opportunities for Africa’s high
numbers of unemployed youth.
But education in digital skills is
lacking, so a skills shortage exists
in digital technology.

FIRST, THE BAD NEWS
The
formal
employment
environment
for
young,
unqualified South Africans looks
quite bleak. According to a study

by Derek Yu, Atoko Kasongo and
Mariana Moses (all lecturers in
Economics at the University of
the Western Cape), “the high
unemployment rate for job seekers
under the age of 35 is extremely
high. A staggering 58.4% of 18- to
29-year-olds have never worked
before.”

matriculants stood at some 17.2%.
The report also found that the
demand for unskilled workers is
decreasing. Added to urbanisation
and population growth, there is
ever more pressure on the youth
job market.

The study also found that, for
job-seekers, having a matric
certificate offers only a marginal
advantage over an early schoolleaver, but employers are far less
likely to hire someone without a
tertiary qualification than they
were ten years ago (in 1996), when
the unemployment rate among

Research published in 2012 by
Arthur Goldstuck demonstrated
that companies with websites
[and that engage with their
customers through the web] are
more successful, and employ more
people.

AN OPPORTUNITY KNOCKING

Google South Africa Country
Director, Luke Mckend says
that this continues to be true.
“Entrepreneurship is almost more
important in SA, and the rest
of Africa, than elsewhere in the
world,” says Mckend, adding that
Google will over-index on small
businesses, because they are seen
as disproportionately
more important.

is exploding… The question is,
can these young entrepreneurs
be upskilled for the ICT sector,
despite their poor educational
grounding?
With the Digital Skills program,
the idea is to train a million people
with a base level of digital skills,

a business or personal sphere –
having skills to manage that is
critical,” he adds.
‘The Fourth Industrial Revolution’
is a term often used to describe
the technological advances that
are expected to change society in
the near future — in fact, it has
already started to
happen.
Robotics,
nanotech,
biotech,
and materials science
are just a few of the
new
technologies
that are impacting
our lives.

“Companies with websites
[and that engage with their
customers through the web]
are more successful, and
employ more people.”

In the World Wide
Worx survey, the
importance of the
internet for both
small
businesses
and
employment
in SA was revealed.
410,000, or 43%, of
active, formal SMEs
have a website. But
more telling was the fact that
150,000 SMEs in SA would go
out of business without a web
presence. “Since SMEs account for
some 7.8 million jobs, this means
that 1.56 million jobs would
in jeopardy were it not for the
internet,” says Goldstuck.
So, on the one hand, SA has
a vast pool of unemployed,
unskilled workers and potential
entrepreneurs; on the other hand
the digital tech environment

who can then work with creatives
who are developing and creating
businesses and new content,
Mckend explains. “We will have
different tiers of engagement to
help create the future we want,” he
says.
“Managing a company’s digital
footprint could be an important
first step into the workplace for
a young person looking for a
job,” Mckend says. “Digital skills
cover so much of what we do in

But for Africa to
be part of this,
to
‘leapfrog’
the
revolution, Mckend
says we have to be proactive.
“Without this, the future is not
going to happen,” he declares.

WHAT IS REQUIRED
In practice this takes infrastructure
—
electricity
and
internet
connectivity. Mckend says that
Google, together with other
organisations, has been involved
in trialling SA’s TV white space for
distributed internet connectivity.
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“You unlock new business models, consumers
reach content that they could never in the past … it
literally changes the game where this infrastructure
is deployed.” — Luke Mckend, Google
White space is the bandwidth that’s
available between TV channels —
unused frequencies that can be
used for WiFi connectivity. In the
Western Cape the case has been
proven, so everyone is waiting for
the regulators to unlock the space.
“Distributing the infrastructure
that we normally rely on — physical
cables — can be expensive and
take time; they require municipal
regulations to be complied with,
there are right of way negotiations,
etc. So this would be a more
feasible way of connecting people,”
says Mckend.
Google has invested heavily in
Uganda to provide a metro fibre
infrastructure for the city of
Kampala, which integrates with
the existing ISPs rather than
competing with them. Known as

Project Link, further deployments
are in the pipeline for the Ghanaian
cities of Accra, Tema and Kumasi.
Says Mckend: “You unlock new
business models, consumers reach
content that they could never in the
past; consumption goes up, video
content becomes more prevalent,
distribution capacity is increased,
so there is now a new business
model – it literally changes the
game where this infrastructure is
deployed.”
When asked about Google’s
speculative projects like Loon,
the proposed WiFi access system
that would provide connectivity
for remote areas via a network of
high-altitude balloons, Mckend
is upbeat. Many people assumed
this project had lost impetus, but

Mckend insists it is still being
trialled, and, given the correct
commercial models, still has the
potential to make a difference.

SUPPORT & DEVELOPMENT
Mckend arcs back to people
development, and says that, aside
from the digital skills programme,
Google has supported developers
throughout Africa since it set up
shop here. This is why the search
giant launched Google Developer
Groups, to create and support
communities of developers to
share skills, upskill and support
in terms of the ability to create
new businesses. Mckend says that
these are “developers who create
businesses in a very practical
way — it’s important to have that
depth.”
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“We need an ecosystem that is built around
digital technology to the benefit of business,
consumers and government — a virtuous circle
where Google is part of an environment that is
growing.” — Luke Mckend, Google

The creative sphere presents
opportunities as well, as evidenced
(for example) by the success of
the creators of Suzelle DIY. What
started as a short web series is now
being broadcast on TV, and the
sponsors are lining up.
There has even been a spinoff book.
“Previously, video content was
largely created well beyond our
shores. Commercially, for the first
time in Africa we have crossovers
from digital to traditional media;
stars are being created on digital
first, and then crossing over to
a variety of other media,” says
Mckend.
In the sphere of music, ‘unknown’
African artists are reaching

hundreds of thousands of views
on YouTube, fulfilling a thirst for
local content.
There was a time, not so long ago,
that Google easily mirrored the
moniker used so often to describe
it, namely: “search giant”. Truth is
that nowadays Google is so much
more. As Mckend puts it, “Search
was all about bringing information
closer to people in a more efficient
way.
This goes to Google’s original
mission — to make the world’s
information universally accessible
to everyone. This lives close to the
hearts of the founders, and to those
people who consider Google’s
future,” McKend explains.

“Google can only thrive when
people have access, so we
need an ecosystem that is built
around digital technology to the
benefit of business, consumers
and government — a virtuous
circle where Google is part of an
environment that is constantly
growing,” says Google’s SA
Country Director. [#OpenAfrica]
All photographs supplied by Google,
apart from the headline, which comes
from Rod Waddington on Flickr,
and is licensed through Creative
Commons.

Find Luke McKend on
Twitter: @lmckend
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LOOKING FOR THE

WIN-WIN

With South Africa’s economy stagnating, where is growth going to come from?
Yogavelli Nambiar, who leads the Enterprise Development Academy at GIBS, says
that with about 80% of startups in SA failing within the first two years, the answer
lies in bridging the gap between those businesses that fail and those that succeed.
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S

outh Africa is struggling
to grow. July 2016 saw
more evidence of this as
the International Monetary Fund
cut the country’s 2016 growth
forecast to 0.1 percent, saying
that SA’s economy was struggling
to keep up with the increasing
population. This was followed by
the Governor of the Reserve Bank
of South Africa, Lesetja Kganyago,
confessing that the economy was
in a “low growth trap”.
Kganyago told Bloomberg: “The
slowdown in the economy has
nothing to do with technical
factors that have to be dealt with
by monetary policy. The slowdown
in growth has to do with structural
impediments.”
The sobering statistics on the
ground? 11,6 million South
Africans are unemployed, of
which 8,7 million—some 75%—are
youths, aged 15 to 34. Youths make
up one third of the SA population,
yet they are the group with the
highest level of unemployment.

But the Enterprise Development
Academy at the Gordon Institute
of Business Science is hard at work
trying to tackle this challenge by
stimulating employment in small,
medium and micro- business
sectors. Under the leadership of
Yogavelli Nambiar, the Academy
provides
quality
business
education and support services
for these businesses in order to
impact the economy.
The
Academy
supports
the
government’s
National
Development Plan, which states
that in order for SA to meet its 2030
development goals, this country’s
unemployment rate should have

fallen from 24.9 percent in June
2012, to 14 percent by 2020, and
to 6 percent by 2030. The latest
figures show that unemployment
increased to 26.7 percent in the
first quarter of 2016, up from 24.5
the first quarter of 2015.
“We’re a long, long way off from the
target set by the development plan
of some 90% of the expected 11
million jobs that need to be created
by small and growing businesses,”
says Nambiar. “But bridging the
inequality gap between smaller
businesses that succeed and those
that fail is the key to building a
stronger economy,” she says.

Small and medium-sized enterprises
provide employment to about 60% of
the labour force, while this sector’s
total economic output accounts for
roughly 34% of GDP.
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According
to
the
Banking
Association of SA, small and
medium-sized enterprises provide
employment to about 60% of the
labour force, while this sector’s
total economic output accounts
for roughly 34% of GDP.
The big challenge, however, is that
South Africa has one of the highest
failure rates of new businesses
in the world. “Why do these
businesses fail? Our experience
shows that people struggle
with access to capital, access to
markets, and then because of
SA’s apartheid education legacy,
a lack of business skills confound
entrepreneurial growth,” says
Nambiar. The root of the problem
lies in education. Nambiar says
that entrepreneurship education
is not given significance at
primary level, and not enough
people are being up-skilled at
tertiary institutions or through
apprenticeships. “Those who are
meant to be gaining experience
in the workplace are not, because

businesses can provide few jobs
for school-leavers due to the low
literacy and numeracy levels that
are currently being produced by
the education system,” she says.
Research done by Africa Check
found that some 80% of SA’s
25,000
public
schools
are
‘dysfunctional’ — most of them in
black townships and rural areas.
Dropout rates are high, and even
those who manage to acquire
a matric certificate are often
still functionally illiterate and
innumerate.
The need to survive has
created a culture of ‘survivalist’
entrepreneurship — informal
traders, spaza shops and hawkers.
These are generally one-person
operations that eke out a living day
by day. But what if these microentrepreneurs could be assisted
in formalising and growing their
businesses, thereby becoming jobcreators? Nambiar says that there
is an educational and support

aspect to the Academy. Firstly,
potential candidates must be
identified, and steered into the
appropriate training.
Once trained, the candidate is
assisted with support services,
such as mentorship, coaching,
peer learning opportunities, and
access to finance and new markets
through the Academy’s networks.
Nambiar explains: “Entrepreneurs
often don’t know how to access
finance or new markets, how to
diversify income streams, how
to make their operations more
efficient or how to manage their
finances.
We teach the fundamentals of
business to enable entrepreneurs
to recognise and maximise
opportunities; and to create,
sustain and grow their enterprises,
while providing them with the
exposure, resources and networks
available to a leading business
school.”

“Entrepreneurs often don’t know how to
access finance or new markets, how to
diversify income streams, how to make
their operations more efficient, or how to
manage their finances. We teach them many
elements that people wouldn’t have had
access to otherwise.”- Yogavelli Nambiar
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The original concept was born
out of the Goldman Sachs 10,000
Women Initiative, a global
programme that ran from 2008 to
2013, in which 330 South African
women participated. Nambiar
says that they showed remarkable
progress, resulting in job creation
and revenue growth. “Because it
was so successful it served as the
basis for creating the Academy,
which now deals with men and
women across the country, and
the continent in future,” Nambiar
says.
Candidates range from people
who have not obtained a matric
certificate, right through to people
who may have a Masters degree.
Most of the candidates come from
underserved and marginalised
communities.
The
Academy
has worked with over 1,000
entrepreneurs to date. How is this
funded? Nambiar says that the
Academy approaches private and
public sector institutions to obtain
funding and in-kind support to be
able to ensure affordability is not
an inhibitor.
Sometimes synergies emerge. For

example, Massmart wanted to
support businesses that supply
to them. A development budget
was assigned to the Academy,
to help in identifying these
suppliers and assisting them to
improve their quality of service
to the merchandising giant.
“Many entrepreneurs start their
businesses with a ‘survivalist’
mentality,” Nambiar says, adding:
“They identify an opportunity
and take it to a certain level, but
then don’t know how to grow and
scale.” The Academy provides the
necessary training and support to
take these businesses to the next
level.
“It’s not theoretical, it’s very
practical education customised
for that group and geared towards
implementable outcomes,” says
Nambiar, adding: “During the
course work they develop a
business growth plan, which they
then present to the adjudicators
— these are financiers, business
entrepreneurs and experts, who
give feedback.
It’s a four month process, normally.
This helps them articulate their

vision for growth but also to
understand
the
components
required for growth. It’s not a
conventional business plan,” she
explains. The next phase takes
six months, during which the
candidates learn to deliver on the
plan.
It’s a mentorship and coaching
programme that places a focus
on the individual business
performance.
Bespoke
programmes include the National
Home
Builders
Registration
Council (NHBRC) Women in
Construction Programme, which
was recognised at the third annual
Women in Construction awards
as the ‘Most Innovative Training
Programme’ in 2015.
The Academy assists entrepreneurs
who depend on tender-based
work. “We teach them how to
manage the work more efficiently,
and to diversify their income and
customer base through seeking and
entering new markets,” Nambiar
says. A grassroots programme
was held for spaza shop owners in
Mamelodi and Ivory Park.
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“We taught 60 spaza owners how
to run their stores more efficiently.
It was very practical — the training
was done in the township, and the
challenge to each one was: how do
you go back to your stores today
and do something differently?”
says Nambiar.
These small and micro-businesses
are very important to the SA
economy, Nambiar says. “If you
look at the demographics of the
country: 60% of households in the
metros are based in townships.
Then look at the way that
townships are constructed on the
outskirts of towns, with a lack
of infrastructure; as explained
by the Gauteng Premier, they
are just dormitories of labour
as people work and spend their

money elsewhere with no creation
of wealth or production of goods
happening in those townships,”
she explains.
One must bear in mind that
this is a large number of people
— the majority of the black
population, who are inhibited
by poor infrastructure. “This is
a contributing factor to issues
like xenophobia,” says Nambiar,
adding: “We have lower levels of
opportunity recognition than other
sub-Saharan countries that have a
less sophisticated infrastructure
and economy than us.”
In India, Nambiar notes, children
are encouraged from a young age
to take up an entrepreneurial
activity — even to earn their own

“Many entrepreneurs start their
businesses with a ‘survivalist’
mentality.
They
identify
an
opportunity and take it to a certain
level, but then don’t know how to
grow and scale.” - Yogavelli Nambiar

pocket money. Entrepreneurship
is supported as a career choice.
Overall, Nambiar feels we are
doing worse than countries that are
smaller or less sophisticated than
ours. “The SMME environment is
poor – not only the lack of skills,
but also inhibiting regulations,
extreme red tape, and local
economic conditions. In terms
of markets, small businesses are
unable to access corporate supply
chains or new markets, and there
is a concentration of the economy
in certain areas.”
“The
informal
economy
is
important to economic growth,”
says Nambiar, pointing out that
the country needs those businesses
to become formalised and to add
to the tax base. But it’s going
to take dramatic interventions,
from the policy level to the
programmatic interventions on
the part of all stakeholders to get
the informal economy and small
businesses to the level where
they become an even greater, and
measurable, contributor to the
GDP. [#OpenAfrica]
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THE

TRIALS

AND

TRIBULATIONS

OF FEMALE
ENTREPRENEURS

“As a country we don’t promote
female entrepreneurship enough.
Considering women make up 52%
of the population, there is a huge
loss in terms of this untapped
potential,” says Yogavelli Nambiar,
Director
of
the
Enterprise
Development Academy at GIBS.
Female entrepreneurs outnumber
male entrepreneurs in the informal
economy. As these businesses grow
into micro and small businesses
the ratio shifts to a majority of
male entrepreneurs. Nambiar says
this is “because the culture of
entrepreneurship is not favourable
to women. The community,
society, and most cultures do not
promote or encourage female

entrepreneurship, and women do
not receive psychosocial support
within townships to continue on
this journey”.

her store was robbed, and she was
shot. At the time, her business
was doing really well – and she
knew the assailants.”

Add to this the social reality:
Nambiar points out that “the
structures
of
entrepreneurial
support don’t recognise the unique
needs that women entrepreneurs
have. Women have a greater
number of household priorities
to juggle. There is the sense that
your business can continue as
long as it doesn’t interfere with
your primary duties.
It’s a similar situation to women
climbing the corporate ladder,”
she adds.

Another obstacle women face is
raising finance. “Financiers, or
banks, will look for collateral, and
many times women don’t have the
collateral that financiers ask for,”
explains Nambiar, adding: “They
are also not taken to be serious
entrepreneurs. They are seen as
hobbyists, or part timers who will
get married, or have children, or
leave because they must look after
their house. The entrepreneurs
feel that people make decisions
for them – they look into your
future and decide for you.”

While doing research for a book
she is contributing to on the
subject of women entrepreneurs,
Nambiar interviewed 50 women
entrepreneurs in townships in
KwaZulu-Natal, Western Cape
and Gauteng, who described their
difficulties. “Many women don’t
get support from the family or
from friends. Or, the support
is given as long as you stay of a
certain size.
If you start growing, some people
in the community start to act in
an intangible, or subtle way, to
pull you down. Gossiping, going
elsewhere for the same product/
service, or being discouraging
about her ability to succeed…
There are cases of women who
were abused by the family, because
their husbands were feeling
emasculated by their success. For
example, a woman was beaten up,

Women are also often at a
disadvantage when it comes to
education. There is often pressure
to leave school to become a
breadwinner, while the male
member of the family is allowed
to continue studying. The reasons
for this, Nambiar says, are a
combination of factors, including
religious and cultural influences.
Nambiar tells the poignant story
that illustrates the day-to-day
trials of some small businesses.
“There is one lady who, each time
she earns money, has to allocate a
certain amount she knows will be
stolen. These gangsters threaten
her with a body-search if she
doesn’t hand over the money. She
lives in Mitchell’s Plain, which is
rife with guns and gangsterism.
That’s just her daily reality.”
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Poverty
In A Rising Africa

Photo by Jake Stimpson

While poverty in Africa has declined, number of poor has increased.
By Kathleen Beegle, Luc
Christiaensen, Andrew
Dabalen and Isis Gaddis
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A new World Bank
report shows that
poverty in Africa
may be lower than
current estimates
suggest and no
systematic increase
in inequality, given
the available data

A

frica experienced
robust economic
growth
over
the past two decades,
growing at an average
annual rate of 4.5
percent. Did this growth
lead
to
substantial
improvements in wellbeing?
Did household income
rise and poverty fall?
Did other dimensions
of well-being, including
education,
health,
physical security, and
self-determination,
improve?
Did
all
countries and population
groups benefit equally,
or did progress come
at the expense of rising
inequality?

The
answers
have
been unclear, in part
because poverty data
on Africa are weak.
This report reviews the
evidence and provides
a unique analysis of
the underlying data.
It is the first of a twopart volume on poverty
in Africa (the second
report will explore how
to accelerate poverty
reduction in the region).
Poverty
data
on
Africa are weak and
need strengthening
Comparable,
goodquality
household
consumption
surveys
conducted at regular
intervals are the building

blocks for measuring
monetary poverty and
inequality.
Tracking
poverty in Africa is
difficult because the
data are deficient on all
three counts.
On average, countries
in Africa conducted 3.8
consumption
surveys
since 1990 (about half
as many as the rest of
the developing world),
and only 1.6 of them
were comparable (map
1). In 2012 only 25 out
of 48 countries had
conducted at least two
consumption
surveys
over the past decade,
making it difficult to
track poverty.
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I m p r o v i n g
the
coverage,
comparability and
quality of poverty
and inequality data
in Africa will be
equally important.

Photo by Feans.

The quality of many of
these surveys is low, and
often the surveys are not
comparable. One survey
of Nigeria’s poverty rate
in 2010 estimated the
figure at 26 percent;
another, conducted the
same year, put the figure
at 53 percent. With
20 percent of Africa’s
population in Nigeria,
this discrepancy makes
a big difference in
tracking trends in the
region.

* Lack of comparable surveys in Africa makes it
difficult to measure poverty trends
Number of comparable surveys conducted, 1990–2012
0 or 1 survey (9 countries)
No comparable surveys (12 countries)
2 comparable surveys (17 countries)
More than 2 comparable surveys (10 countries)

Other data needed to
estimate poverty trends
(such as data on price
changes, which are used
to convert consumption
values to the benchmark
year of the global
poverty line) also face
critical deficiencies.
Insufficient funding and
low capacity only partly

explain the weakness
of poverty statistics
in Africa. Prevailing
political arrangements
often favor less (or
less
autonomous)
funding for statistics. In
some countries donor
financing has replaced
domestic financing, but
the interests of donors
are not always aligned
with the interests of
governments.
Alternative
financing
models are needed.
Regional
cooperation
and peer learning, as well
as clearer international
standards for poverty
measurement,
could
help improve technical
quality and consistency.
Better data can lead to
better decisions and
better lives.
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FIGURE 1 Resource-rich countries perform systematically worse
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on World Health Organisation
and multiple Demographic and
Health Surveys.
Note: Figure shows the gap
between resource-rich and other
countries in Africa. Results
control for demographic factors,
education, poverty, and other
country characteristics (income,
fragility, landlockedness).

The Program for the
Improvement of Surveys
and the Measurement
of Living Conditions in
Latin America and the
Caribbean (known by
its acronym in Spanish,
MECOVI) provides a
compelling model for
achieving better poverty
data.
Poverty in Africa
may be lower than
current
estimates
suggest, but more
people
are
poor
today than in 1990
According to World
Bank estimates from
household
surveys,
the share of people in
Africa living on less than
$1.90 a day fell from 56

percent in 1990 to 43
percent in 2012.
Limiting the estimation
to comparable surveys of
good quality, drawing on
information from nonconsumption surveys,
and
applying
price
deflators other than the
consumer price index
suggest that poverty
may have declined by
more.
Even under the most
optimistic
alternative
scenario, however, there
were many more poor
people in Africa in 2012
than in 1990 (more than
330 million, up from
about 280 million),
as a result of rapid
population growth.
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Challenges remain
substantial: more
people are poor
today than in 1990,
two in five adults
are still illiterate,
and violence is on
the rise.

Africa will not meet
the
Millennium
Development
Goal
target of halving poverty
by 2015 and projections
are that the world’s
poor will be increasingly
concentrated in Africa.
Fragility and conflict are
especially detrimental
to poverty reduction,
resulting in poverty
reduction that was 15
percentage points lower
than in other economies
over the 1996–2012
period.
Rural areas remain
much poorer than urban
areas, although the gap
narrowed. The poverty
rate among femaleheaded households is
lower than among maleheaded households.
But households headed
by widows are worse off
(and these results may
change once differences
in
demographic

composition are taken
into account). Poverty
is a persistent condition
for many poor, with
about half of the poor
chronically poor.
Non-Monetary
dimensions of wellbeing improved, but
levels remain low
and progress has
levelled off
By many dimensions,
well-being in Africa
improved
between
1995 and 2012. Adult
literacy rates increased
4 percentage points.
Life expectancy at birth
rose 6.2 years, and the
prevalence of chronic
malnutrition
among
children under 5 fell 6
percentage points. The
number of deaths from
politically
motivated
violence declined, and
both tolerance and the
incidence of genderbased domestic violence

dropped. Scores on
voice and accountability
indicators rose slightly,
and
there
was
a
trend toward greater
participation of women
in household decisionmaking processes.
These
improvements
notwithstanding,
the
levels of achievement
remain low across these
domains, and the rate of
progress is levelling off.
Despite the increase in
school enrollment, more
than two out of five adults
are still unable to read
or write, and the quality
of education is very low.
About three-quarters of
sixth graders in Malawi
and Zambia cannot read
for meaning, providing
just one example of the
school quality challenge.
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FIGURE 2 Inequality rose in about half of the countries and fell in the other half
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Source: World Bank Africa Poverty
database.
Note: Annualised percentage change
in the Gini index is based on the two
most recent and comparable surveys
available.

The need to reinvigorate
efforts to tackle Africa’s
basic
educational
challenge and build
Africa’s future human
capital is urgent.
Health
outcomes
mirror the results for
literacy: Progress is
occurring, but outcomes
remain the worst in
the
world.
Nearly
two in five children
are
malnourished,
and
progress
in
immunisation rates and
bednet distribution is
slowing.
Africans
enjoyed
considerably more peace
in the 2000s than they
did in earlier decades,
but the number of
violent events has been
on the rise since 2010,
reaching four times the
level of the mid-1990s.
Tolerance of domestic
violence (at 30 percent

of the population) is still
twice as high as in the
rest of the developing
world. Greater tolerance
of domestic violence
and less empowered
decision making among
younger (compared with
older) women suggest
that a generational
shift in mindset is still
to come. Africa also
remains among the
bottom
performers
in terms of voice and
accountability.
Beyond these regionwide
trends,
four
findings stand out:
•
Fragile countries
tend to perform worse
than other countries,
confirming
the
pernicious effects of
conflict.
• There is a worrisome
penalty to residing in a
resource-rich country
(figure 1).

• Women can expect to
live in good health 1.6
years longer than men,
and among children
under 5 it is girls, not
boys, who are less likely
to be malnourished (by
5 percentage points).
But illiteracy remains
substantially
higher
among women, women
suffer
more
from
violence
(especially
domestic violence) than
men, and women are
more curtailed in their
access to information
and less free to make
decisions.
•
Better-educated
women and children in
households with bettereducated women score
decisively better across
dimensions
(health,
violence, and freedom in
decision). More rapidly
improving
female
education would be
game changing in Africa.
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Excerpt from Poverty in a Rising
Africa, Africa Poverty Report by
Kathleen Beegle, Luc Christiaensen,
Andrew Dabalen, and Isis Gaddis.
2016. Washington, DC: World
Bank.
doi:10.1596/978-1-46480723-7. License: Creative Commons
Attribution CC BY 3.0 IGO
The PDF of the final, full-length book,
once published, will be available at
https://openknowledge.worldbank.
org/ and print copies can be ordered
at http://Amazon.com.

Inequality patterns
vary
across
the
region
Of the 10 most unequal
countries in the world
today, 7 are in Africa.
But excluding these
countries (all of which
are in Southern Africa
and five of which have
populations of less than 5
million) and controlling
for
country-level
income, Africa appears
to
have
inequality
levels comparable to
developing countries in
other parts of the world.
Despite Africa’s double
decade of growth and the
important role natural

resources played in
that growth, there is no
evidence of a systematic
increase in inequality
within countries in the
region: For the set of
countries for which
inequality trends can
be measured, inequality
increased in about half
and decreased in about
half (figure 2).
But household surveys
fail to capture high
net worth individuals,
whose numbers and
wealth have increased.
For the region as a whole,
the share of inequality
attributed to betweencountry differences is
growing, meaning there

is a growing divide
between countries.
Spatial
inequalities
(urban-rural differences
and differences across
regions) account for a
large share of overall
inequality in many
countries.
Intergenerational
mobility in education
and occupation have
improved, but mobility
is still low, which
perpetuates inequality.
[#OpenAfrica]

IoT ENABLING

AFRICA
T

he IoT revolution has not
gone unnoticed by Africa’s
rising technology mavens;
the next wave of tech growth
will, to a large degree, be in
this space. The ever-increasing
coverage by mobile networks,
cheaper hardware and improving
connectivity are providing the
opportunities to create solutions
that will improve lives.
Kees Snijders of Flickswitch
speaks to Open Africa about the

practical aspects of IoT in action,
having provided services for over
400 clients in various sectors,
including
retail,
agriculture,
vehicle tracking, water and energy.
Since bootstrapping Flickswitch
back in 2007, the SIM management
company is today recording
R22-million in annual turnover,
generating R1-million in profit.

Photo by Olabi Makerspace.

Q: What is the Internet of
Things [IoT]?
Simply put, it’s a web of connected
everyday devices communicating
via the internet. Said connectivity,
at least in the developing world,
is provided almost exclusively
by Mobile Network Operators
(MNOs). The IoT has been around
since the advent of the internet.
Most of what’s connected to the
internet doesn’t have a human at
the end of it. Software & Hardware
vendors are talking up Big Data and
IoT as this means investment is
required in their products. MNOs
are talking up their M2M/IoT
offerings as this hopefully staves
off their becoming dumb pipes
in the face of over-the-top (OTT)
services eroding their traditional
revenue streams. But now, more
than ever, the factors enabling new

innovative IoT solutions in Africa
are there. MNOs are expanding
their
coverage.
Connectivity
costs are dropping. Hardware
sophistication is increasing, while
costs are also declining. The skills
to build IoT solutions to business
problems are increasingly locally
available. The opportunity to
solve problems with technology
solutions are plenty.
Q: How will the IoT transform
the way we live and do
business?
I’d say “augment” rather than
transform.
Quality
of
life
improvements on an individual
basis will only happen once
reliable, affordable broadband is
readily available, and we’re not
there yet. I believe that we’ll see
most of the benefits in the business

environment - IoT is bringing the
real world online in ways that
weren’t possible before. Having
real-time insight into what is
important to a business decisionmaker and being equipped with
tools to act on these insights is the
promise IoT holds today.
Q: How will the IoT unfold in
Africa, given that Africa is a
mobile first continent?
Time will tell, but IoT fills a
vacuum in Africa. The absence of
legacy infrastructure means it is
not necessary to transition from
older infrastructure to modern
replacements. Deploying tech
where none has been before can
lead to a leapfrog effect as we’ve
seen with the launch of M-Pesa in
Kenya.
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Q: What do brands seeking
growth in Africa need to
know about the IoT?
Doing business in Africa is hard.
IoT promises to alleviate some
of the heavy lifting, but it’s not
a magic bullet. You still need to
invest in people, systems and
infrastructure to be successful.
Patience is required!
Q: Which sectors will
drive the adoption of
the IoT in Africa?
1) Security - The high
incidence of crime,
terror and corruption
requires
solutions
that can mitigate the
inevitable security risks.
IoT solutions forged in a
high-risk environment can
lead to robust, sophisticated
products that could work
anywhere in the world.

3) Energy - IoT solutions
influence better management of

4) Warehousing & Logistics Efficiently moving goods from A
to B to C.

Q:
Which
geographies
will lead? Are there any
entrepreneurial hotspots or
innovation hotspots in terms
of the IoT in Africa?
Necessity is the mother of
all invention, and necessity
abounds in Africa. Where
problems are most keenly
“The IoT revolution has
felt, there entrepreneurs
will innovate. Kenya,
not gone unnoticed by
Nigeria and South Africa
Africa’s rising technology
are the hotspots for
mavens; the next wave of
innovation.

tech growth will, to a large
degree, be in this space.”

2) Agriculture - IoT solutions
can support global food security,
allow for deeper insight into water
scarcity, highlight where more
efficient production is required

Photo by Olabi Makerspace.

and where better use of resources
result in less wastage.

consumption and can be tailored
to the needs of the off-grid
population utilising alternative
energy sources.

Q: Let’s talk sectors.
What will the IoT mean
for retailers? What will
it mean for consumer
electronics?
What
will
it mean for the transport
industry?
IoT will enable retailers to monitor
their operations much more
closely than they were able to.
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Notwithstanding
Africa’s
challenges, a more efficient coldchain, better logistics and more
accurate real-time operational
data delivered via IoT will enable
retailers of the future to tailor their
offering to each geographic market
and quickly adapt to changes in
the environment.
Interconnecting
disparate
consumer electronic devices,
coupled with increased distributed
computing power, will enable new
applications that we can’t even
conceive of at present.
For
the
transport
sector,
IoT means no more siloed
systems. Traditional tracking
solutions, coupled with coldchain monitoring, incorporating
real-time weather and traffic
information, deliver much more
comprehensive solutions to realworld problems.
Q:
What
about
smart
homes, smart buildings and
smart cities? What will the
experience of living in a
‘smart’ environment be like?

These are first world concepts,
not so relevant in Africa. A ‘smart’
home that automatically sets a
thermostat, plays some mood
music and fires up the kettle when
you arrive at home is solving
problems for the middle to upper
class family, while the needs for
Africa’s majority is more basic.
From clean water, reliable and
cheap electricity to fast internet
connectivity, utilities that can
efficiently deliver services to as
many of their constituents as
possible, make for a pretty smart
city.
Q: Where is Africa now in
terms of the IoT? Please offer
examples from SA, Kenya and
Nigeria?
IoT is in its infancy. Our
experience is mostly confined to
South Africa and Kenya. South
Africa has a sophisticated IoT
landscape with lots of roleplayers.
Some examples: Mix Telematics
and Key Telematics are world
leaders in fleet management
solutions; in instrumentation

& control and Scada systems,
Adroit technologies; in cold-chain
monitoring, beyond wireless, and
in point-of-sale & retail solutions,
Metacom, Flash, WiGroup and
Xlink.
Kenya, through M-Pesa, has
solved the problem of collecting
micro-payments. This has been
an enabler to solutions like
M-Kopa, solar-powered solutions
for the off-grid population. In
agriculture, IBM is running the
EZ-farm project in Kenya.
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Q: What do businesses need
to know about the IoT? How
will it transform the way
business will be done?
Businesses
need
real-time
information
to
run
more
efficiently. IoT is one way to collect
relevant real-time information
from operations. Having said that,
it is not a magic wand that fixes
operational problems. What you
do with the data is where the value
lies, not in the data itself.
Businesses need to know that
IoT just adds another level of
operational visibility — the ‘so
what’ part still needs to be applied.
Q: What do brands need to
know about the IoT? How
will it change the way brands
speak to customers?
A 2012 McKinsey & Company

Photo by Marcus Brown.

report, entitled the ‘Rise of the
African consumer’ notes that
consumers in Africa are similar to
urban consumers anywhere else in
the world, from being both brand
and quality conscious, seeking out
the latest trends but watching their
budget, and wanting a modern,
attractive shopping environment.
The first thing successful brands in
Africa will say is that localisation is
key, because targeting customers
in 53 countries, speaking more
than 2000 dialects is not a ‘one
shoe fits all’ project.
That said, IoT has influenced the
customer service space on various
levels purely because consumers
have smart devices connected to
the internet. Brands essentially
need to understand how their
customers in specific markets are

using various devices and channels
when communicating with them,
or about them.
The 2015 Ericsson Mobility report
for Sub-Saharan Africa predicts
that smartphone subscriptions
will increase 25% from 170 to
690 million by 2021. Brands on
the African continent realise this
and are consciously designing
campaigns that connect with the
customer via their mobile phones.
IoT brings an Omni-channel
experience allowing brands to be
more creative than ever, provided
it’s targeted. [#OpenAfrica]
Twitter: @ksnijders
Linkedin:
https://
za.linkedin.com/in/keessnijders-0b91813

Why is Airtel Kenya’s
best loved social brand?

For the answer to this, speak to Ornico. We’re independent. Analyse
all types of media across all marketing disciplines. And deliver smart
insights. That are timeous. Accurate. Relevant. We also manage The
Africa Brand Index. Which means we can benchmark your brand. And
tell you how your competitors are doing too. If your brand needs know
how to grow, email Alexis at Ornico today AlexisP@ornicogroup.co.za

www.ornico.co.za
SOUTH AFRICA KENYA NIGERIA

MINING
for prosperity
T

he North Kivu province of
the Democratic Republic of
Congo has been the scene
of armed conflict since 1998 —
the start of the Second Congo
War — and remains a site of

armed rebellion and human rights
abuses. But could the discovery
of one of the world’s largest and
richest tin deposits bring about an
end to conflict, and herald an era
of prosperity for the region?

Q: In light of the current
international
marketplace
where there is less good news,
why is the Bisie Tin Mining
Project such a positive and
exciting mining prospect?
The Alphamin Bisie Mining Project
presents an attractive opportunity
to develop one of the largest
and highest grade tin deposits
in the world, and to promote
economic growth and
stability in North Kivu.
Alphamin believes that
the
development
of
the Project would be
a catalyst for regional
economic
growth.
Alphamin is committed
to contributing to the
stability and economic
activity in North Kivu,
bringing
significant
benefit to the community
and other stakeholders
alike.

Institute (ITRI) has forecast
that there is likely to be a global
shortfall of tin commencing in
2018. Future supply is uncertain
as tin inventories are running
low and economically viable tin
reserves are being depleted. There
are a limited number of active
industrial scale tin mines outside
of China and Indonesia and the
majority of other new projects face

Q:
Why
has
Alphamin
decided to take on the
development of a tin resource
in the Democratic Republic
of Congo – what makes the
commodity worth the effort?
The International Tin Research

significant technical, financing and
other challenges, while obtaining
the required permits to build a
mine remain complex. As a result,
tin mining companies should
become of increasing interest to
the owners of consumer brands

and their manufacturers, which
use tin in their products (such as
laptops, mobile phones and cars),
and will need to secure supply.
Q: What advantages does
the Bisie Tin Mining Project
have?
Bisie has 155 300 tonnes
contained tin in the indicated
mineral resource category and 38
900 tonnes contained
tin of inferred mineral
resources. It has excellent
metallurgical
recovery
characteristics and very
low levels of deleterious
materials in concentrate.
Alphamin holds a current
Exploration Permit in
North Kivu in the DRC.
Bisie is expected to
produce tin concentrate
at an all-in cost landed in
Malaysia of US$8 448 per
tonne tin, after its comes
into production. There
is no other known tin project in
the world that can commit to
construction under the present
price conditions, and as such, the
Project is expected to become the
next significant tin producer.

“There is no other known
tin project in the world that
can commit to construction
under the present price
conditions, and as such,
the Project is expected to
become the next significant
tin producer.”

“The Bisie operation will supply
conflict-free tin from eastern
Democratic Republic of Congo and
the Alphamin operation will be
the manifestation of what conflict
mineral legislation aimed to achieve.”
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“Local community support will be further enhanced through
the Lowa Alliance, a not-for-profit foundation that will
drive comprehensive and ongoing economic and social
development, which will be funded by ABM and donations.”
Q: What will the Project’s
return on investment look
like?
Alphamin is expected to deliver
a significant return to investors
through the full range of expected
tin prices. Under the Feasibility
Study the net present value
(NPV) of the investment in Bisie
amounts to US$84.7 million and
the internal rate of return (IRR)
to 36.4%. The Feasibility Study,
however, was based on US$14
800 per tonne tin price, which
has subsequently increased to
US$18 500 per tonne (August
2016 price). Bisie is expected to
produce approximately 9 000
tonnes of low-cost, conflict-free
tin in concentrate per annum
for 10.5 years, after the mine
is constructed. Construction is

slated to start in Q1 2017, with the
first production of concentrate in
Q4 2018.

will be the manifestation of what
conflict mineral legislation aimed
to achieve.

Q: Increased pressure falls
on companies to ensure that
the tin used in their products
hasn’t been used to fuel crime
and violence in conflictafflicted regions, such as the
DRC. Will the Bisie tin be
conflict-free?
Bisie’s tin concentrate will be
certified as conflict-free tin, in the
light of the implications of US and
European laws and regulations
aimed at reducing the use of
minerals from conflict-affected
regions. The Bisie operation will
supply conflict-free tin from
eastern Democratic Republic of
Congo and the Alphamin operation

Q: Does the Government of
the Democratic Republic of
Congo (GDRC) support the
Project?
Alphamin is committed to
promoting
development
and
prosperity in North Kivu, while
driving stability in the region.
The Project is likely to socially
and economically transform the
region, adding significant local
value. Therefore, the Project
enjoys the support of the North
Kivu provincial government and
the GDRC. The DRC Government
also has a non-dilutive 5% share in
ABM.
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Local
communities
strongly
support the development of the
project as it will create employment
and
generate
improved
infrastructure. Local community
support will be further enhanced
through the Lowa Alliance, a
not-for-profit foundation that
will drive comprehensive and
ongoing economic and social
development, which will be
funded by ABM and donations.
ABM has committed, from the
date of production, to spend
4% of its in-country operating
and administrative expenses on
community development. This
investment will be governed with
representative input from local

communities and managed by the
Lowa Alliance, a GDRC-regulated
non-profit foundation.

Q: Who is Boris Kamstra and
what equips you to lead the
Alphamin team?
I am a passionate business leader
with appropriate experience and
drive to lead the Alphamin team
and the ABM project. I have a
huge passion for Africa and the
varied opportunities it holds. I
graduated with an MBA from
WITS Business School, University
of Witwatersrand and I have a BSc
(Civil Engineering) (cum laude)
from University of Cape Town.
I am a Registered Professional
Engineer with the SA Engineering

Council and a member of the
SA Institute of Mining and
Metallurgy. I believe that I have
the ability to identify potential,
unlock opportunity and celebrate
talent diversity, which adds
significant value in the growing
and competitive African business
and mining environment. I am
fortunate to enjoy the support of
a highly experienced and capable
management team with a proven
track record of developing and
operating mines across the globe,
including in the DRC’s unique
environment.

ABM will continue to preserve its
legal rights to develop Bisie and
explore ways to assist artisanal
miners to transition from illegal
status to legal, conflict-free sites
elsewhere in the region.
Q: What other socio-economic
impact will the development
of the Project have on the
area?
Alphamin’s investment, supported
by socially responsible investors,
is in line with global efforts to
assure supply chain transparency

of conflict minerals, and the Great
Lakes regional initiatives to assure
conflict-free certification linked
to government reforms, such as
those initiated by the DRC and
Rwanda. The catalytic nature of
Alphamin’s investment in the
post-conflict region of eastern
DRC would have synergies with,
and optimise, the humanitarian,
stabilisation and development
funding initiatives of the GDRC
and multiple donors (including
the World Bank, European
Union, United States Agency for
International Development and
the United Kingdom’s Department
for International Development).
[#OpenAfrica]

Inclusive Growth
for

Africa
By Wim van der Beek

F

or Africa, any meaningful
story
must
include
a
conversation about inclusive
growth — which, by definition,
is about including the majority that
is currently excluded. Inclusive
growth is all about development
that is realised by creating
opportunities for low-income
segments to generate income and
become self-sustainable.
Unlike
povertyfighting
measures
such as welfare and
artificial
ways
of
redistributing
the
benefits of existing
economic
growth,
inclusive growth is
created by stimulating
informal businesses
and finding ways to
create new businesses
that will serve the
community, in areas that were
previously underserved by the
formal economy. In this way,
an inclusive economy enables
citizens and businesses to create
and retain value within their

own
communities.
Inclusive
growth should be broad-based
across sectors and create income
generation opportunities for the
larger labour force or population.
It creates new ways for lower
and middle income segments to
be economically active, and new
ways to generate and spend their
income.
These new patterns of economic
activity will ultimately become

aims to contribute to solving social
and/or environmental problems
while
generating
financial
returns. We do this by investing
in businesses that improve access
to basic goods and services and
income generating opportunities.
Typically these would include
financial
services,
energy,
housing, health, education, water
and sanitation, transport and
food.
Improving
access to these goods
and services means
making them more
widely available at
lower prices and
better quality. These
basic fundamentals
are what distinguish
those
who
are
excluded
from
those
who
are
included
socially
and economically. The trend, as
demonstrated by the IMF studies
of historical data and the Gini
Index, is for income inequality to
rise.

“For Africa, any meaningful
story
must
include
a
conversation about inclusive
growth — which, by definition,
is about including the majority
that is currently excluded.”
more sustainable, allowing us to
address the major social, political
and environmental challenges of
the day.
As investors in inclusive growth
projects, Goodwell Investments
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“Anyone who is economically active in Africa
and wants to remain so, will benefit from
turning their attention to how the majority
of Africans are becoming part of the growth
story at an exponentially growing pace and
in exciting new ways.”
Examining
the
relationship
between inequality and efficient
production, IMF’s Andrew G.
Berg and Jonathan D. Ostry
found that “equality appears to
be an important ingredient in
promoting and sustaining growth”
— in contrast to the previous
accepted wisdom of Yale’s Arthur
Okun, that pursuing equality can
reduce efficiency. [Okun, Equality
and Efficiency: The Big Tradeoff
(1975)]

to converge these two parallel
universes is available for those
who can see and capture the
immense opportunities.

New business models and
technologies
are
creating
opportunities to close the gap
between the excluded and the
included rapidly and at a scale
that was hitherto unimaginable.
These business models and
innovations are often unnoticed
in the communities that need
them most; a niche of opportunity

The digital inclusive economy is
prevalent and spreading rapidly in
Africa. Prepaid energy solutions
and mobile payment systems
are examples of innovations that
are scaling successfully in Africa
to create inclusive economies.
Enabled by the mobile revolution,
technology-driven
inclusive
innovations are demonstrating

With digital innovation powered
by the rapid growth of mobile
telephony in Africa, the continent
has a leapfrog advantage. The
power of technology and the
mobile phone to create rapid
inclusion and accessibility to the
underserved is growing by the day.

their full potential across Africa,
and from there to the rest of the
world.
In fact, in certain aspects, Africa
is leading the planetary wave.
There are five global megatrends
in technology that are shaping
the patterns of inclusive growth
in Africa. These megatrends are:
blockchain, big data, on-demand
services, cloud computing and
‘Internet of things’ (IoT).
Examples span from across the
continent:Bitsoko in Ghana is disrupting
traditional public services by
building a land registry with a
digital interface that will grow
the real estate market, and this
is being powered by blockchain
technology.
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The world of technology is
becoming more interconnected,
with an ever faster integration of
information and communication
through IoT technology, through
connected devices.
Nomanini was started in South
Africa and is moving
into several African
countries - exhibiting
the exact power of
IoT technology. This
company
provides
thousands of mobile,
SIM card enabled pointof-sale devices that
connect to a payment platform
in the cloud, and enable informal
merchants to sell airtime and
other digital services, as well as
handle micro-payments. Through
this platform, merchants and
agents can improve their income

generation capacity and provide
their customers with better access
to digital services.
On-demand services are typically
associated with mobile food
delivery services and Uber-type
transport apps, which are popular

is the pre-paid energy sector, as
pioneered by Kenyan M-KOPA
Solar amongst others. The prepaid energy sector already reaches
millions of underserved families
with off-grid energy solutions,
made affordable and accessible
through a pay-as-you-go business
model.
A
highly
scalable
business
model is attracting
significant amounts of
funding from African
and
international
investors.
Cloud
computing, Softwareas-a-Service solutions
and big data are also typically
associated
with
developed
economies and large corporates
in Africa. However, inclusive
innovations in these sectors are
also spreading fast in Africa.

“With digital innovation powered
by the rapid growth of mobile
telephony in Africa, the continent
has a leapfrog advantage.”
in developed economies and
growing fast among higher income
segments in Africa. Inclusive
innovations
in
on-demand
services are less commonly known,
but they are growing just as fast if
not faster in Africa. An example
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Musoni Services is an Africangrown SaaS company serving
microfinance
organisations
operating in remote areas with a
full service core banking system
in the cloud. Musoni’s nextgeneration software platform
requires minimal expenditure,
enabling already more than 40

transport systems more efficient
and accessible.
It is already making the daily travel
easier for public transport users in
South Africa’s big city metros, and
is starting to move into the rest of
Africa.

“New business models and technologies
are creating opportunities to close the
gap between the excluded and the
included rapidly and at a scale that was
hitherto unimaginable.”
small community banks and
microfinance organisations in
Africa to grow faster at lower cost
and to provide their low-income
customers with better and more
affordable financial services.
Another
example
of
big
data
technology
is
WhereIsMyTransport
which
couples
user-generated
data
with data gathered from public
transport operators to make
formal and informal public

Our optimism about the inclusive
growth opportunities in Africa
is based on the interaction
between three developments
that are mutually reinforcing.
First, the rapid growth of digital
infrastructure
that
enables
innovative digital businesses to
leapfrog and overcome physical
infrastructure
challenges.
Secondly, the convergence of
technology megatrends is fuelling
an exponential growth of inclusive
digital
innovations.
Thirdly,

Africa’s young and fast growing
population
is
digital-savvy,
creative and ‘street smart’, ready
to grasp the new opportunities to
learn, communicate, transact and
become economically active, in
ways that are not available through
traditional channels.
These three developments are
fuelling an inclusive growth story
that is still going unnoticed in most
of the corporate board rooms,
on investor trading floors and in
public sector conference halls.
However, anyone who is involved
in planning, managing, investing,
analysing, formulating policies or
engaging in any other way with
Africa’s growth story, ignores the
inclusivity of that growth at their
peril.
Indeed,
anyone
who
is
economically active in Africa and
wants to remain so, will benefit
from turning their attention to
how the majority of Africans are
becoming part of the growth story
at an exponentially growing pace
and in exciting new ways.
[#OpenAfrica]

A private equity investor with
over 25 years of experience in
financial structuring, investment
funds, venture capital and private
equity investments, Wim van der
Beek is founder and managing
partner of Goodwell Investments.
A pioneering impact investment
firm,
Goodwell
Investments
focuses on financial inclusion and
inclusive growth in sectors that
provide basic goods, services and
income generation opportunities
to the underserved.

You’ll find van der Beek on
Twitter: @GoodwellInvest

Technology
Africa’s Silver Lining
W

hile
some
African
economies have been hit
by the global slowdown
in commodities, opportunities
exist in sectors that capitalise
on the continent’s burgeoning
consumer base. While the retail
sector will no doubt be huge, there
is another sector that has great
potential: ICT.
According
to
World
Bank
projections for global growth, 11 of

the 20 fastest growing economies
in the word right now are in Africa
And technology is going to be a
major part of that growth. Factors
that influence this growth include:
- The declining cost, and improved
penetration, of high speed
internet;
- The rise of smartphone and
affordable tablet use;
- Innovations in banking and
payments technology;

- The increasing availability of
investment funding;
Open Africa asks Peter Allerstorfer,
founder and MD, Silvertree
Investment Holdings, about the
investment potential of ICT in
Africa in general, and ecommerce
in specific.
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Q: Why are you investing in
Africa?
Peter Allerstorfer: Firstly, the
continent has very strong growth
potential, especially in the tech
space. Secondly, some of Africa’s
countries have very strong mobile
penetration that will create
leapfrogging opportunities in a
lot of industries. Finally, more
and more African consumers
use the internet for buying
physical goods and not just for
communication and content
consumption.
Q: What sectors in
Africa do you invest in
and why?
PA: We focus on the tech or
tech enabled space. Within
that we currently focus on
eCommerce, Financial Services
and Lead Generation as well as
Classified disrupters. However
we are excited about any business
where African entrepreneurs are
solving African problems.
Q: What are your golden rules
for investing?
PA: We only consider businesses
that have a working product
with real consumers using it and

ones that are already generating
revenue. Businesses that focus on
execution and can show strong
customer retention really excite us,
as it is a good early stage indicator
for long term success. In addition
to that, we pay a lot of attention to

“The continent has
very strong growth
potential, especially
in the tech space.”

the leaders
behind
each business as we believe this is
vital for the success of a business.
What we don’t like are businesses
that artificially blow up their top
line by ways of excessive and
unprofitable marketing activities

that result in big bottom line losses
and huge funding requirements.
Q: You say you invest in good
teams. Why are people so
important to an investment
and how do you get to know
whether people are good, and
good at what they do?
PA: Ultimately, the leaders behind
a business play a big role in the
making or breaking of it (this
even more applies to early
stage businesses). To a certain
extent, the performance of
the business is a reflection
of the people behind the
business. To give you a
specific example: Strong/
Big
Customer
Lifetime
Value (CLV) is a reflection of
customer loyalty that usually
requires a lot of hard work and
going the extra mile to WOW
customers. In addition to that,
we spend a significant amount
of time with the management of
a business before we make an
investment decision, which gives
us a lot of insights as well.

#OpenAfrica

85

“Businesses
that
focus on execution
and can show strong
customer retention
really excite us, as it
is a good early stage
indicator for long
term success.”

Q: What do you look at from
a country risk perspective,
when deciding which regions
to invest in?
PA: Due to our nature of doing
tech investments, we focus
mostly on technologically stable
markets. Up until recently we
have predominately focused on
South Africa (with the exception
of our financial services and lead

generation vertical), however
we are now in the process of
finalising our first investment
in a business that operates in
Nigeria, Kenya and Ghana.

such as reliable road networks,
shopping malls, etc. — are poorly
developed, but at the same time,
the rising middle class is hungry
for consumer products.

Q: Is
ecommerce a
growth
sector
for
Africa? Why?
PA: It definitely is and a
big portion of Silvertree’s
growth last year (overall
more than 330% growth
in revenue) was driven by
our ecommerce vertical.
Ecommerce has the potential to
give consumers instant access to
a wide range of products that were
very difficult to buy or even find in
the past. On top of that, internet
penetration — and even more so,
smartphone penetration — has
exploded over the last few years
and these consumers use these
tools more and more to purchase
physical products online.

Q: Have you discerned
any trends as relates to
ecommerce in Africa?
PA: Ecommerce is still in its infancy,
however it has experienced strong
growth over the last 2-3 years. In
addition to that, it faces different
challenges than an ecommerce
business in the US or Europe.
One example is around speedy
and reliable delivery of physical
goods, which is crucial to establish
trust to the consumer — and with
that foster organic growth via, for
example, word of mouth.

Q: Why is ecommerce doing
so well in Nigeria?
PA: Ecommerce in Nigeria is
leapfrogging
classical
offline
retail, as a lot of infrastructure —

Q: What advice do you
have for entrepreneurs in
Africa who are looking for
investment?
PA: Firstly, get your products to
the market as quickly as possible
instead of trying to launch a
perfect product.

Secondly, focus on execution and
follow a trial and error principle.
This will help very quickly to build
an exceptional value offering.
Finally, use your network to share
your ideas instead of trying to come
up with an “amazing” business
model all on your own. Founders
are often worried that someone
else steals their idea but the more
people are able to challenge you in
your thinking the better the end
result will be — and at the end a
lot comes down to execution!
Q: What advice do you have
for
organisations/people
wanting to invest in Africa?
PA: It takes time to understand
the market, and it is vital to be on
the ground or work with someone
on the ground who is part of the
community.

Q: How important is the
internet to Africa’s growth?
PA: It is a vital building block in
unleashing and capitalising
on the fast growing African
middle
class.
Already
today
some
African
businesses have built
worldwide leading tech
solutions that would
have been impossible
to achieve without
the rise of affordable
internet access. Some
examples:
M-Pesa’s
growth in Kenya, FNB
being named “world’s
most innovative bank”
a few years ago, and
Discovery is one of the
leaders in fully integrated
insurance products.
[#OpenAfrica]

Peter Allerstorfer is the founder
and Managing Director at
Silvertree Investment Internet
Holdings and Founding Partner
at Silvertree Capital. Allerstorfer
is also a Founder and shareholder
at Jumia - “Nigeria’s No.1 Online
Retailer.” Allerstorfer founded
Zando.co.za and served as the
Managing Director and CoChief Executive Officer. Prior
to founding Zando, he was a

“Ecommerce has
the potential to
give
consumers
instant access to
a wide range of
products that were
very difficult to
buy or even find in
the past.”

Management
Consultant
at
McKinsey Company. Allerstorfer
started his career as an Intern at
BMW, working in the quality and
strategy departments.
You can find him on
Linked In. https://
za.linkedin.com/in/
peterallerstorfer

READY
WILLING &
ABEL
J

ust over five years ago, Mike
Abel was standing in an empty
office with one dozen people he
believed would help him build a major
advertising agency. He didn’t have
any clients then, but a helluva lot has
changed for M&C Saatchi Abel. Open
Africa speaks to Abel about building
an agency that transcends borders.

“I’ve had one quote on
my wall almost my entire
career,” Abel says. “It is
by Jerry Welsh, and reads
‘The people with the best
people win’. In terms of
selecting my partners and
our people, this was the
guiding principle behind
every hire.”
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It is the second month of 2010
and Mike Abel is standing in office
facing twelve people. Some of
them are friends, others his peers,
but there are also some fresh-faced
graduates. “Our ambition,” Abel
tells the group, “is to be regarded
as the most admired agency in
South Africa in five years”.
This was no small dream Abel’s promise to his global
backers,M&C Saatchi Plc? “If you
give us sufficient
funds to build an
international airport,
we’ll be able to land
A380s.” Despite the
fact that he’s got no
revenue or no clients,
this doesn’t stop Abel
from dreaming big.
Real big.

career,” Abel says. “It is by Jerry
Welsh, and reads ‘The people with
the best people win’. In terms
of selecting my partners and
our people, this was the guiding
principle behind every hire.”

took him from day to day, together
with the innate knowledge that
the advertising firm had brilliant
people capable of solving clients’
problems effectively with fresh
and robust solutions.

Nowadays, managing growth is
the challenge and putting people
first still matters and makes a
difference. “Our hiring policy is
‘Do we Know. Like. Trust them?’
Sometimes you can’t answer

“The love and support of family and
friends helped a lot,” Abel adds,
and says: “Starting a business with
friends who all had each others
backs, and not doing it alone but
with carefully selected and trusted
partners also made
a difference.” The
ad man talks about
how he remembers
signing
a
lease
for M&C Saatchi
Abel’s Jozi agency,
and kitting it out
fully with furniture
for
about
thirty
people. The building
was
branded
“beautifully”, but the
agency didn’t have
any business in the city. Abel flew
up for meetings, unlocked the
doors to the empty office, pitched
for new business and eventually
the first client landed.

“Clients who understand we
are a different company, who
understand we are independent
and not part of a Holding Company
or Group, like that a lot. They see
huge value in our independence
and our owner-operator model.”

Exactly six years
later, M&C Saatchi
Abel’s revenue for
South Africa is in the R130 to
R150-million band, the company
employs close on 200 people and
its clients include Heineken [which
has been with the agency from
the get-go], Nando’s, Hollard,
Nedbank, Edgars, Takealot.com,
Simba Pepsico, Brandhouse, Ethos
Capital, Superbalist.com, Deloitte,
Namibian Breweries, Sissy Boy,
Lil-lets, MWEB and more.
“We weren’t expecting it to be so
hard,” Abel says of the early days.
But the founder of M&C Saatchi
Abel has something immensely
powerful on his side. “I’ve had one
quote on my wall almost my entire

all of these – and that’s where
you sometimes get it wrong,”
Abel confesses. “Also it is about
partnering with the right clients
-- where there is fit and natural
chemistry, an aligned ambition to
both do well.”
Asked what he’s learned from the
earlier, difficult days, Abel says
frankly that business often comes
from people you don’t know. “I
learnt people want to wait for you
to be successful before taking a
chance on you. It’s harder than
you imagine – it’s good not to
know that upfront.” M&C Saatchi
Abel’s CEO says that self-belief

Why did Abel partner with the
M&C Saatchi brand? “I ran the
M&C Saatchi Group in Australia,
where I got to know them well.
Prior to that I had been at WPP’s
Ogilvy for 15 years. I liked the M&C
Saatchi way – from the moment I
arrived in Australia I had carte
blanche to run the company as I
believed and saw fit. To hire, fire,
structure, invest, create etc.
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They are a very entrepreneurial
group who, if they believe in you,
give you unfettered opportunity to
fulfill your vision for the company,”
he says.
When Australia’s M&C Saatchi
group asked Abel to open in SA, he
didn’t hesitate. “I knew they would
not want to ‘control’, but rather
support and help build. It brought
us a globally famous brand, great
international business partners,
the most famous living and iconic
adman, Maurice, Lord Saatchi
(who was one of the team who
initially hired me).”
Given the rush by international
heavyweights to acquire local
agencies, has having a famous
global partner with the name
Saatchi, ever been a hinderance?
“Not a hinderance,” Abel admits,
adding: “There is unfortunately
often confusion between us and
Saatchi & Saatchi – seeing as
Maurice and Charles started that
company but left in 1995.
The confusion is a pain as we
are very different companies
and naturally competitors. This
confusion is the only drawback,”
he says.

Abel explains: “Clients who
understand we are a different
company, who understand we
are independent and not part of a
Holding Company or Group, like
that a lot. They see huge value in
our independence and our owneroperator model; as well as our
complete ability to make local
decisions, structure local deals,
and be involved in building the
local industry.”
When it comes to Africa, M&C
Saatchi Abel is active in a number
of countries north of South Africa,
and has established a strong
network that grows year on year.
“There is definitely an increasing
push from clients to move into the
rest of Africa as these clients look
for growth there. We’re noticing
that more companies are looking
to a number of key markets such
as Kenya, Ghana, Nigeria, Ivory
Coast, Ethiopia, Zambia and
Mozambique.”
Abel says the agency has first-hand
experience with this push through
current local and global clients
like Hollard, Premier FMCG,
Heineken, PepsiCo and Nedbank.
M&C Saatchi Abel was recently
appointed as regional digital

agency for the Heineken brand,
which means the agency manages
the Amsterdam-gone-global beer
brand’s online marketing across
twelve African territories.
How does the agency manage
clients that cross borders? “There
is single way to achieve this. Each
project is assessed individually,
but we strive to deliver creative
work that is both local and of a
world-class standard. A strong
network of agency partners is
essential in helping us from a local
insights, as well as an executional
point of view. The old adage is
absolutely true: Africa is not a
country.” [#OpenAfrica]
Mike
Abel
selfdescribes as a family
man, a businessman
and an entrepreneur
who
has
always
gravitated towards creativity
for problem solving. He likes to
innovate, build, create and take
calculated risks. You’ll find Abel
on Twitter at @abelmike

WORK
with a purpose
Q&A With Jarred Cinman
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“I don’t think I’ve ever left work feeling like
everything is just right: and if I ever did I’d
probably want to do something else.”

J

arred Cinman is an outspoken—
yet witty—critic of sexism,
bigotry, political stupidity
and anything that’s wrong with
the advertising industry (and the
world in general). A respected
maverick, Cinman speaks to
Open Africa about putting the
customer at the front and centre of
marketing.
Q: How would you describe
yourself?
A: Restless. Impatient. Futuristic.
Optimistic. Cynical.
And determined.

Q: How would you describe
Native VML – what clearly
sets the agency apart?
A: In the end I have to say our
culture, which is a product of
our values. By aligning our staff
around a common set of values
we have ended up with incredible
people doing incredible stuff,
consistently. To me that’s our big
differentiator.
Q: Native VML has had
an interesting trajectory.
Formed in 2010 through a
merger, it appeared that the
new, massive agency was not

without its struggles. In 2013
came the WPP acquisition.
Three years later Native VML
the agency has really hit its
stride. Clients are loving you
[for instance you went from
being Absolut’s digital agency
to lead agency]. And you’re
winning awards. How does
it feel like on the inside? Has
it been a bit like seeing your
new house come together?
A: In many ways, yes. You’re right:
the merger was really challenging,
far harder than we ever imagined
it would be, and we lost clients and
staff in the aftermath.
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“A lot of people will make their choice based
not on features or specs, but on the journey
they go on in discovering these vehicles.”

F

ortunately that period was
short-lived and for most
of our five year history we
have been a pretty happy lot with
happy customers. The thing is we
are not satisfied with mediocrity
or ordinariness. We are all
perpetually discontented and
wanting to be better, win more,
be more creative, take on the
world. So every day feels like the
beginning of something never the
end and as such we always feel like
we have a long way to go. I don’t
think I’ve ever left work feeling
like everything is just right: and if
I ever did I’d probably want to do
something else.

All that being said, it feels great to
be where we are today. We have
done the (almost) impossible and
built a truly creative powerhouse
that is also financially and
culturally first class. That is the
true power of the merger of minds,
styles and skills that we put in
place back then and it really has
come to fruition.
Q: Native VML is a very large
agency now. In the R125- to
R150-million band. How do
you ensure consistency —
delivering good work all the
time?
The long answer to this question

is more in the essay terrain than a
short answer. But I’ll say two things:
firstly we drive our values hard,
and one of them is “ceaselessly
committed to excellence”. We
measure every single staff member
against that and because we tend
to hire ambitious people with high
standards, they hold each other to
it. The other thing is that Native
VML is a really decentralised
business. We take empowerment
seriously and we have lots of
people all over the place who feel a
sense of ownership over what they
do.
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“We drive our values hard, and one of them
is “ceaselessly committed to excellence”. We
measure every single staff member against that.”

O

wnership and excellence
are deeply connected and
people amaze me every day
by how hard they are willing to
work to make what they are doing
great.
Q: Where is Native VML going
to?
A: We think there is a new kind of
‘agency’ emerging in the world. If
we look at our VML cousins around
the world we can see how they
have shifted from web developers
to an ad agency to something more
like a business transformation
agency. They are being asked by
their clients not only to change
their communication but to
revolutionise their relationships
with their customers.
We are closely aligned to, and
a part of, that vision. A vision, I
might add, that has just seen VML

win the entire Wendy’s account in
the US.
Q: Am I right in saying that
you don’t do advertising —
seems to me like you offer
real solutions that help
enable better business? The
Foschini work is an example
of what I’m getting at here.
A: We absolutely do advertising –
but you are right in thinking that
we don’t approach advertising the
way others might. We believe in
‘purpose driven work that lives
in people’s lives’ and we try to
implement this whenever we can.
We don’t want to add to the clutter
and create things that people
actively ignore. We are also, more
and more, being brought in to
do customer experience work –
which has deep technology and
communications requirements.
In commoditised industries like

financial services many clients
are realising that the customer
experience is where the next big
contest is. Fortunately we have
impressive UX and strategy
credentials and married with
new technology stacks like Adobe
Experience Manager which we
are deploying at Nedbank and Old
Mutual, we can deliver change
that counts.
Q: You talk about doing work
with purpose — what does
this mean?
A: We say it has three parts:
purpose for the brand, purpose
for the consumer and purpose for
the wider world. We think brand
purpose is what all advertising
has always done. But today the
consumer is no longer a captive
audience.
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“Change too slowly
and you will be left
behind; but change
too fast and you
leave most of your
audience behind.
We need to keep our
eyes on the future
but be masters of
the present.”

T

hey can get away from you
really easily so you have
to give them something
that they get value from, that
has purpose for them. Finally
the world, let’s be frank, is not
doing so great. From economic
woes to environmental woes to
rampant consumerism, we live in
dangerous, and often desperate
times. We think advertising has a
responsibility to make the world
better – and we try our best to find
ways to utilise the tremendous
influence our clients have toward
that end.
Q: What does differentiation
mean in today’s world, given
what technology is doing to
the relationship between
brands and people?
A: Well, as I said above – we
believe the difference is the
the experience, the touchpoint
between consumer and brand.
Although there are of course
differences between Car A and Car
B, a lot of people will make their
choice based not on features or
specs, but on the journey they go on
in discovering these vehicles. It’s
our job to make those experiences
delightful, compelling, useful and
memorable.

Q: Do brands need to think
about concepts like artificial
intelligence?
A: We live in a world in which
science fiction is actually just
tomorrow’s news. So yes, they
need to be thinking about all the
big technological trends, because
soon their customers will have that
new gadget or app in their lives,
and if they’re not present, someone
else will be. I personally think
AI is far-fetched and many years
away. Our CEO Jason disagrees
and is preparing for a world run
by machines as we speak. I look
forward to him being right and
being able to cut my salary bill by
having a robot workforce.
Q: What does AI mean for
for the future of brand
experience?
A: I don’t think we know the
answer to this question. The less
‘out there’ parts of AI – advanced
pattern recognition and using
machines to solve problems faster
and more effectively than humans
– will transform how we go about
a lot of things in our lives, from
navigating traffic to choosing
where to go on holiday. I do
think these kinds of things could
disintermediate many industries

and connect people faster to what
they want, or may like, without
them having to make their own
choices (think of automatically
curated playlists in your favourite
music streaming app).
I do think that humans will always
respond to the power of emotional
storytelling and the excitement
of the new. Who knows how we
will eventually integrate smart,
thinking machines or networks
into our lives, but I think they will
always be subservient to human
passions. At least until they kill us
all.
Q: How does Native VML
deal with the acceleration of
technological change, both
in terms of your people, and
your clients?
A: Invention and adoption are very
different things. The kind of people
we employ are naturally curious
and experimental, and we all keep
abreast of technological advances
continuously. Realistically, clients
want to fish where the fish are —
the fish don’t change ponds every
five minutes.
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C

hange too slowly and you will
be left behind; but change
too fast and you leave most
of your audience behind. We need
to keep our eyes on the future but
be masters of the present.
Q: I see a lot of what you’re
doing is teaching people
about technology through
interventions or media or
talks. Native VML is very
active in terms of sharing
knowledge. Why are you
doing this, what benefit do
you get from doing this?
A: Well, a number of us have a great
passion for digital as an industry. I
spend a lot of my time contributing
through industry initiatives and

Jarred Cinman is one of the
founders of Native VML, and
currently holds the post of the
Managing Director. In 1995,
Cinman founded one of the first
professional web services firms,
a company that was absorbed by
the VWV Group. In 2000, Cinman
left VWV to found Cambrient,
and started writing about the
ad industry. He also started The
Digital Edge podcast, which was

bodies (like the IAB), and others,
like Jason, share learnings from
global shows like Cannes. We also
own The Digital Edge brand which
has become perhaps the biggest
digital conference of the year. Yes,
some of this is PR, but to be honest
we also just love doing this stuff.
We want people to be as excited
about the future as we are.
Q: I presume you’re doing
a lot of campaigns across
borders - what have you been
doing in Africa, how and what
have the big learnings been?
A: We haven’t done a massive
amount, to be honest. There are a
lot of things starting to happen but
we’ve had our hands full focusing

awarded a Gold Bookmark in
2010. Cambrient merged with
digital agencies Brandsh and
Stonewall+ Digital Marketing,
to form Native VML, a full
service digital marketing and
advertising agency. In 2013,
Native VML was acquired by
British multinational advertising
and public relations company
WPP plc. Find Jarred Cinman on
Twitter: @jarredcinman

on South Africa in our short
history.
What I can say is that Africa is not
what you think it is. It’s not one
thing, for starters. Every country
is as different from one another
as anywhere else in the world.
And there is also a lot less money
out there than you may imagine.
It’s easy to forget that Africans
are by and large very poor and
still recovering from decades of
post-colonialism and, often, wars,
dictators and famine. Africa is
becoming the next big market and
Africans are digitising quickly.
But it’s early days and the biggest
opportunities for South Africans
remain at home. [#OpenAfrica]

Chris Botha
Managing Media in a Changing World

The youngest person to head a major media buying agency, Chris Botha has taken
The MediaShop from strength to strength. This at a time when more channels, most
of them in the social media space, present themselves to advertisers.
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T

he award-winning ad exec
shares his insights with Open
Africa and gives an overview
of the shifting media landscape, as
he sees it, in the near future.
Q: What is the future of
television in Africa? Will
different things happen in
different
countries,
and
what will influence the way
audiences
view/consume
television?
The future of Television in Africa
remains bright. The medium is
still the biggest reaching medium
in most markets. That is not
going to change overnight. The
biggest change that we will see
over the next few years is the
realisation of DTT in Africa (and
SA specifically). This will give
consumers access to more content,

and in turn, will change the TV
landscape altogether. In most
cases, consumers in fact consume
more television, when they have
more to watch. I therefore believe
the medium will remain a power
player for many years to come.
Q: How does investment in
infrastructure in general [and
technology in particular]
change the way people
consume media?
It offers options. I can now choose
where/how/when I consumer
whatever content I choose to
consume. So whether it be
television, radio, digital or print
– as media proliferates, we find
consumers with more options.
If in the past I had to wait for
tomorrow’s newspaper to read the
news, I can now read the full story

“DTT in Africa will give consumers
access to more content, and in
turn, will change the TV landscape
altogether.”

online right now. Similarly so with
learning and consuming of any
type of content. This morning at
3am South Africans could view the
new season of Game of Thrones as
it aired in the USA. The options
available to consumers really are
endless.
Q: How is bandwidth [digital
access]...
1) … changing the way people
consume media?
Fundamentally. You can now read
up about any topic, whenever
you want. The news breaks in
the media, as it happens, and
opinions are a dime a dozen.
Digital media has integrated into
every traditional media type. You
can watch TV online, read the
newspaper online, you can listen
to the Radio online. So every single
media owner has had to change
and adapt to remain relevant to
the consumer.
2) … changing consumer
behaviour?
The consumer is more demanding
now than ever before. The
consumer is also flooded with
options. The consumer controls
the conversation flow.
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“The content game is hotting up, and more and more
brands want to own, sell, and promote content.”
3) … changing the tracking
of ROI and measurement/
advertising efficacy?
I believe the digital revolution has
vastly improved the above. We
can now track every campaign
in a digital format, and really
start seeing what media pulls
what triggers. With Big Data we
can now start serving ads more
responsibly to consumers, and
really demonstrate value to our
clients.
Q: Do brands understand
mobile? How big is mobile
in Africa and what kind of
opportunity does it present to
big brands who want to reach
mass audiences?
Mobile is massive in Africa.
In SA alone it has nearly 90%
penetration of the total population.
The platform is only going to
continue to grow. I do think
brands are starting to understand

that commercial platforms, social
media etc. all need to be done
primarily for mobile here in Africa.
It is our first and most important
port of call.
Q: What do brands need to
know about mobile, and how
to engage consumers using
mobile?
Wow. That is a very long list… If
I had to simplify it I would say
brands need to understand that
the consumer journey begins and
very often ends on mobile. Now
we need to adjust everything we
do accordingly.
Q: Can you share media
trends — these can be country
or continent specific.
Continued
growth
in
the
optimisation
of
data,
and
programmatic
planning
and
buying, I believe, will be a big
push. At the same time, the

content game is hotting up, and
more and more brands want to
own, sell, and promote content.
I believe these are the two major
pushes we will see continue to
grow this year. At the same time
we will see the traditional media
owners continue to fight it out for
an ever decreasing pie size.
Q: We read a lot about
research being a big problem
in Africa — that there aren’t
uniform approaches to media
measurement,
so
trying
to
negotiate
pan-African
campaigns can be a major
headache for brands. What
are your thoughts about this?
That is true. Not an easy one to
solve. I believe we have enough
challenges around research in SA
that we need to solve, let alone
the rest of the continent. There
is simply no one-size-fits-all
solution.
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“The consumer is more demanding now than ever
before. The consumer is also flooded with options.
The consumer controls the conversation flow.”

Q:
How
is
technology
changing the way brands buy
media, and what does this
mean for media agencies and
for brands? Can you speak to
programmatic buying here
and other similar changes in
the media buying landscape.
Technology makes our jobs a lot
more interesting and exciting.
Programmatic Buying is changing
the way we plan very many of our
campaigns. We now have rich data
on our consumers, and when and
where they go. This helps us tailor-

make our offering to the consumer,
and really give our clients an edge.
As an example, Google has so much
data on its users, and our brand
consumers. How we use this, and
integrate with it, will determine
how successful we can be.
Q: What does a downturned
economy like the one we’re
facing in SA mean for media
buying — what happens?
What are the expectation
from brand owners?
Media money is tighter than ever

While studying Communications
at the University of the Free State,
Chris Botha presented a campus
radio sports programme. An
avid supporter of the Free State
Cheetahs, Botha is a family man
who self-describes as ‘an average
guy’. Botha started his media
career at Publicis before joining
The MediaShop. He was invited to

before. I believe it has two impacts
– firstly, clients and agencies resort
to their safety blanket (television)
which is why we are seeing the
medium continuing to grow.
At the same time, as clients want
more accountability for their
media spend, we are seeing a push
towards digital. It is still seen
as a “cheap” medium by some.
[#OpenAfrica]

join The MediaShop management
team in 2006, and to the Board
of Directors in 2008. In January
2010 he was appointed Joint MD
of the Sandton operation, and
one year later in January 2011,
was made Group MD of the entire
operation. Follow Chris Botha on
Twitter: @chrismediabotha

Africa Brand Index
Benchmark your brand against the most successful social brands
in Africa. Discover how the continent’s top brands on social media
drive community growth, content engagement, and brand loyalty.
Speak to AlexisP@ornicogroup.co.za today about how to boost
your brand’s social impact.

www.ornico.co.za
AfricaBrandIndex.com
SOUTH AFRICA KENYA NIGERIA

Pepe Marais

- Man of Substance
It has been 25 years since a man called Pepe
Marais got a graphic design diploma from the
Ruth Prowse School of Art, and walked into
the offices of a Cape-based agency called
Tholet Sievers & Associates looking for a
job. Marais was hired on the post thanks to
his pun-filled portfolio.
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"In order to manifest

your dreams, you have
to

remain

firmly

in

control of your destiny."

C

ape Town was both
good and bad to the
advertising man who
now lives in Jozi. Marais
almost drowned while swimming
in the Cape ocean, but was saved
by a man called Gareth Leck, who
went on to become his business
partner. The agency they formed,
Joe Public—now Joe Public
United—is an award-winning full
service agency that boasts Steers,
Nedbank, SAB and Jet amongst its
clients.
Marais is the Chief Creative Officer
of Joe Public United. He is also

the co-founder and Chairman
of One School At A Time. “I live
for creativity, and I have a deep
belief that creativity is the most
valuable asset in life. At my core
I exist for the growth of people,
my own included,” says Marais.
One School At A Time is a project
that aims “to create an educational
system that’s a shining example
to the world.” It has partnered
with Forte High School with the
goal of a 100% pass rate, with
60% university exemption. The
next school to benefit from the
project will be Itirele-Zenzele
Comprehensive School.

With the agency approaching
its 21st year of existence, it is
entering a new phase, pitching for
bigger clients and expanding into
Namibia, Zimbabwe and Zambia.
This expansion is not being done
through acquisition, but rather
by funding start-ups and creating
strategic alliances with local,
small, like-minded agencies.
Open Africa got Marais to sit
still for a few minutes to answer
some pertinent (and impertinent)
questions.

“One brand with one purpose and
one set of values, means a more
single minded and consistent
approach. And simplicity and
focus is what is most needed in
communication today.”
Q: You’ve had a very successful
relationship with Gareth Leck
– some twenty years. What’s
the secret to successful
business relationships?
A: If you look at any successful
relationship, there are always
ups and downs. A business
partnership is the closest thing
to a real marriage, and if you
look at any lasting marriage it
takes a lot of hard work. It takes
ongoing open communication. It
takes honesty, trust, the sharing
of dreams and at times, fears. It’s
about bringing out the best in
each other. Incidentally, Gareth
actually saved me from drowning

three years before I actually ever
met him, so our relationship is
pretty serendipitous. I value it
second only to my wife, Heidi.
Q: Why is the Joe Public
group still independent? Why
haven’t you done a deal with
one of the big internationals?
A: We sold our original TakeAway model to FCB America back
in 2001. Our vision was to take
our very revolutionary model
global. As it turned out, the deal
on their side was more bottom
line motivated and opposed our
actual vision. For eight years we
were under the quarterly whip

of chasing numbers. And when
you chase the bottom line, you
lose focus on what we actually
should focus on: writing cracking
positioning lines that differentiate
brands in market. We simply had
no control over what we set out
to do in the first place. It was an
amazing lesson learned early on,
and the hard way. As they say, you
learn the most from your mistakes.
It showed us that in order to
manifest your dreams, you have
to remain firmly in control of
your destiny. And the only way to
achieve this was through our own
independence. We fought for three
years to buy our business back and
on 26 February, 2009 we finally
put pen to paper and restarted
Joe Public from scratch. We were
heavily in debt, with a handful of
people and a couple of loyal clients.
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Given the journey and the lessons,
there’s a strong reason behind our
fierce independence. Incidentally,
through independent thinking,
today we actually have a Joe
Public Take-Away that is cooking
up a storm in Amsterdam!

as our digital offering, Connect, is
just on a year in the making; Ignite
is four years young; and Engage,
our PR company is three years old.
But all three are co-owned and
managed by absolutely the ‘best
of breed’. We worked very hard to
get this right in order to offer our
clients the best across all platforms
available
to
communication.
Although we are building the
plane as we are flying it (as you
do when growing a business), we
are making massive strides in
improving our integrated offering,

having not had clients with a
strong focus on Africa yet, we had
to be proactive in this matter. Let’s
face it, it is the next frontier once
you have majority market share
in South Africa. In the interim,
we have formed alliances with
independent agencies in 9 African
Q: You’ve spawned a lot
markets. But our actual strategy
of ‘startups’ under the Joe
is to have 100% branded Joe
Public
brand
umbrella.
Public Agencies across Africa. No
[Shift.Ignite.Engage.] Why?
other group has managed to get
Do you own all new Joe Public
this right. Again, this approach is
agencies outright – what’s
key when you really put branding
the business model behind
and consistency first – both for
them?
our client’s brands and for our
A: We believe in the entrepreneurial
own. One brand with one purpose
spirit and the importance that
and one set of values, means
entrepreneurs can make to
a more single minded and
the economy of our country
consistent approach. And
and our continent. How
simplicity and focus is
else do you ever close
what is most needed
the poverty gap?
in
communication
But
Joe
Public
today. So to this
“When you really wake
United is also a
end, similarly to
meritocracy. Our
our model in South
up to serve the growth of
model is simple. If
Africa, we have
your clients, you start to
you want to build
started three Joe
sustainably, build
Public Agencies
think
differently.
But
from the bottom
in
Namibia,
then, advertising can also
up. So all our
Zimbabwe
and
‘start ups’ started
Zambia,
from
the
be used to serve people, and
with one or two key
ground up, with
not just to sell to them.”
partners, each who
more to come in
started with a small
future.
equity in their own
business.
Q: You now have
a R135-million rand
Over time, and based on
agency in terms of
input and individual drive,
revenue. How has managing
this equity grows just like any
the agency changed over the
investment should. We currently
years?
have 10 other shareholders across daily. We also see the bigger A: We have the foundations of a
our group outside of Gareth and picture as all various specialist solid business in place, and we are
myself, at various levels – this agencies being United around one a very long way from where we
excludes our staff trust. So you can strategic core, which will include started back in 1998. However, we
see, aligned to the purpose of our both brand and media thinking.
are very, very far from where we
business, that the growth of our
want to be. Advertising can play
brand supports the growth of our Q: How have you managed such an important role on so many
people towards contributing to the your expansion into Africa? levels. It can do much more than
growth of our country.
What business model are just drive the purchase of products.
you using for this? What It can shape beliefs and opinions.
Another reason that we are are you learning about the It can counter negativity with
building our group as a Joe Public continent, yourselves, how to positivity. It can create meaning,
United entity, is in order to offer do business successfully?
dreams and ambitions. It truly can
our clients the best integrated A: Firstly, the only reason for us to inspire, when done right. Look at
offering in the market. It would be grow into Africa would be to assist what advertising has done for the
an oversell to say we are there yet, in our clients’ growth. However, Apple and Nike brands.
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And look how those brands
influence lives. And in order to
create massive impact, you need
scale. So we are interested in being
a larger-scale business, because
we want to influence large-scale
change on many levels.
But with growth comes change,
just like a child who grows through
being a teenager into adulthood.
Joe is now about to step into
adulthood, and it is time for
us to step into the next level of
leadership and play our role in
the fight against mediocrity in our
industry. The good fight for the
thing that matters most: creativity.
Re: managing the growth of the
business, I have found that when
you are navigating the storms
encountered through growth
of a business, the challenges it
throws at you, compounded by
our economic climate and a world
struggling to deal with lack of
time, that nothing helps more
than a strong rudder for direction:
Purpose. Our business is very
clear on our reason for being. We
exist to serve the growth of our
clients, the growth of our people
and the growth of our country.
This deep belief in why we do
what we do drives our values, our

vision, our daily mission – which
in total makes up our culture. Our
Purpose gives us the clarity to
circumnavigate all challenges.
Q: What are the challenges
that scale brings?
A: Firstly people. People are
the lifeblood of business, but
we as people are also extremely
complexed. We have invested,
and continue to invest, in ways of
unlocking maximum potential in
our human resource. Secondly,
quality of product. With scale,
lack of quality can creep in and
since our products are bespoke
solutions, it’s even more difficult.
Process and systems are usually a
solution, but with this comes the
danger of over-processing creative
solutions. So: balance.
I think that, with larger scale,
there’s also the pitfall that you
may go after business that’s not
really suited to your culture for
the sake of revenue. It is extremely
important to be clear on what you
want and the creative solution,
then become focused on finding
like-minded clients.
Q: I’ve been watching your
work over the past couple of

years, and it is consistently
good. When I say good I
mean both in terms of the
creative and execution, but
particularly in terms of
what it does for the client
and the brand category. [Jet
is a great example of this.]
How do you manage to drive
this consistency – to get the
people that work for you to be
‘continually on’?
A: I smile inwardly at this, because
‘good’ is always the enemy of
‘great’. Yes, I would agree that we
have done some really good work
compared to the majority of what
is out there. We have at times done
some really great work, work that
resulted in great returns for our
clients. But I just feel we have so
much more to give, hence I feel we
are still at the start.
Our next challenge as a business
is to produce more great work.
Again, to manage a higher level
of consistency in output, you
need a high level of belief in a
quality product. And this takes
severe focus. That’s where strong
purpose, values and vision plays
such a role towards creating clarity
for all your people.

“We exist to serve the
growth of our clients, the
growth of our people and
the growth of our country.
This deep belief in why we
do what we do drives our
values, our vision, our daily
mission – which in total
makes up our culture.”

Q: Creating meaning has been
really important to you. How have
you imbued this in your business?
Advertising can be a shallow ‘Mad
Men-ish’ enterprise. How have
you sought to craft work with
meaning, and what difference has
this made to your business?
A: Again, it comes back to servant
leadership. Being in business to serve
others rather than serving just yourself.
When you really wake up to serve the
growth of your clients, you start to
think differently. But then, advertising
can also be used to serve people, and
not just to sell to them. There’s so much
evidence globally since 2011 that work
of greater meaning creates more sales.
And this is aligned with what we strive
to do. Current examples in the market
that stand testament to this would
be our Valentine’s campaign for Jet
(great sales, by the way), our Nedbank
Campaign, the new one for McCain that
just launched, thanking Moms for the
little things they do. We will always aim
to use marketing to bring more value
to market than just focus on ‘product
intrinsic’.
Q: Any final comments?
A: I think that, as business leaders
across all industries, it is our duty to
step up to the plate and assist with the
positive transformation of our country.
If I see the complexities of running a
small business of 180 people, imagine
the challenges our government faces
to run a business of 58 million people.
We are so fast to point a finger. I used
to be one of those, but I have decided
rather to take charge. It’s takes more
energy to blame others than it takes
to accept responsibility. I believe that
our country has the potential to be a
shining example to the world, if we all
step up to the plate of responsibility.
[#OpenAfrica]

Digital
Present

T

he digital revolution has
brought about a sea-change
in the way that brands
market. The web, multiple social
media channels, and smartphones
have combined to create a mediasavvy consumer who wants to be
able to interact with the business,
rather than be just a B2C ‘target’.
This means that businesses need
to embrace a two-way, integrated
approach to marketing, based
on solid data — and this requires
putting digital at the core of their

strategy. Zibusisu Mkhwanazi, of
integrated agency Avatar, shares
his vision of integrated advertising
with Open Africa, and talks about
how technology will play a role in
future African growth.
Q: How has technology
changed advertising? What
does this mean for how
brands select the agencies
they work with?
A: Technology has now become
the core of advertising, with

technology
integrating
the
different communication channels
for measurement and meaningful
brand engagement. When a brand
selects an agency, it should be an
agency that seeks to understand
the brand’s customer through
data, then translate the data
into engaging creative that uses
the correct channels, so that
communication with the customer
is more relevant.

#OpenAfrica
110

“When a brand selects an agency, it
should be an agency that seeks to
understand the brand’s customer
through data, then translate the
data into engaging creative.”

Q:
Technology
enables
agencies to do work across
territories – what does
this mean for agencies and
brands?
A: It means that the method in
which today’s agency functions
has drastically changed; the
agency is now dealing
with people across
different cities or
countries depending
on the scarcity of
skill required. This
effectively
means
that
the
agency
operations,
project
m a n a g e m e n t
methodology
and
quality management
processes have to
adapt for timeous
delivery. This can
be a big opportunity for brands,
because ideas presented to the
brand by the agency would be more
diverse, tested in other markets

Q:
How
important
is
appreciating
market
differences [culture, language
etc.] when working across
borders in Africa?

work will fit hand-in-glove. From
the outset, the concept must
be created in such a way that
it is versatile enough to allow
adaptations in whatever market it is
produced for from a functionality,
visual and communication style
perspective.

A: One cannot assume that what
works in one country will work
in another, and local translations
don’t necessarily mean that the

Q:
Do
you
physically
need
to be in a country
to do work that
targets audience
there?
A: It is an advantage,
but not a necessity.
What’s
important
is to involve people
who understand the
local influences and
culture from the
beginning to the end.
That is where collaboration via
technology becomes especially key
in today’s world. One cannot just
work with assumptions.

and less likely to be a repetition of
the same creative ideas.
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“One cannot assume that what works in one country
will work in another, and local translations don’t
necessarily mean that the work will fit hand-in-glove.”
Q: What has your agency
learned about doing work
across Africa?
A: Invest more time in listening
and learning rather than coming
up with solutions.
Q: What do big brands need
to know about branding when
they move into the continent?
A: When a big brand enters a
new territory it now becomes
a challenger to existing and
established brands in those
markets. Being a challenger means
being open to change, being
flexible and having the agility of a
challenger brand to challenge the
incumbent brands for the leading
spot.
Q: How quick is the pace of
change of technology — how
does this affect managing

brands? What do brand
managers need to know about
technology to manage brands
well in the digital space?
A: I don’t think that they need to
know all of it because it’s almost
impossible to keep up with
innovation and change in the tech
arena. I would say rather be open
to learning every day on the effect/
benefits that technology has on
their brands.
Q: How is online customer
engagement changing given
that content is so prolific?
How do you capture people’s
attention?
A: You can’t be everything to
everyone. It’s defining and
understanding who you are
trying to talk to, what drives
them to take action (using data),
then presenting the content in a

relevant and compelling manner
so that they are comfortable in
speaking back to you.
Q: Anything you want to share
that I haven’t asked?
A: Partnerships in unknown
territories and spaces are better
than going at it alone from a risk
perspective. Co-branding is the
next big thing for SA companies
venturing out into different
countries on the continent.
[#OpenAfrica]
Zibusiso Mkhwanazi is
a multi-award winning
South African advertising
entrepreneur, a World
Economic Forum Young
Global Leader and the Founder/
CEO of integrated advertising
agency, AVATAR. Follow him on
Twitter: @ZibusisoSays

Ad agency owner Zibusiso Mkhwanazi [right, wearing a bowtie], seen here with his business partner Veli @TheNduna Ngubane.
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Wole Olaoye, Chairman/CEO of Diametrics Limited, a PR firm in
Abuja, Nigeria, started his working life as a reporter on magazines
and newspapers, back when everything was done manually. He
looks back on his journey from Journalism to Public Relations, and
how the two disciplines have shaped and informed each other.

T

he journey from mainstream
journalism to full time Public
Relations must be one of
the most exciting adventures on
the planet. From a childhood
dream of becoming a Catholic
priest, through the period of
disillusionment when shadows
mimicked reality, to the day I
came to my own as editor of
Trust magazine in the DRUM
Nigeria group, it has been one
roller-coaster of a ride. The thrill
of journalism was to follow me to
Public Relations practice. Never a
dull moment!
I sneaked into journalism in 1975.
Indigo magazine was looking for

writers and stringers. There I
was – the second World African
Festival of Arts and Culture
(Festac) was on the go, and I
had the honour of covering the
event for my magazine. In the
meantime, I had started a column
in Trust magazine under the pen
name, ‘Bachelor Boy’. That gave
me a foothold in the DRUM stable
to which I seamlessly migrated to
sell my wares.
There were no computers, no
mobile phones and no internet at
the time. You either wrote your
story in longhand and passed
it to the editorial typist, who
then forwarded the script to the

sub-editor to tidy it up, or you
typed it yourself. Most of us had
our own typewriters. Once the
copy was ready, it was passed
on for production, starting with
typesetting,
page
planning,
design of sections, photo selection
and then the whole thing was
handed over to the layout artist
— the wizard who translated
everything to readable pages by
cutting, pasting, airbrushing,
scaling and generally achieving an
aesthetically appealing page for
the reader to savour.
Today, everything is done by a
click of the mouse.
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“Any new venture hoping to have a sustainable foothold in
Nigeria must have quality and excellence at its core to make the
job of its marketing communicators and PR agencies easier.”

The exertions that took six
professionals to achieve, using
paper, film, chemicals and
machines, can be done by one
knowledgeable person on a
desktop computer today. The
art of news-gathering and storywriting have not changed much,
but the science of the profession
has hit the moon. But I digress.
In between earning a BA in
Literature in English at the
then University of
Ife (now Obafemi
Awolowo University)
and an MSc in Mass
Communication at the
University of Lagos,
Providence made it
possible for me to press
on with my journalistic
career, rising to the
position of Editor-InChief of Monthly Life
magazine, published
by West African Book
Publishers
Limited
(a company within
the Academy Press
Group). It was at
Monthly Life in 1984
that I had the warmest
of hugs with magazine
production and had
my initiation into the computer
age. We actually composed our
pages on the desktop computer,
scanned in photographs and
did pure magic! We also had a
photographic studio where cover
girls’ photos were shot.
Add all these to the fact that our
sister company, Academy Press,

was the largest commercial printer
in West Africa, and I couldn’t have
asked for more.
Journalism has taught me to be
long on observation and short on
instantaneous judgement. Having
had the privilege of travelling far
and wide and sharing ideas with
those at the pinnacle of power and
the wretched people in society’s
cesspits, I have come to realise
that life is not simply black and

white; there are many shades of
grey in between, and they all must
count for something if one is to
effectively mirror reality or report
all sides of a story. Thanks to
journalism, I wouldn’t have a pang
of conscience if I were to live it up
at the Waldorf Astoria this week,
neither would I curse my stars if,
next week, I were to find myself

in Koma hills of Adamawa (where
life is still as Adam and Eve left
it). I once had occasion to explain
to a Presidential Adviser—who
thought that arrogance came with
the journalistic territory—that
what he mistook for arrogance
was actually self confidence. No
journalist worth his byline would
reduce himself to a politician’s
foot mat. A journalist is trained to
level with both the mighty and the
lowly. (Perhaps I digressed again!)
My transition from
journalist to public
relations practitioner
was seamless because,
at the Academy Press
group (which I left
as a director in 1996
to work full time in
my own company,
Diametrics Limited),
my
schedule
was
loaded with a lot of PR
duties for the entire
group. It is obvious
that the relationship
between
journalists
and PR practitioners
in Nigeria is symbiotic.
Indeed it is not
uncommon to find
journalists who see
their present calling as a stepping
stone to PR practice at some
future date, even if they still
haven’t understood that PR is
more than issuing press releases
and ‘ghosting’ stories in the media.
But I can’t imagine where brands
would be, without the media in
Nigeria.
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Every
discerning
advertising
agency maintains an open line of
communication with the media. In
a dynamic society, where rumours
travel faster than the speed of
light, and brand reputations can
be tarnished with just a click
of the mouse, a negative op-ed
piece or a cursory remark on a
TV talk-show, agencies know that
the effectiveness of their reaction
would depend on the strength of
their relationship with the media.
That
accounts
for
why
agencies
have
had to go the extra
mile to accommodate
the
peculiarities
of
journalism
practice
in Nigeria. In an
environment
where
several media houses
are behind in salary
payment by as much as six
months,
agencies
routinely
make provision for transporting
journalists to events in which
those agencies have interests. Call
it transport allowance or, if you

prefer the industry lingo, ‘brown
envelope’, it is one of the ways the
engine of public relations is oiled.
This development carries massive
ethical baggage but then clients
want results, not sanctimonious
preachment.
Nigeria is an investor’s haven.
It is difficult to explain to those
who have never done business
in Nigeria that, although the
country is Africa’s largest market,

production… you name it! Even in
those sectors where some brands
have become household names
over the years, there is always
room for a new player who injects
just a little bit of creativity.
Before the introduction of GSM
telephony in Nigeria, I suggested
to some friends working in the
telecom sector in the US that they
should encourage their firms to
bid for the licence whenever the
process was rolled out.

“At this point in time, I would
rather not be anywhere
else but Nigeria, and not
doing any other thing but
practising Public Relations.”
there are many areas of potential
investment that are virtually
virgin. Food processing is the most
obvious, but there is an ocean of
possibilities in biotechnology,
toy manufacturing, newsprint

The feedback I got was
that Nigeria’s GDP was
so low that it couldn’t
support a big telecom
operation as I envisaged.
Well, South Africa’s MTN
had no such doubts. It
moved in and reaped a
bounteous harvest in its
first year. By 2014, its turnover in
Nigeria was N824.8-billion with a
subscriber base of 59.9 million.
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“It is obvious that the relationship between journalists and
PR practitioners in Nigeria is symbiotic. Indeed it is not
uncommon to find journalists who see their present calling
as a stepping stone to PR practice at some future date.”
Explanation? There are millions
of Nigerians outside the banking
system whose contributions to
the economy have not yet been
formally captured. A cattle farmer
in Northern Nigeria who owns
2000 head of cattle may not have
a bank account, but he is worth at
least N160-million in four-legged
assets. Over to you, economists!
Today, there are three other
major players in the Nigerian
telecoms market: Glo, with 28.2
million subscribers; Airtel, with
27.6 million; and the latest kid
on the block, Etisalat, which has
already built a subscriber base of
21 million. Those who did not see a
future in investing in the Nigerian
telecoms market have missed the
opportunity of a lifetime, but what
was true of telecoms is also true
of several other relatively virgin
areas. Every investor with an eye
on expanding must give Nigeria
a serious look. In my opinion,
practising PR in Nigeria is like
anywhere else, except that cultural
nuances and religious sensibilities

must always be factored into any
PR strategy, though not necessarily
overtly.
Having participated in managing
crises locally for a couple of
global players, I can say without
equivocation that all the books on
crisis management won’t be of any
use if one doesn’t first understand
the terrain.
Professional boxers will tell you
that it was the phantom punch
they didn’t see that knocked
them out. A company that wants
to do business in Nigeria must
define, design and implement
tailored communication ideas and
initiatives about its product to its
target market in order to achieve
the expected positive outcome.
One overlooked variable could
derail a campaign.
Nigeria is not some backwater
where dated ideas or products
can thrive. Nigerians are widely
travelled. Innovations and world
class products find their way

into the country soon after their
creation elsewhere.
Any new venture hoping to have
a sustainable foothold in Nigeria
must have quality and excellence
at its core to make the job of its
marketing communicators and PR
agencies easier.
The country is blessed with world
class marketing and PR agencies,
some of which are affiliated with
global brands in the industry.
As for news brands, I will single out
Channels Television, followed by
the government-owned Nigerian
Television Authority, as the
most influential and credible TV
stations out of the 91 such outfits in
Nigeria. The African Independent
Television, AIT, comes a distant
third. I am aware of a couple of
unauthenticated polls which put
NTA’s audience share at 21%, AIT’s
at 18% and Channels’ at 12%; but
for me, credibility or believability
is the first criterion, not number of
transmitters or relay stations.
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“It is difficult to explain
to those who have
never done business in
Nigeria that, although
the country is Africa’s
largest market, there are
many areas of potential
investment that are
virtually virgin.”
Out of the 289 radio stations in
Nigeria, Radio Nigeria is the most
influential with national outreach.
In the Northern parts of the
country, BBC Hausa Service wields
massive influence. Among the
foreign stations, CNN is number
one, followed by BBC. Al Jazeera
also has a good following.
I would rate The Guardian
newspaper as the most influential
daily, not because it is the widest
circulating (which it is not),
but on account of it being the
newspaper of choice for most
decision makers and CEOs. Other
major players whose influence
is more in political reporting are
The Punch, ThisDay, Vanguard,
The Nation, Daily Trust, The Sun
and Leadership. There are over
40 other ‘provincial’ newspapers
in the 36 states and the Federal
Capital Territory, Abuja.
Sahara Reporters, the New
York-based online medium, is
easily the most influential, if also
most controversial, online news
medium, followed by Premium
Times and The Cable. There are
more than 100 other online news
sites. Among the various blogsites,
Linda Ikeji’s blog is a front-runner.
In most cases, the level of influence
enjoyed by an editor or media

manager is directly proportional to
his/her medium’s perceived level
of credibility. Thus, I would rate
John Momoh, CEO of Channels
Television, ahead of the DirectorGeneral of the governmentowned NTA. The same goes for
the editors of the newspapers
identified above. But there are
well-regarded columnists spread
across the various newspapers who
greatly influence public opinion.
Names like Olatunji Dare, Sonala
Olumhense, Mohammed Haruna,
Segun Adeniyi, Jideofor Adibe and
Jibrin Ibrahim readily come to
mind. Because old habits die hard,
I also write a regular Monday
column for the Abuja-based Daily
Trust.
No matter the state of the economy,
wise organisations will always
invest in PR to protect their good
reputation. When reputation is
lost, nothing worthwhile remains.
While many things may become
old fashioned in the world, PR will
always be relevant in many ways,
not least of which are what Dian
Griesel describes as the ability to:
“minimise damage by announcing
bad news intelligently, build
credibility for your company’s
products and services, and keep
your company in the minds and
portfolios of investors”. This is
more so, she says, as “PR has

become an integral, quantifiable
part of any winning media-age
business strategy.”
More than ever before, the PR
practitioner has to be on the beat
24/7. No thanks to social media
and the internet, reputation
management is now a per-second
affair. Unlike in the past when
negative publicity popped up in
the traditional media giving room
for rebuttals, rejoinders and press
conferences, today time is of the
essence in everything, because the
internet guarantees that the story
has gone round the world and
people are beginning to form their
opinions.
The PR practitioner could issue
an interim statement just to douse
the vitriol and then follow up with
a more comprehensive response
depending on the issue at stake.
Both traditional and social media
now go hand in hand and PR
professionals use social tools
proactively in order to be accessible
to segmented audiences. Now
the consumer can let loose via
Facebook or Twitter if a product
is defective, and that reaction
could cause a lot of damage. PR
practice is therefore now a twoway conversation more than ever
before.
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“These are exciting times for reputation management firms,
their clients and the public at large, especially in Nigeria
where 97 million people are already gathered in the open
market square of the internet.”

Audiences are easily segmented,
and
specifically
designed
messaging is blasted to target
audiences on social media,
compared with the old practice of
designing omnibus messages for
the ‘general public’. With social
media, you can, for example, target
university students in a particular
location and engage with them
minute by minute. The internet
has made it easier to research
and reach journalists faster than
ever before, even though one can
bypass the journalist to reach
the audience on social media.
Graphics, great photographs and
videos are used with very striking
effect to enhance or reinforce
points of view hitherto written as
cold text.
These are exciting times for
reputation management firms,
their clients and the public at
large, especially in Nigeria where
97 million people are already
gathered in the open market
square of the internet. Internet
ready phones are now an extension
of the hand of the average man,
woman or student down the street,
not to mention the company
executive. Nigerians have become
so addicted to the internet and its
various social media offerings that
one won’t be surprised to see new
office posters warning workers,
“In case of fire, escape first before
tweeting about it!”
Nigeria has a plethora of PR
practitioners with specialities
in media relations and crisis

management, but the field could
do better with more specialists
in the area of evaluation. For
example, I would like to see more
qualified measurement experts
doing research into consumer and
media usage than there are now.
Also, one hopes that, with time,
clients would embrace ‘crazier’
creative ideas, to encourage the
PR practitioner to give free rein
to his imagination. There is no
reason, in my considered opinion,
why cartooning as an editorial
genre cannot be a great vehicle
for PR. The veteran editorial
cartoonist, Bisi Ogunbadejo, must
rank among the great influencers
of public opinion in Nigeria, but
in my experience, some corporate
decision makers are still too
conservative to give a nod to a
pitch in that direction.

but surmountable, as the MTN
example
has
demonstrated.
Return on investment is among
the highest anywhere in the world.
What is true of Nigeria is also true
of many other countries in Africa.
I consider myself privileged
to straddle the two worlds of
journalism and public relations;
and I couldn’t have asked
for more. In spite of the well
advertised problems of Africa,
experts with an eye on the future
have identified the continent as
the next frontier of prosperity.
Wise investors ought to hop on the
train before it leaves the terminal.
We shall be delighted to welcome
them. [#OpenAfrica]

Sadly, there are still marketing
and communication managers
who think that independent
agencies are competing with,
rather than complementing their
efforts. But the market is large.
The target markets are vibrant and
their attention is divided between
so many competing interests. The
richer the potpourri of creative
ideas, the better.
At this point in time, I would
rather not be anywhere else
but Nigeria, and not doing
any other thing but practising
Public Relations. Infrastructural
problems, especially a lack of
regular electricity and wellpaved highways are challenging

Wole Olaoye is Chairman/CEO
of Diametrics Limited, a PR
firm in Abuja, Nigeria.

UNDERSTANDING
Migrating Multinationals
Global
organisations
migrate much the same as
people do, but the reasons
behind this are as complex
as the implications. Is
SABMiller still a ‘South
African’ company given
that its headquarters is now

in London and markets in
Italy, Belgium, Zimbabwe,
the US and elsewhere?
GIBS’s Helena Barnard
maps the intricacies of
enterprises that cross
borders.
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T

he
migration
of
multinationals is not a
new phenomenon, but
the reasons for this have become
more complex as new structures
challenge notions of nationality,
ownership and control.
In the past, a company like BMW or
Siemens would expand operations
to countries like Australia and
South Africa, but the head office
would remain in Germany. As a
result the marketing directives,
the parts and most of the
management would be imported
from the ‘home country’. But some
multinationals have evolved from
being anchored in their country
of origin to a new breed of firm,
one that Helena Barnard refers to
as ‘migrating multinationals’. A
professor at the Gordon Institute
of Business Science [GIBS] and
Director of Research, responsible

“Companies will go
to an area because of
whatever it is that makes
that area attractive.”
for the GIBS doctoral programme,
Barnard studies multinationals
that leave their country of origin,
and what this implies for both for
businesses and states.
Barnard writes in Migrating
EMNCs and the theory of the
multinational:
“Migrating multinationals were
fairly often seen in the early
part of the twentieth century.
Jones (2006) highlights the case
of British American Tobacco:
Although the firm was first
registered in the UK in 1902, the
headquarters, managers, and
dominant shareholding were
initially from the United States.

By the 1920s the British managers
and shareholders were dominant,
and the company became (and
remains) a British multinational
with its headquarters and primary
stock exchange in London.”
During most of the 20th century,
a multinational was recognisably
from a given country. We knew
General Motors as an American
firm, BP as British and Merck as
German. The fluid nationalities
of the original multinationals
turned
into
clear
national
identities. But over the past few
decades, enabled by advances
in telecommunications, we’ve
once again seen those national
boundaries being eroded.
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while raw materials are sourced
from the lowest bidder,” Barnard
says.
Even though an increasing number
of functions is being outsourced,
the
headquarters
typically
remains in the country of origin.
However, a number of firms,
mainly from developing countries,
are increasingly deciding to also
relocate their headquarters. In the
case of South Africa, companies
like SABMiller, Old Mutual
and Anglo American, as well as
smaller firms, have relocated to
new capitals like London and New
York.
“What we’re seeing across the
world is the fragmentation of the
global value chain,” says Barnard,
who adds: “What that means is
now is that it is becoming difficult
to determine some products’
country of origin.”
“Think of even a fairly simple
product, let’s say a piece of
clothing,” Barnard explains. “The
cotton came from one place, it
was woven and dyed in another
territory, it was cut and sewn into
a T-shirt in another region. Maybe

the design for that piece of clothing
came from somewhere else. It
becomes impossible to assert that
piece of clothing is a German item,
or a Chinese garment,” she says.
Barnard says that the reasons for
the fragmentation of the value
chain are mainly economical, but
also practical. It allows firms to
draw on the different strengths
of different countries. “Design,
for instance, can be outsourced to
countries that are established as
centres of excellence for aesthetics,

“A company starts up in South
Africa and has access to a certain
set of capabilities and a certain set
of markets because its operation
is located here.” But as the South
African company begins to expand
into Africa, and enjoys success,
this enterprise could start thinking
about changing its configuration.
Barnard explains: “Very often
expansion requires higher levels
of financial support, so if, for
example, you’re trying to raise
capital it could be more practical
to have access to global markets.”
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Currently it is easier to find
venture capital in London than it
is in Johannesburg, Barnard says.
Image and perception is another
reason for relocation. Barnard
explains that country of origin can
have a beneficial or deleterious

as more legitimate than if its
country of origin was registered
in another country. There’s a
big difference in perception, for
example, in financial businesses
headquartered in London and
those based in Angola or South

“By headquartering in London or New
York, a South African firm can perceptually
put itself on a different level and also
take advantage of the stock exchanges,
investors, clients, management pool as
well as other services and perceptual
benefits that these capitals provide.”

impact when applying for permits
or trade concessions.
“Depending on the nature of the
business and entity registered in
one territory might come across

Africa.” Of course perception is
not always reality. Bayerische
Motoren Werke, better known
by its abbreviation, BMW, was
always thought of a German
luxury vehicle. But these days the

automaker produces cars all over
the world. Autoweek reports on a
recent J.D. Power and Associates
Initial Quality Study that reveals
the BMW factory with the fewest
defects per 100 vehicles is not
based in Germany or Europe. It is
in fact located in Rosslyn, South
Africa and produces the BMW
3-series compact luxury sedan.
But bluntly put, by headquartering
in London or New York, a South
African firm can perceptually
put itself on a different level and
also take advantage of the stock
exchanges, investors, clients,
management pool as well as other
services and perceptual benefits
that these capitals provide.
Multinational
migration
can
be for more pragmatic reasons.
“Executives may need to travel a
lot to develop businesses in other
territories — for example to Latin
America. Let’s face it, it’s a lot
easier to fly between London and
Latin America than from South
Africa to Latin America.
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What happens incrementally— and
in some cases quite dramatically—
in cases like this is that head
offices emigrate.” Migration is
a double-edged sword, Barnard
says. “Of course that creates a
virtuous cycle for London, because
everybody wants to be in London,
so everybody goes to London
— which means that London is
more and more the place where
everybody wants to be.”
But the inverse is also true: a South
African firm based in London, by
showing preference for a London
law firm over a South African law
firm, for instance, undermines and
calls into question the credibility
of South African services - at least,
in the international arena. This
means that a vicious cycle can also
play out if the strongest firms in a
middle income country go to high
income countries for the more
complex of managerial activities.
South African firms are to some
extent protected from that vicious
cycle because of its perceived role
as a gateway to Africa, and because
of the extent of investment from
South African firms into wider
Africa. Why? Because many
African countries suffer from
what Barnard calls “institutional
or infrastructural voids”, South
African firms have a competitive
advantage in those countries.
“As South Africans, we don’t just
expect the electricity to be on, we
have processes in place for what
to do when the electricity goes
off. If you have a German or an
American multinational coming
into Rwanda or Kenya, they take
serious strain, because they’re not
used to that level of institutional
underdevelopment,”
Barnard
says.
This capability in managing across
very different levels of development
is not easily found in the major
economic capitals of the world.
“South African managers will
tell you that they have to learn to

“A South African firm based in London,
by showing preference for a London
law firm over a South African law firm,
for instance, undermines and calls
into question the credibility of South
African services.”

almost translate between an Asian
or European parent and small
sales offices across the continent.”
And South African multinationals
relocating to London or New York
often find they still need really
skilled managers on the ground
to manage the complexities of the
wider African market.
Barnard consults with government
and trade organisations regarding
policy. “On the policy side there’s
one very, very simple message:
companies will go to an area
because of whatever it is that
makes that area attractive.” In
other words, a company can
select a location because of the
quality of the local workforce, or
low wages, or tax incentives, to
name but a few. But here’s the

rub: “If a company comes to you
for something, they’re going to
work very hard to maintain and
grow that something. If they’ve
come to you because of your
excellent design skills or your R&D
capabilities, they will fund chairs
at universities and post-doctoral
students to make sure you do not
lose that capability.
On the other hand, if you were
chosen because you’re a low cost
manufacturing hub, they’re going
to want to keep you a low cost
hub, which means that as soon as
people start organising, as soon
as you start seeing a push to more
value-added stuff, you’re actually
going to get pushback from
multinationals.”

“Is it patriotic or
not to leave the
country? Should we
be standing in their
way or not? In an era
of globalisation we
cannot stop them.”
- Helena Barnard

It’s in the interest of the company
to maintain the status quo that
provides the advantage, be it low
wages, R&D capability, incentives
or whatever.

Barnard is a full professor
at GIBS and the Director of
Research, responsible for the
GIBS doctoral programme. She
was on the organising committee
for the Academy of Management
Africa conference at GIBS in 2013
and serves on the editorial board
of the Global Strategy Journal.

In terms of South African
multinationals
that
consider
moving to a major European
or North American capital, “is
it patriotic or not to leave the
country? Should we be standing
in their way or not?” Barnard
asks, and answers: “In an era
of globalisation, we cannot stop
them. You can try and create
some sort of incentive to stay, but
ultimately they will go to where
they need to be.”
It is often said that Johannesburg
is a ‘gateway to Africa’ and as
a regional centre of excellence.
Incoming multinationals who
want to expand into Africa often
see Johannesburg as a launchpad,

and set up regional headquarters
there. At the same time, companies
from elsewhere on the continent
are coming to Johannesburg
for the same reasons that South
African companies move to
London. Relative to their home
countries, capital is easier raised
in South Africa, there is a better
developed professional services
infrastructure, and a larger
workforce with global experience.
Barnard says, “For a multinational
with global aspirations, like
SABMiller or Anglo American,
Johannesburg is too small a
town. But if you are BancABC
[of Botswana] which operates
across six African countries, or
Econet Wireless [which started in
Zimbabwe], you see that operating
in South Africa gives you a lot
of benefits that you won’t get in
Harare - and it’s a lot cheaper than
going to London.” [#OpenAfrica]

BY SUSTAINABLE INCLUSION
The big guns of global advertising, PR and marketing entered Kenya some time ago, but
lately they’ve been upping their stakes and the markets are seeing more mergers and
consolidations. As multinational brands choose new agencies and more global giants eye
Nairobi for their next office, strategic PR and communications professional Kentice Tikolo
calls for more responsible market practices. By: Kentice Tikolo

A

frica is on the shopping
list of big international
advertising entities, and
recent years have seen the likes of
Martin Sorrell’s WPP snapping up
formerly independent agencies,
PR and communications firms.
One of the biggest local
acquisitions happened when the
global communications giant
took a 27.5% stake in Kenya’s
Scangroup. A couple of years
later, in 2013, it upped that stake
to a majority share of 50.1%. In
2015 Scangroup adopted the WPP

name, and announced that it had
become “the largest marketing
and
communication
group
operating a multi-agency model
across multiple disciplines in subSaharan Africa.”
In a statement after the tighter
integration,
WPP-Scangroup’s
CEO, Bharat Thakrar, quoted
a famous African proverb that
goes: “If you want to go quickly,
go alone. If you want to go far, go
together.”
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“Local marketing companies suffer
because they aren’t as well capitalised as
the bigger global players, and small and
medium enterprises struggle because the
bigger accounts go to the ‘big guns’.”

Listed on the Nairobi Securities
Exchange,
WPP
Scangroup
manages brand campaigns for
the likes of Airtel, Coca-Cola,
Emirates, Safaricom, Unilever and
others.

to their advantage. Independents,
on the other hand, are forced to
try and grow without the obvious
advantage of size and global
leverage.

As
WPP-Scangroup
extends
its reach, footprint and power,
the question that needs to be
asked is: how good are these
global acquisitions of local
agencies for Kenya’s marketing
and communication industry
in specific, and the economy in
general? I have spent a lot of time
listening to industry concerns in
my capacity as a former chair of
the PR Society of Kenya.
Independents
worry
about
the effects of monopoly and
the
massive
leverage
that
multinationals operating in Kenya
have.
Bigger, globally aligned companies
are able to negotiate discounts
of scale, arrange preferential
supplier relationships and set
specific payment terms that work

Another big issue is the effect of
global alignments — parent brands
and agencies determine who gets
to pitch, on which accounts, and
this means that local independent
agencies don’t often get the

opportunity to work on big global
brands.
But it does enable good growth
and revenues for those local
agencies that are aligned with the
world’s biggest communications
companies, which means that
when it comes to rewarding staff
they can afford higher salaries,
and impact the talent market. It is
hoped that this does happen.
On the other hand, when the
big agencies swallow up locals,
more mergers take place, and
this creates a tendency toward
decreased competition and greater
monopolies in the advertising
sector in Kenya. As a result,
local
marketing
companies
suffer because they aren’t as well
capitalised as the bigger global
players, and small and medium
enterprises struggle because the
bigger accounts go to the ‘big guns’
who’ve created huge companies
that tend to take control of
sectors of the local marketing and
communication economy.
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What big global brands need to
think about when making the
decision about who to work with
from a marketing perspective, is
how relevant and local their voice
is, and whether their brand is
growing with the Kenyan economy.
Sustainability and inclusivity are
important watchwords in Kenya,
and multinational brands need to
appreciate the effect they have on
local economies around the world.
What
is
critical
is
that
multinational brands not only
appreciate and communicate their
relevance through their marketing
and communication, but do this in
their business practice. What real
benefit is a Coca-Cola to Kenya if
it doesn’t participate in helping
to grow local marketing skills

and engage with communications
practices to the benefit of
homegrown entrepreneurs?

I am not by any means advocating
for market regulation, rather
appealing to international PR and

advertising giants, and the global
brands, to look at innovative
partnership models that will help
grow the local industry, rather
than build a big monolith that
makes competition increasingly
difficult for local communications
entrepreneurs.
What firms like WPP and CocaCola need to do is create more
inclusive and sustainable models
of doing business that will truly
benefit the industry as well
as service consumers. That’s
how one grows an industry, its
entrepreneurs, and a country —
rather than focussing exclusively
on self-interested growth to the
detriment of local businesses.
[#OpenAfrica]

“How good are these
global acquisitions
of local agencies for
Kenya’s marketing
and communication
industry in specific,
and the economy in
general?”

SURVEY REVEALS

Changing
Relationship
Between Clients &
PR Agencies
The overall relationship between communications directors and their PR
agencies is expanding, but the nature of that relationship is changing,
according to the inaugural Global Communications Report, which is produced
by The Holmes Report in conjunction with USC Annenberg Centre for Public
Relations. By The Holmes Report
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“It appears that it’s time to
explore new compensation
models based more on value
delivered than hours spent.”

T

he Global Communications
Report, a comprehensive
worldwide survey of more
than 1,000 senior public relations
executives, has already revealed
the scale of disruption affecting
the PR industry, the need for new
talent and skills, and how media
channels are being used and
measured differently.
The majority (55%) of client
respondents expect their reliance
on outside agencies to remain
about the same over the next five
years, while 31% expect to become
more reliant, and just 14% expect
to be less reliant. Meanwhile, PR
agency leaders predict their share

of their clients’ overall marketing
budgets will increase by more than
20% over the next five years at the
expense of other disciplines.

into marketing (21.8%) or brand
management
(9.6%)
versus
corporate
communications
(33.7%).

Only about one-in-five corporate
respondents (21%) works with a
single agency of record, while 33%
maintain ongoing relationships
with multiple agencies, and 23%
assign projects on an ad hoc basis.
Somewhat surprisingly, 23% of
respondents say they do not work
with agencies at all.

Encouragingly,
strategic
and
creative input is now more
important than additional “arms
and legs” when it comes to
selecting agency partners.

In what may be a major shift,
furthermore, PR agency leaders
report that today more than 30%
of the time they are reporting

Client-side respondents cited
strategic insight as the single
most important reason to bring in
outside agencies (3.73 on a scale
of 1 to 5), followed by creative
thinking (3.67).

Reporting Relationships
are Changing

REPORTING RELATIONSHIPS
Corp. Communications 33.7%
CEO/President 27.3%
Marketing 21%
Brand Management 9.6%
Human Resources 1.6%
Other 1.6%
Finance 1%
Legal 1%
Sales 0.9%

Surprisingly, 23%
of respondents say
they do not work
with agencies at all.

By comparison, more prosaic
concerns—the need for additional
arms and legs (3.60) and expertise
in media relations (3.28)—were
less prominent. However, clients
found less value in hiring outside
agencies for their expertise in
research and analysis (2.95) or
measurement and evaluation
(2.95).
When asked how satisfied they
were with the way agencies
are
compensated,
corporate
respondents gave the current
billing model a score of 59 out of
100, suggesting they are slightly
satisfied. Agency leaders seem a
little more satisfied at 62.
There is also a strategic focus when
it comes to the ways in which clients
believe agency relationships ought
to be measured. Among clients,
the most popular metrics focused
on meeting pre-determined goals
and objectives and strength of
strategic counsel (4.05), quality

of the creative product (3.85) and
business results (3.75).
Similarly, agencies believe they
are most valued for their strategic
insights
(4.38),
with
their
expertise in specific practice areas
(4.34) not far behind. But they are
considerably more likely to believe
that clients value their expertise
in media relations (4.22) and
their ability to bring an objective
outside perspective (4.05) and
considerably less likely to believe
that they served as additional
arms and legs (3.29).
There was less interest in
evaluating agencies on either
media results (3.44) or product
sales (2.56)—and very little
enthusiasm for the hourly billing
model currently employed by most
agencies (3.00).

#OpenAfrica
130

Client-side respondents cited strategic
insight as the single most important
reason to bring in outside agencies,
followed by creative thinking.
Agency respondents’ views were
similar. They believe that strategic
counsel (4.44) should be the most
important metric for determining
compensation, followed by predetermined objectives (4.42)
and the overall health of the
relationship (3.93), ahead of the
quality of creative product (3.85)
and business results (3.84).
Agencies were slightly more
supportive of the hourly business
model (3.31) but equally dismissive
of media results (3.40) and sales
results (2.99).
“It is encouraging to see the client/
agency relationship shifting to
one based more on strategy and
creative,” said USC Center for

Public Relations director Fred
Cook. “It appears that it’s time to
explore new compensation models
based more on value delivered
than hours spent.” [#OpenAfrica]

Value Equation
is Evolving

Reasons to hire an agency
In-House | Agency

For more insights, articles and
analysis of the PR industry, visit
www.holmesreport.com.
All the photographs used to
illustrate this piece are from
Friends of Europe as found on
Flickr and licensed through
Creative Commons.

Strategic Insight
3.7 | 4.4

Creativity
3.7 | 4.1

Arms/Legs
3.6 | 3.3

Global Reach
2.7 | 2.5

Noise? Or Signal?
Social media’s a crowded space. Is your brand wallpaper?
Or is it creating a valuable, loyal social tribe? Ornico can
answer this. And more. Ornico delivers smart insights. That are
timeous. Accurate. Relevant. If your brand needs know how to
grow, email Alexis at Ornico today AlexisP@ornicogroup.co.za

www.ornico.co.za
SOUTH AFRICA KENYA NIGERIA
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PR

MEASUREMENT

IN AFRICA
THE OPPORTUNITY IS NOW
By Francois van Dyk

“I have been struck again and again by how important
measurement is to improving the human condition.” - Bill Gates

T

he last 12 months have seen
Africa frequently featuring
on the global public
relations and communications
stage. Not only did Johannesburg
play host to the annual IPRA
conference (International Public
Relations
Association),
but
Nairobi also played host to the
first World Conference on Public
Relations in Emerging Economies
(WCPREE) in November 2015.
Hosted by the Public Relations
Society of Kenya (PRSK) and its
international partner, the Global

Alliance for Public Relations and
Communication Management, the
event featured some of the world’s
top minds on public relations
and communications. With more
than 400 delegates from around
25 countries in attendance, it
was a major event on the global
communication stage.
Global Alliance is one world’s
biggest PR and communication
management associations and
institutions, representing 160,000
practitioners
and
academics
around the world.

Dr Gregor Halff, the thenchairperson of The Global Alliance,
noted the following in reflection to
the Nairobi conference: “Having
heard all speakers and discussed
with most delegates, I detected
two competing narratives for our
industry: On one hand, we need
more joint standards
across
markets,
especially
for
education,
for
good practices and
for measurement;
on
the
other
hand, we need
to
celebrate
differences
between markets
and learn from
them.”
The
African
Public
Relations
Association (APRA)
annual conference in
Nigeria also featured global
leaders such as Bart de Vries
(IPRA president) and Maxim
Behar (ICCO president). For
the first time communication
measurement featured heavily on

the agenda and a big demand for
more knowledge and standards
were expressed.
In 2005 Dr Jennifer Scott from
Ogilvy PR lamented the fact
that “PR people have a collective
failure to be curious about why

AMEC
(The
International
Association for the Measurement
and Evaluation of Communication)
announced a major leap forward
with the launch of its Integrated
Evaluation Framework at its
annual international summit, held
in June 2016 in London.

This
framework,
developed by the
top minds in global
communication
measurement,
provides
the
public
relations
industry with a
fully
interactive
step-by-step
tool
of global respondents agreed
which
will
greatly
that clients are increasingly
demystify
bestplacing emphasis on insights
m
e
a
s
u
r
e
m
ent
over monitoring.
practices
as
advocated by the
updated Barcelona
Principles 2.0. It is a
what they do works”. A lot has great planning tool and matches
activities
to
happened since then with the communication
first declaration of the Barcelona objectives and eventual outcomes.
Principles of PR Measurement in
2010 and the updated version in
2015.

72%
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The summit was attended by
400 delegates from more than
40 countries, but less than 1%
of delegates were from Africa.
However, the presence of APRA
president Yomi Badejo Okusanya
could be a catalyst for
the acceleration of
measurement
on
the
continent.
Ornico, the pan
African
Brand
Intelligence
Research
firm,
further
made
history by winning
two gold awards at
the AMEC Awards
2016 – a first for
the continent. So
despite its small
presence,
African
measurement
has
certainly shown that it can
compete with the best in the world.
An AMEC 2016 survey further
indicates that 72% of global
respondents agreed that clients

are increasingly placing emphasis
on insights over monitoring. The
old practice of ‘press clippings’
and related Advertising Value
Equivalents (AVEs) or even PR
Values are disappearing. The

that the industry has moved on
from the debate about AVEs.
Respondents further indicate that
client demand for AVE scores
is declining. While In 2015 27%
said all or most of their clients
demanded AVEs, this
has now dropped
to only 14% of
“On one hand, we need more
respondents
for
2016.
joint standards across markets,

especially
for
education,
for good practices and for
measurement; on the other
hand, we need to celebrate
differences between markets
and learn from them.”
- Dr Gregor Halff
question of calculating actual
Return on Investment (ROI) is
becoming more critical for clients.
Most respondents (81%) believe
AMEC should make it clear

Best
practice
educational
drives such as
Measurement
Month
certainly
appear to be paying
off.
Africa
faces
a
unique opportunity,
in that the greatest
effort in promoting
best practices is to unlearn
previous poor practices.

PAMRO (The Pan African Media
Research Organisation) is one
of the bodies that is developing
and
promoting
harmonised
media research across Africa.
Multinationals
struggle
to
compare their performance
across
different
African
markets,
which makes it
more difficult for
them to make
good investment
“New measurement best practice
decisions.

Many of these measurement
practices such as a reliance purely
on AVEs has not featured in
much of Africa – measurement
being mostly non-existent in the
continent.
The need for better use
of communication
resources is clear.

Stanley Ogadigo from the Nigerian
Institute of Public Relations
(NIPR)
concurs:
“Audience
research that ascertains the level
of positive attitudinal change in
relation to executed PR campaigns
or activity is now key to PR

“PR measurement
is
a
welcome
and
necessary
ensures that communication is
development in PR
Management
practice in Africa.
aligned with business objectives,
PR agencies can
c o n s u l t a n t
and clearly shows how this
and
educator,
[not] and should
function
helps
to
achieve
these
Peter
Drucker,
not mark their
famously
said
own work. There
objectives.”
is therefore an
that business has
but two functions
overarching need
innovation
for
independent
and
marketing.
PR
measurement
plays
an
agencies applying the right tools measurement in Africa. Today, any Communication
and methods to complement the PR measurement devoid of impact absolute crucial role in making
services offered by PR agencies and real values cannot match the organisations meet their business
in the continent”, says Topcom’s current trend and reality in the goals and objectives.
Temi-Tope Ogbeni-Awe.
business of Public Relations.”
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New measurement best practice
ensures that communication is
aligned with business objectives,
and clearly shows how this
function helps to achieve these
objectives.
However, even on a global level
there is a major need to recognise
that different companies are
at different stages of their
measurement journey. And here
lies the opportunity for Africa.
We should learn from the difficult
lessons many in the world have
learnt before. It is possible for
communications professionals
on the continent to leapfrog the
rest of the world. However, it will
take some strong commitment
and leadership.
Communication
professionals
ignore best measurement practices
at their peril, and may soon find

themselves irrelevant. Africa
now remains the only continent
which offers massive growth
opportunities for multinationals
as other regions become saturated.

These
multinationals,
being
exposed to international best
practices will demand this from
their local agencies and partners.

It is critical that African public
relations and communications
arm themselves with knowledge,
or they will face stiff competition
from their international colleagues
— and eventual consolidation
into international businesses.
[#OpenAfrica]
About Francois van Dyk:
Francois van Dyk, @sbalie,
heads
up
Operations
at
Ornico, the Pan-African Brand
Intelligence research company.
He studied and taught public
relations before entering the
world of media research. He
currently serves on AMEC’s
Education Committee and the
IAB South Africa’s Measurement
Council.

In-house communicators and PR
agencies are now working across
multiple
channels,
but
remain
challenged by an inability to develop
new measurement models, according to
the inaugural Global Communications
Report, which is produced by The
Holmes Report in conjunction with USC
Annenberg Centre for Public Relations.
By The Holmes Report

Future Media Mix

In-House & agency combined

TOMORROW

TODAY

Earned 31%
Owned 25%
Shared 24%
Paid 15%

Earned 41%
Owned 26%
Shared 17%
Paid 13%

In-house respondents
expect the shift away
from earned media to
continue over the next
five years.

T

he Global Communications
Report is a comprehensive
worldwide survey of more
than 1,000 senior public relations
executives. The study, which
has already revealed the scale
of disruption affecting the PR
industry, and the need for new
talent and skills, also unveils how
media channels are being used
and measured differently.
Less than a third of the average
corporate department’s media
budget (31.9%) is today being
spent on earned media—the
traditional focus for corporate
communications. Slightly more
(32.1%) is being spent on owned
media, such as websites and blogs,
while 17% is being spent on paid
media and 16.4% is being spent on
shared media.
And in-house respondents expect
the shift away from earned media
to continue over the next five years.

They project that by 2020, slightly
more than a quarter of their media
budget (26.6%) will be focused on
earned channels, with 31.3% to
owned media, 22.8% - the biggest
increase - going to shared, and
17.3% being spent on paid media.
“Given that paid media are likely
to remain the most expensive, this
raises questions about whether
corporate communicators are
underestimating the importance—
or the budgetary impact—of paid
channels,” said Holmes Report
CEO Paul Holmes.
In contrast, agencies report that
more than 50% of their revenue
is currently derived from earned
media activities, followed by
20.5% from owned media, 17.2%
from shared media and 9.3% from
paid media.
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Measurement is Advancing

Very or extremely important as a growth driver

Agency 66%

In-House 54%

PR executives predict
that by 2020, 63% of
all media outlets will
offer paid placement
opportunities,
which
may be a low estimate.

However, looking to 2020, agency
leaders also expect to see their
revenue streams shift away from
earned, but it will still be the
dominant revenue driver at 36%.
While all of the other categories
will grow - owned to 24.6%, shared
to 24.2% and paid to 12.9%.
In total, PR executives predict
that by 2020, 63% of all media
outlets will offer paid placement
opportunities, which may be a
low estimate. Ironically, only 8%
rank media buying skills as an
important staff skill for the future.
“We are seeing a significant
across-the-board directional shift
away from traditional media
relations to owned, social and
paid media,” said USC Centre
for Public Relations director
Fred Cook. “Given the changing
revenue model for the majority of

media outlets, it’s surprising that
the projected investment in paid
media isn’t higher. Paid may be a
missed opportunity.”
Data and analytics
There is some encouragement
where measurement is concerned:
PR executives do see improved
measurement and evaluation as
a growth opportunity. It ranked
third on a list of 18 potential
growth drivers among agency
respondents, compared to seventh
when clients were asked where
they expected to see growth.
However, current measurement
models are still alarmingly focused
on measures of output—such as
total reach or total impressions—
rather than on business outcomes.

#OpenAfrica
140

Current measurement models are
still alarmingly focused on measures
of output-such as total reach or
total impressions-rather than on
business outcomes.

Agency
and
client-side
respondents rated total reach
as the most common form of
measurement (68%), followed by
impressions (65%) and content
analysis (64%) with less emphasis
on brand perception (47%) or
attempts to measure return on
investment (41%). Surprisingly,
30% said they used advertising
value
equivalency—considered
a discredited metric within the
industry—most or all of the time.
Social media measurement is
equally unsophisticated. The
most common metric reported by

Photo by Megane Callewaert.

agency and client-side respondents
is a simple count of followers
(78%), followed by reach (77%)
and interactions such as likes or
comments (76%). By comparison,
relatively few are tracking
sentiment (62%); social listening,
such as real-time monitoring on
conversations (47%); or changes
in opinion or action (36%).
Corporate and agency leaders
ranked “using a unified index
based on business interests” the
lowest on the list at 25%.
“Measurement remains the holy
grail in the PR industry,” said Cook.

“Everyone agrees that it’s a huge
growth opportunity but few seem
to have figured out an integrated
approach to determining the
real return on investment for
communications.” [#OpenAfrica]
For more insights, articles and
analysis of the PR industry, go to
www.holmesreport.com.

Taking Africa’s Tech
To The World
Wimbart’s Jessica Hope on the power of PR

Photo by Mattiece David.
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“Having a good relationship with a
journalist gets you over the first hurdle
(which is having them open your email
or take your call). However, even the
most with the most cordial of working
relationships, you’ll still struggle to
get a poor story past your contact.”

I

n 2010 the world hadn’t even
heard of iROKOtv. Back then
the concept hadn’t even been
born and Jason Njoku was reading
for Chemistry at the University
of Manchester. Six short years
later, and Njoku is a continental
phenomenon who has completely
disrupted
entertainment
in
Africa. He’s one of Nigeria’s most
well-funded companies in the
tech entertainment space, and
you’ll frequently find him being
interviews by news brands like

Bloomberg, Forbes, BBCNews and
the Financial Times.
The secret to his publicity success
is London-based PR consultant,
Jessica Hope, founder and MD of
Wimbart PR. Njoku has this about
Hope: “iROKOtv has arguably
[had] more international press
coverage than any other Nigerian
company. Internet or not. Yes
we have a great story, but so do
so many others. Yes, I can speak
forever, but it all starts with

someone helping me gather my
voice… Jessica is fearless in that
regard. She knows how to manage
me. Very few human beings can.”
Hope speaks to Open Africa about
taking the African technology
narrative to news media offshore,
about brands and reputation,
and working across multiple
geographies.
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Q: You managed the PR for
Iroko from the get-go. What
did you learn?
A: I had to pretty much re-learn
everything I’d previously done
in PR. International journalists
weren’t really interested in African
tech start-ups 5 years ago, so I
had to spend a lot of time telling
the story to key journalists — and
getting knocked back a lot — until
I found a few key people who
were genuinely interested in the
company and Jason Njoku as an
entrepreneur. As iROKO grew, the
workload grew significantly - we
received a lot more inbound media
enquiries and event attendance
requests, so the nature of my work
shifted. Now there’s more interest
in the African tech scene — and
iROKO as well, although that being
said, it’s still a challenge to achieve
top-level international columninches for the smaller tech startups. We’re getting there, though.
Q:
How
important
is
reputation to the growth of a
brand?
A: It’s paramount. Your brand
is your identity and it opens the
doors to new opportunities for
you. If your name, your brand, is
constantly associated with poor
customer service, poor product, or
whatever, you’ll struggle to grow at
the speed you’ll want to, as you’ll
be constantly fighting fires.

Q: Which geographies do
you work in and how are the
media in different from each
other?
A: I work mostly in Nigeria,
Ghana, South Africa, the US
and UK. I was surprised when
I first worked in Nigeria how a
significant proportion of print
press is paid-for, so I actually find
it easier to achieve international
press coverage for iROKO than
local, which is not the norm. The
Western media markets are more
mature, in terms of curating a story
and fact checking, but even the
reputable, more well established
outlets get it wrong sometimes.
Q: What are the challenges
of working with media across
geographies?
A: Time zones can be difficult to
negotiate - especially when you’re
dealing with tight deadlines. For
example, today I’m trying to
work to a super-tight deadline
for a big publication, but the
clients are in Nigeria and San
Francisco and the journalist
is in Taiwan, so a part of
the jigsaw is asleep at any
one time — it is tricky to
navigate.
Q: How do you establish
and
build
media
relationships?
A: Personally, I try and position

myself as an extension of the
journalist and get the information
from the client, as quickly as
possible, in order to make the
journalist’s life easier. They work
to tight deadlines, especially in the
digital age where stories are going
out at a rate of knots, so sometimes
I really have to push the client to
respond in a timely manner, or
take time out of a busy schedule
in order to take an interview call.
By working with the journalist and
making their lives a little easier, I
think this is the best way to start
building a relationship with them;
they’re more likely to come to you
with opportunities in the future,
or respond to email pitches, if they
know they can work well with you
and you’re reliable.

“Your brand is
your
identity
and it opens the
doors to new
opportunities
for you.”
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“I had to pretty much re-learn everything I’d
previously done in PR. International journalists
weren’t really interested in African tech start-ups
5 years ago, so I had to spend a lot of time telling
the story to key journalists - and getting knocked
back a lot .”
Q: Are media relationships
important to getting good
publicity for brands?
A: Both. Having a good relationship
with a journalist gets you over
the first hurdle (which is having
them open your email or take your
call). However, even the most
with the most cordial of working
relationships, you’ll still struggle to
get a poor story past your contact.
It’s all about timing and being
able to push back with a client —
sometimes you have to help your
client realise what’s a newsworthy
story and, importantly, what isn’t
— there’s no point damaging your
relationships with journalists if
you keep peddling no-go stories. If
you do, they’ll soon learn to send
your emails directly into ‘junk’.
Q: You are situated in London
but work for brands that are
Africa-facing — has that ever
been a challenge? How does
technology help you deal with

this challenge?
A: It’s a challenge, yes, but as
I’ve already spent a lot of time
in Africa, I’ve built a lot of faceto-face relationships, which can
then be maintained via email,
Twitter, Google Chat, Whatsapp,
BBM, LinkedIn — and the rest.
My phone pings all day, every day.
I also meet up with people when
they’re in London. So whilst it
would potentially be easier to be
in the same city as those whom
I work with, technology is the
perfect enabler to always be in
touch and keep updated.
Q: What advice do you have
for entrepreneurs wanting to
grow their brands?
A: Start speaking to a PR person
early on in your journey, but
choose the right to time to execute
a PR campaign. It doesn’t always
need to be from day one. The
most important thing is to get
great advice, and to focus on your

business/revenue model — once
you’ve got a great product to take
to market, that’s when you should
undertake proactive PR.
Q: What advice do you have
for brands wanting to grow
influence in Africa?
A: Don’t just export your marketing
collateral/brand values from the
West and expect them to work in
Africa — you need to rework and
refine your proposition for an
African audience, as well as the 54
different countries with their own
distinct personalities and cultures,
under the umbrella term ‘Africa’.
[#OpenAfrica]
Jessica Hope is founder
and managing director
of Wimbart PR, which
operates
mainly
in
the African tech and
entrepreneur startup space. Find
Hope on Linked In. She’s on
Twitter as: @WimbartHope

Why everyone should
learn how to write
By Andrew Miller

trategy is all, in business. Great
thinking, so the thinking goes,
is the difference between
commercial success and
failure.
Communication,
on the other hand, is
something deemed best left
to specialists - marketing,
advertising
and
PR
agencies.
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But there’s a flaw in this
understanding,
because
communication is unavoidable if
you are a working human. And,
as the digital becomes ubiquitous,
increasing volumes of our personal
and professional communication
take shape through the
written word. To say
that you’ll leave
the writing to
someone else
is to ignore the
fact that you,
professional
career person,
are writing all
the time, like it
or not.

seeks to evoke meaning, but which
instead obscures the message.
The hallmark of bad writing is the
over-use of adjectives, verbs and
adverbs. In the world of novels
and creative writing, adverbs

or other adverbs. A legal matter,
for example, can be considered
serious. Chuck in an adverb, and
it can be considered really serious.
Chuck in another one, and it could
be considered really very serious.
Adverbs pop up all the
time because they
offer a simple
way to evoke
emotion
and
/ or meaning.
The
problem
for
creative
writers is that
adverbs
are
so commonly
used
they
generally add
no substance
to a sentence,
but simply bloat
it. Thus, when a
writer uses an adverb
unthinkingly, he or she ends
up patronising (or torturing)
the reader with overly flowery
prose. Of course, some readers
like adverbs. Fans of Dan Brown
(author of the Da Vinci Code and
other airport classics) latch onto
his sentences precisely because
they don’t want to have to think
that much.

“Executive level business
people give so little attention
to their writing skills, and
are equally blithe about such
skills within their teams.”

It’s
a
fascinating fact
that
executive
level
business
people give so little
attention to their writing
skills, and are equally
blithe about such skills
within their teams. If you
can’t communicate a thought
clearly, your strategy is useless.
And yet, although we write all
the time, we often do it poorly.
As such, we fail to get the point
across, veering into verbiage that

are a much discussed
topic, and the majority
of inexperienced writers are
infected with chronic ‘adverbitis’.
As Stephen King once quipped, the
road to hell is paved with adverbs.
An adverb is a modifier - a word
that adds weight to another word.
Adverbs modify verbs, adjectives
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Five tips to
becoming a
better writer:
Read
Not only books you like, but
books you haven’t thought
of reading before. Read
everything you can. The more
you read the better you write.
Develop a personal writing
system
If you have no idea what this
means, ask someone you know
who writes, what their system
is, or ask your boss to send you
on a writing course.
Make sure to include a
healthy pause between
your first draft, your
second draft, the finished
item
Get off your chair, walk around
the office, then read and edit
again.
See how often you can
spot clichés and common
phrases in your writing

A string of hollow yet generally
evocative phrases will do them just
fine.
The rule of thumb for a novelist is
therefore not to avoid all adverbs,
but to think carefully about
each one before it is applied. It’s
when you fail to think about your
use of adverbs that you end up
patronising your audience, and
that, writers say with a smirk, is the
job of advertising and corporate
communication.
But should it be? Or, put another
way, are the challenges of creative
and corporate writing really as far
apart as we think they are?
The commercial world, as the
pundits keep telling us, has

changed. Brands live face-toface with their consumers in the
virtual space, and are regularly
held to account for misalignments
between verbiage and action.
Where once there were few
immediate
consequences
for
patronising or misleading an
audience, today most brands face
a daily challenge in controlling
a fragmented narrative with
increasingly militant, social media
empowered consumers.
Equally, the complexity of internal
organisational communication is
spiralling - it is often between the
lines of this communication that
conflicts and misunderstandings
find full form.

Simply remove these from your
text, and your communication
will improve dramatically.
Establish
a
writing
partnership where you
share words and criticism
with a friend or colleague
(and they do the same with
you)
Getting feedback before you
submit, and making changes
based on that feedback, will
change the way you write, and
think, for the better.

“Where once there were few
immediate
consequences
for
patronising or misleading an
audience, today most brands face
a daily challenge in controlling
a fragmented narrative with
increasingly militant, social media
empowered consumers.”
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In my experience, anyone involved
in communication (and in this
I include PR and advertising
agencies, who ‘write’ on a client’s
behalf) should have a similar
level of technical awareness to a
growing creative writer. To whit:
when you write without thinking
about the words you’re using, you
will patronise or mislead your
reader. In the corporate context,
this reader could be a consumer,
a staff member, a colleague, a
supplier or a business partner.
The evidence of thoughtless,
patronising
communication
is all around us. Brands and
organisations
are
constantly
telling us how they are changing

Andrew Miller is a novelist,
public speaker and freelance
corporate writer. He trains
individuals and groups in the
art of communication - including
how to develop a personal writing
system.

the world, disrupting the market,
leading the way, innovating,
pioneering, streamlining and so
forth.
Many CEOs, equally, have trigger
fingers when it comes to dishing
up overly emotive (and only half
thought-out) strings of text to staff
and other business associates.
On a surface level, this is life as we
all expect it to be, circa 2016. But
when you re-frame writing from
the perspective of your own career,
or your company’s painfully
articulated strategic aspirations, it
seems crazy to ignore how you, or
the people doing the work on your
behalf, communicate.

Andrew’s début novel Dub Steps,
was the winner of the 2015
Dinaane Début Fiction Award
(previously the EU literary
award) and was long listed for the
2015 Barry Ronge Sunday Times
Fiction Award. Find Mr Miller on
Twitter: @miller_aka

Which is why I believe that
everyone should learn how to
write. And by learning how to
write I mean develop the skill of
applying language in a systematic
way. Everyone should learn,
in other words, how to think
carefully about closing the gap
between what they want to say and
the message the audience ends up
hearing.
The road to hell may well be paved
with adverbs, but that doesn’t
mean we have to walk on it.
[#OpenAfrica]
All photographs courtesy of Sebastien
Wiertz on Flickr - licensed through
Creative Commons.

[there is no such thing as a meaningless word]

email andrew@unitydesign.co.za to get your organisation writing skilfully
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killed the video store
Jon Pienaar writes about why you should say goodbye
to your local video store [if you still have one], and
hello to Video-On-Demand [VOD]. A look at which
VOD players have entered the market and what this
means for advertisers.

I

f you have young kids, be sure
to take them into a video store
and show them around, so
that they can tell their kids about
that archaic technology, where we
actually had to buy or rent physical
discs in order to watch a movie.
That’s what Arthur Goldstuck,
of World Wide Worx, advises.
Because in the foreseeable future,

we are going to be getting more
and more of our entertainment
from ‘The Cloud’, and in a few
years, DVD will go the way of VHS.
Eventually, even broadcast will be
a thing of the past.
The technology that has started
to disrupt our entertainment
world is called Video on Demand,
or VOD. Instead of watching

programming on TV, based on
what some network executive has
determined people want to watch
(at a time preordained by the
network), you can use your fast
broadband connection to stream
what you want, when you want,
to any number of devices – iPads,
PCs, Smart TVs – anything with an
internet connection. No decoder,
no dish.
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How does it work? Streaming
shouldn’t be an alien concept.
Simply put, a digitised video file
is hosted on a site that delivers
it in (almost) real time to your
computer over the internet.
Unlike a downloaded file, nothing
is stored locally – but you can
watch it, pause it, watch it again,
as long as you have an internet
connection. YouTube is a good
example, and already there are fulllength movies and
documentaries on
that platform.

other VOD services. Subscriptions
are offered on a per-household
basis, and some allow for multiple
streams to multiple devices. The
content is made available in the
form of a digital ‘library’, that
users can watch at their leisure.
Some providers offer different
levels of access, similar to
pay-TV bouquets, and some
provide specialist libraries, such

centres, like the Apple TV, or you
could repurpose a PC to send a
signal to an older big-screen TV,
or a large PC monitor.
The main driver behind the
revolution is the recent roll-out of
fibre-optic cable (known simply
as fibre), which provides a faster,
better and cheaper broadband
experience than the ADSL that
most people associate with the
term ‘broadband’.
Telkom
has
announced
that
some
500,000
homes will have
access to fibre by
the end of 2016,
but
Technology
pundit
and
researcher Arthur
Goldstuck
of
World Wide Worx
points out that this figure could be
optimistic. “At the moment they
say they have 38,000 homes with
access. What’s not clear is whether
that’s access or use. So what I
believe it means is their fibre runs
past that number of homes, and
the reality is they have far fewer
actual customers for fibre.”

Instead of watching programming
on TV, you can use your fast
broadband connection to stream
what you want, when you want, to
any number of devices.

But let’s face it,
YouTube
is
a
bit of a jungle.
Myriads of video
clips are uploaded
by
individuals,
with all sorts of
differing qualities.
Finding what you are looking
for can be a hit-and-miss affair,
and content is often removed for
copyright violations.

VOD services, other hand, are
curated: much like a TV network,
VOD providers purchase content
from official channels – TV
networks, film distributors, even

as Nollywood,
Afrikaans.

Bollywood

or

How does one connect? You need
a fast broadband connection
and a ‘smart’ (internet-enabled)
TV. You can also watch on any
number of connected devices, like
smartphones, tablets and PCs.
Alternatively, there are media
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in 2016 than originally planned, as
local South African media giants
had already announced their
intentions to enter the field.
One of the early entrants to the
market was JSE-listed Times
Media Group Ltd, with a service
called Vidi, which promised
to become “the premier media
streaming service in South Africa”.

But Telkom isn’t the only company
digging up sidewalks and laying
underground cables.
Vumatel, the company that created
the first fibre neighbourhood
in Parkhurst, says it will have
provided fibre to 30,000 customers
by February 2016; MetroFibre
Networx has set the target of
50,000 live connections by the
end of 2018; and although a there
is a lot of activity in Johannesburg,
there are rollouts also happening
in
Kimberley,
Bloemfontein,

Durban, Pretoria, Port Elizabeth,
Cape Town and others.
“Each time another suburb signs
on, it adds another three to six
thousand homes to the list,” says
Goldstuck, adding: “So chances
are by the end of next year we will
have close to half a million homes
— that’s not Telkom alone, but in
total.”
Netflix — one of the US’s largest
VOD providers — shifted its
timetable forward to launch earlier

This was followed by Altech’s
Node, a set-top box that not only
provides streaming video, but also
hooks up with smart devices to
become the ‘brains’ of a connected
home (in anticipation of the
much-vaunted Internet of Things,
or IoT).
But perhaps they came to market
too soon, as there was very little
uptake by the public (although
there was not much marketing put
behind the services). Node closed
business in October 2015, and in
February 2016, shortly after the
launch of Netflix, Tiso Blackstar,
the investment company behind
Times Media, announced the
closure of Vidi.

ONTAPtv, backed by Hong Kong based
PCCW Group, and ShowMax, owned by
SA media giant Naspers, are the current
two major players in the SA market.
ONTAPtv, backed by Hong
Kong based PCCW Group, and
ShowMax, owned by SA media
giant Naspers, are the current
two major players in the SA
market. These offer some niche
programming, such as Cantonese,
‘Bollywood’, Zulu, Sepedi, Xhosa
and Afrikaans content.
You may notice that there’s no
mention of sport. South Africans
love their live sport, and for now
that’s one thing that will give
broadcast the edge: streaming

technology as it now stands, does
not cater for live events. It’s not
impossible however, and it’s just a
matter of time before you will be
able to ‘tune in’ (or log in) to any
number of live events around the
world.
As for prepackaged entertainment,
South Africans, who once only had
DStv and SABC to choose from, are
now spoilt for choice — especially
those who are ‘broadband-rich’.
Netflix offers three plans, ranging
in price from $7.99 (R124) to

$11.99 (R186), while Showmax
charges a flat fee of R99, and
ONTAPtv has packages ranging
from R39 to R89. ONTAPtv also
offers single movies to ‘rent’ for 48
hours at between R15 and R25.
Netflix hopes to encourage signups with a one month free trial,
while Showmax offers one week,
and ONTAPtv gives one the
opportunity to sign up for free for a
limited selection of programming.
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Other brands to enter this market
include cellular provider MTN
with a subscription based or rental
VOD (video on demand) model
called VU (formerly FrontRow).
The data charges are zero rated for
MTN subscribers. DStv has also
flirted with the market, offering a
live streaming rent-to-view service
called BoxOffice.
Netflix
has
always been free
of
advertising,
and at this stage
most providers
are following suit.

This doesn’t mean the end of
advertising however. In the
US, Hulu offers the option of a
discounted service with ‘tailored’
ads. A study by the Advanced
Advertising Media Project in the
USA, where test audiences had
ads inserted in much the same
way as they are in conventional

‘pirated’ content for free. These
have become popular with the
younger crowd — the teens to early
twenties — who may be reluctant to
sign up with any one provider. As
initiatives increase to clamp down
on internet piracy, these services
may prove to be unreliable, and
the relative cost-effectiveness
of a Netflix or
ShowMax
will
probably convert
most
users
to
legitimate
s t r e a m i n g
options.

The recent James Bond movie,
‘Spectre’, featured no less than
six branded cars, three alcoholic
beverages, and a long list of
electronic devices and luxury items.

For marketers,
this
means
that
product
placement will become more
common. The recent James Bond
movie, ‘Spectre’, featured no
less than six branded cars, three
alcoholic beverages, and a long list
of electronic devices and luxury
items.

TV, showed that consumers accept
it as a logical part of the viewing
experience.
In parallel to the legitimate
services, there are also several
streaming services that offer

For those who do
not have access
to
broadband,
however,
the
standard broadcast services (state
TV and subscription-based satellite
TV) will have to suffice. Roll on,
ubiquitous internet! VOD is just
one more reason for everyone to
have access to broadband.
[#OpenAfrica]
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A Q&A with Schalk Nolte, CEO of Entersekt

E

commerce, in the form of
online shopping and online
banking, are often held up
as the key to prosperity in Africa
— a way of ‘leapfrogging’ past the
obstacles of poor infrastructure. A
vendor with a cellphone app can
now offer card-based transactions
to clients who don’t want to carry
cash; online banking does away
with queues and wasted travel
time; cellular communication
allows vendors (like fishers
and farmers) to find out which
markets most need their products,
and which may be oversupplied.
But there is a flipside to this
convenience: the ever-present
threat of fraud. Wherever money
changes hands, you’ll always find
someone who wants to take it away
illegally — and buyer, seller and
banker are all potential targets.

Banks have to balance this threat
against the convenience factor of
giving its clients—and its clients’
customers—access to fast and easy
banking services.
Scammers are becoming more
and more sophisticated, using
techniques like SIM-swapping to
bypass banks’ one-time-password
and notification strategies. Banks
have to stay one step ahead of
cyber criminals, or risk losing
money and clients.
Schalk Nolte, CEO of Entersekt,
talks to Open Africa about the role
mobile plays in Africa’s ecommerce
revolution, and the importance of
banking security.

Photograph by Colin of Wikimedia Commons

Q: How big is mobile in
Africa?
Mobile is absolutely huge and
enables many people entry into
the formal economy for the first
time. Driving past a brick wall
in Salt River emblazoned with
the telephone number of a house
painter
or
handyman,
you see a
very simple
illustration
of the impact
of
mobile
on everyday
people’s lives:
how did these guys reach out to
prospective customers previously?

Banks and payments providers,
among others, are playing catchup
with the population at large.
[Source: http://qz.com/451844/
africas-smartphone-marketis-on-the-rise-as-affordablehandsets-spur-growth/]

2001, a country with a population
of over 170 million had a hundred
thousand phone lines, with a
waiting time of a year to obtain
one. That was not so long ago, and
now Nigeria has nearly one phone
per person. This boom also means
that innovation – and the uptake of
services of all
kinds – is very
much centred
around
the
mobile device.

This is the first year that we will see
more smartphones sold in Africa than
feature phones.

Q: What has the uptake in
smartphones been?
This year is actually quite an
auspicious one: it’s the first year
that we will see more smartphones
sold in Africa than feature phones.
I think this growth has been
surprising to many, especially
banks and providers of services to
the upwardly mobile. Application
uptake on feature phone has been
dismal whereas smartphone usage
is massively expanding what
people use their phones to do.

Q: Why is Africa ‘mobile
first’? What has driven the
massive uptake?
There are no real alternatives.
Mobile is the only practical way
of reaching all but the most
financially and geographically
advantaged on our continent.
Mobile networks bridge Africa’s
great distances and leapfrog thinly
spread,
government-controlled
fixed-line
telecommunications
infrastructures. In doing so, they
have brought down the costs of
providing services significantly. I
like using Nigeria as an example.
When mobile was introduced in

Q: What is
the history
of
mobile
transactions in Africa - can
you offer an overview of the
growth?
We see a much higher percentage
of the total mobile user base taking
to mobile banking or payments in
Sub-Saharan Africa than in most
other parts of the world. Just over
two percent of the world’s adult
population has a mobile money
account, but 34 percent of adult
Sub-Saharan Africans do. The
GSM Association estimates that
there were 222 million registered
mobile money accounts in the
region by the end of 2015.
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One in three mobile connections
is linked to such an account,
rising to over half in East Africa.
From where we stand in Nairobi,
Johannesburg,
or
Kampala,
the excitement over Apple Pay
can seem puzzling. M-Pesa was
launched way back in 2007!
[Source:
http://www.gsma.
com/mobilefordevelopment/
wp-content/uploads/2016/03/
SOTIR_2015.pdf]
Q: What does this massive
growth mean for business?
For business, mobile provides a
more direct, engaging and costeffective way to reach customers
and provide existing services.
Beyond that, it opens up entirely
new opportunities. The mobile is
a very personal device, much more
so than a PC or laptop. We always
have it with us. This relationship
consumers have with the phone
holds enormous potential.
Q: What did the massive
success of MPesa teach
companies?
M-Pesa was groundbreaking for
more than just the product. There
would have been a long list of
reasons not to launch the service,

Photograph by anonymous by Jared Tarbell on Flickr

Mobile provides a more direct, engaging
and cost-effective way to reach customers
and provide existing services.
to not take the risk in an untested
market. But it was launched and
was a success, lauded globally. The
impact of that on today’s African
FinTech innovation cycle was
larger than we probably imagine.
Q: Did the mobile transaction
create a rush to create
services, apps that fed the
demand, and how did this
impact security?
Mobile transacting growth was
driven by both user demand as
well as industry recognising the
possibilities that the technology
opens up. As for security,
accelerating growth comes with
risk. Any new technology enjoys
a short honeymoon during which
fraudsters find it too unlucrative to
target. As the number of vendors
grows and the user base broadens,
that changes. There’s the real risk
that adoption will stall as fraud
incidents climb and security

concerns grow among users.
Several countries on this continent
have seen large increases in digital
crime, often affecting people who
can least afford it. Thankfully,
governments are stepping in.
Getting the regulatory balance
right is, of course, important too.
Q: What trends have you
discerned in the mobile
transaction sector in Africa?
Sophisticated market players, from
venture capital firms to financial
services product developers, are
coming in, which means good
things for the consumer in terms
of pricing and the services on offer.
Africa is really at the forefront of
mobile transacting globally, and
we have a big role to play with
regards to how the ecosystem
develops.
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Q: Are there some regions
that are more at risk than
others?
Not really. Fraud can be
surprisingly
simple.
Many
sophisticated attacks are just slight
variations of what we have seen
elsewhere before. It is cyclical, and
geographically agile. The main
point is to ensure that you stay
ahead of the fraud curve instead of
playing catchup.
Q:
What
do
brands/
businesses need to take into
account when introducing
mobile payments, from a
security perspective?
Security is a core building block
– the foundation really – of any
good product and cannot merely
be bolted on at the end as an
afterthought. That said, your focus
on security should not distract
from usability. The two must
be balanced to achieve success.
Entersekt, as an example, has
managed to make mobile and
Internet banking more secure
while making it easier to use.
Q: How secure is secure?
What levels of security are
secure?
It’s all relative: “secure” describes
the level of protection suitable

Photograph by www.elbpresse.de

for the particular application and
the risk appetite of the service
provider.
Q: Please offer insights and
anecdotes of recent big
mobile transaction breaches.
In South Africa, there’s been a
big increase in attacks that target
the internet and mobile channel
simultaneously. The internet
channel is breached through a
standard phishing attack while
the second factor – an SMS one-

judge for themselves the reliability
of mobile services or, when things
go wrong, fight for compensation
on their own. Their stories are
rarely told.
Q: What kind of damage does
a mobile security breach do to
a brand, to its customer base,
and to the mobile transaction
industry as a whole?
Mobile is very powerful and
provides a channel that is many
times cheaper than any other way of

The main point is to ensure that you
stay ahead of the fraud curve instead of
playing catchup.
time password – is intercepted
through a SIM-swap attack or
mobile malware. The big news
stories here have mainly focused
on wealthy people who lost
hundreds of thousands of rands
and have articulate spokespeople.
But mobile malware, man-in-themiddle attacks, and SIM swaps are
prevalent across Africa. In places
with inadequate government
oversight, consumers are left to

servicing the customer. But owing
to the personal nature of the device,
it also brings risks. Reputational
damage is a particularly big threat
to businesses because consumers
are, rightly, very slow to forgive
and forget data breaches and theft.
I still meet many people who
will not transact on their phone
because they read a scare story
somewhere.
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Reputational damage is a particularly big
threat to businesses because consumers
are, rightly, very slow to forgive and forget.
Mobile can be very secure – more
so than working on a PC – but
most people are not in a position
to assess the technology or parse
news items for the truth about
where and how breaches happen.
That’s fine, but it does mean that
the onus is heavily on businesses
to stay ahead of the cyber criminals
if they want to gain customers.
Q: Who are the people or
groups that breach security?
What do you know about
them?
It’s global and it’s extremely
sophisticated in its organisation.
Personal data, software, code – it
all has a price, packaged for anyone
from large syndicates to lone

ne’er-do-wells. Like any trend,
many of the scams spread across
the globe in waves. We see attacks
in Australia in 2016 that popped
up in Europe in 2012. Security
is unfortunately very reactive.
Security
professionals
often
ignore threats that are not yet in
play in their country or industry.
This means that fraudsters have a
long time to exploit a vulnerability
before that hole is closed globally
and they have to find another.

out there are amazingly inventive,
so security requirements change
constantly. It really is an arms
race. You have to chose a security
partner (or partners) that will
keep abreast of the threats as
they emerge. There is no point in
backing a vendor who is already
behind the fraud curve — they are
very likely to keep you there! Go
with technology leaders who have
a record of innovation.
[#OpenAfrica]

Q: What does the future hold
in terms of mobile security?
What do businesses/brands
need to know?
The mobile ecosystem is complex
and some of the cyber criminals
About Schalk Nolte:
Schalk Nolte holds a Bachelor’s
degree in electronic engineering
from
the
University
of
Stellenbosch (South Africa).
He spent 10 years working for
GSM operators in Africa and the
Pacific, with a focus on technology
and network deployment and on
building the teams to get it done.
He joined Entersekt in July 2009
as CEO, bringing his mobile
telephony experience to bear on
mobile financial services.

WHAT
PEOPLE BUY
ONLINE
(Hint: It’s not goods or services!)
By Onyeka Onianwa

A

fter developing a fantastic
digital marketing campaign
for selling the perfect
product online, you should sit
back and let the cash begin to roll
in, right? Er… not quite. Of course,
there’ll be some cash coming in,
but probably not in avalanches.
Not until you master the real
reasons people buy online. And
it’s certainly not just because your
product or service is great.
Let’s say Ade, young and upwardly
mobile, in his twenties, wants to
buy a pair of trainers, and begins
his online search for the right
trainers. The ‘right’ trainers would
be his size, colour and what he
can afford. Clearly, he has an idea
of what he wants, but he may not
be sure where to purchase his
‘right’ choice. After some search,
he finds a good site and makes his
purchase. Below are 6 steps Ade
most likely passed through in his
search for the right trainers. And
please take special note of Step 6.

“The process of buying begins before
the buyer visits your ecommerce site.”

1 | Option of choices
When a buyer has more than one
choice of product, they can feel
positive about a good bargain.
But you have to be careful with
providing selections so as not to
overwhelm the buyer to the point
where they cannot make a choice.
The aim is to make them buy, not
disrupt the process.

2 | Perception of the brand
What do people say or think
about your brand online and even
offline? Brand perception is what
your potential buyers think your
brand is about, regardless of the
brand message you put out.
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5 | Security

3 | Engagement on social media
Because online purchasers are
usually active on social media,
it makes sense if your brand or
business is engaging actively
with customers and leads during
the buying process. Brands are
realising the importance and
power of a strong online image
across platforms. At BusinessPlus,
we enable businesses/brands to
thrive online. One the way we
do this is to build top-of-mind
awareness through social media
channels.

4 | User Interface (UX)
Simply put, it’s the way the buyer
interacts with your ecommerce
site. If the website’s layout,
colour, tabs etc. are confusing, no
potential buyer is going to stay
long enough to make a purchase.
Colour combinations should be
easy on the eyes, layout should
be appealing, tabs should be easy
to locate and navigate, without
being obtrusive. Remember that
internet speed is still an issue, so
ensure that images and graphics
are small enough to load easily
on low bandwidth connections.
As more purchases occur over
mobile devices, your site should
be mobile-responsive.

Trust is important to the online
shopper. Thet need to be assured
that sensitive financial details are
safe while doing transactions on
the ecommerce site. It’s your duty
to ensure your payment platform/
integration is smooth (a 1 or 2-step
payment process is recommended)
and safe for your buyers.
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6 | Pleasant buying experience
The process of buying begins before
the buyer visits your ecommerce
site. Perception before purchase,
which can be formed from opinions
of others or on first visit to your
website, leads the buying process.
Humans are emotional creatures
and this natural trait is the real
reason behind purchases.
If
coming to your site, or purchasing
your product/service makes them
feel good, satisfied or generally
positive, they’ll keep coming back
for more of that good feeling.
[#OpenAfrica]

“Brands are realising the importance
and power of a strong online image
across platforms.”

esearch shows that having an online
identity helps bring in business. But
building an in-house team might not be
cost-effective, and outsourcing is a real
alternative. Here are five things to consider
before hiring a digital agency or consultant.

things to know
when hiring

DIGITAL MARKETING SERVICES

By Ernest A. Ehigie

With the rising number of Internet
subscribers in Africa, the need for
having an online presence and
marketing your business digitally
cannot be overemphasised. But your
business’s online presence must fit
your business objectives and help
achieve set goals.

Conversion is more
important than style
You can spend thousands – hundreds of
thousands even – on creating a beautiful, stylish
site together with impressive marketing material
and a hyped-up campaign. You can spend just as
much trying to populate your site by advertising
at any of the burgeoning online platforms or
social media. If you’re in a visual business (like
fashion or design) aesthetics are important,
but ultimately the only important metric is
conversion.

Invest in the most
effective digital services

Immediate results are not guaranteed

It is good to keep up with the latest trends in
the digital marketing world. But selecting and
using one or two successful marketing platforms
is much more beneficial. While digital agencies
may be keen to upsell the client on more services,
it is prudent to rather focus more resources on
those channels that work for you.

As long as you have clear goals at the outset, it may
take a nail-biting few months to see the results
coming through. It takes time and creative effort
to increase brand visibility, convert customers
and generate sales, but many studies have found
that ultimately digital has a good return on
investment.

Nurture your business reputation

Spending more money does not
mean better results
Businesses should delineate their budget
and marketing goals at the planning stage of
appointing a digital agency. Sometimes it’s the
boring stuff, like retargeting leads, that produces
results, rather than spending time and money
redesigning the website. Effectively utilising a
digital marketing budget is key to getting desired
results.

The trust and confidence from one’s customers/
clients is essential for the survival of any business.
The reputation of your business, how your
business is perceived, is your brand. Hiring the
services of a digital marketing agency to improve
your brand is just part of the picture: keeping the
customer satisfied will nurture your reputation
and win the ‘holy grail’ - long term brand loyalty.
[#OpenAfrica]

Ernest A. Ehigie is a copywriter/content
creator, adman and many things in between,
at BusinessPlus Services, Lagos, Nigeria. He
thrives on ideas, imagination and creativity.
Find Ernest on Twitter: @africansdream
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growth for Africa
By Lydia Constantinides

B

enjamin Franklin didn’t have
the internet in mind when
he said, “Without continual
growth and progress, such words
as improvement, achievement and
success have no meaning.” But
these words have never been more
true in an era that relies on everfaster, ever more efficient digital
technology.
Informations
communication
technology has become central to
our lives. In 2012, the UN declared
internet freedom a basic human
right, and recently the World
Economic Forum called for access
to the internet to be made available
to all – declaring it a universal
right, like clean water, sanitation
and shelter.

Our cellphones provide us with
entertainment
and
human
contact, our computers link us
to the world of information and
knowledge. Mobile technology and
big data now enable businesses to
engage people in a more intimate
and insightful way. Business and
society are evolving in order to
compete, using innovation, which
will inevitably result in growth.
Things have changed in mere
decades. In the connected global
society we live in, it is impossible
to conduct business or engage
socially without social media –
without a digital device in our
hands, we are lost.
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Young adults tend towards nontraditional media for entertainment
and information – including news.
This is leading to less engagement
with outdated media outlets. All
businesses therefore need to look
beyond the scope of their current
product offering, and consider
how technology can be used to
innovate,
and
connect
with
these connected
customers.

broadband—and data costs need
to be addressed. If we can improve
these, the result will be economic
independence
and
economic
empowerment.
When comparing Africa to the
rest of the developing world, it is
evident that as a continent we still

this ‘digital poverty’. Remaining
in this situation will detrimentally
affect our productivity and future
potential.
Further statistics show that
internet is mostly accessed through
the use of mobile broadband,
rather than fixed line broadband.
There is no doubt that the more
access
people
have to internet,
the
greater
the
likelihood
that ideas can
circulate
and
more possibilities
can be achieved.
The
use
of
smartphones has
definitely helped people to access
content wherever they may be.
However, no matter how desirable
it is that people are making use of
the internet, it remains crucial for
entrepreneurs and individuals to
access faster and better internet,
to satisfy their growing social and
business demands. The issue of
affordability is equally important.

The more access people have to
internet, the greater the likelihood
that ideas can circulate and more
possibilities can be achieved.

In Africa, the
discourse around
the
economy,
technology
and society has
mainly been limited to the effects
of the digital divide. Setting this
debate aside, crucial elements
need to be measured and better
acknowledged in order to identify
areas where we can improve as
a society instead of becoming
passive victims to the changes
around us.
In South Africa, issues of
internet connectivity—especially

have a long way to go in terms of
internet connectivity. An article by
Elsie Kanza, Head of Africa at the
World Economic Forum, indicates
that African internet users are
documented at around 20%.
This is significantly lower than
European figures which indicate
that 77% of people have access to
the internet. What is important to
take out of Kanza’s article is that
it is crucial to break away from

More affordable broadband would
mean that content creators are
able to support their ideas, whilst
users are able to access content
without restriction.
It would be impractical for a
business to provide a specialised
app if its clients are unable to use
it due to the cost of data.
In SA, affordability is a major
concern. Neither fixed line
nor
mobile
broadband
is reliable or
accessible
enough. More
importantly, it
is expensive –
internet access
remains
a
luxury that is
monopolised by
mobile networks and broadband
suppliers.

they control. Despite high demand
by consumers, local mobile
operators exploit their customers
and gouge profits. By bundling
data packages, and creating pricing
schemes that encourage users to
buy more data rather than be hit
with out of bundle costs, operators
also maximise their profits at the
expense of the consumer.
Users with smartphones rely more
and more on data rather than voice

terms this is the law of supply and
demand in action, but the fact
is that connectivity is no longer
a luxury; it should be seen as a
public good.
South Africa is slowly starting
to catch up with developed
countries, by making free WiFi
more accessible – for example in
Tshwane, where Project Isizwe
has rolled out a number of free 24hour hotspots in
public spaces.
Johannesburg
r e c e n t l y
announce plans
for a similar
project,
but
overall SA lags
behind the rest
of the developed
w o r l d ,
where every Starbucks coffee
shop provides free WiFi, and
municipalities provide access
through libraries and other public
places.

These practices verge on the
monopolistic, as there seems to
be a tacit collusion between data
providers to keep prices high.

Civil society should put more
pressure on mobile network
operators
and
broadband
suppliers, to reduce the data fees

services, and are thus at the mercy
of operators, who purchase their
bandwidth in bulk. These practices
verge on the monopolistic, as
there seems to be a tacit collusion
between data providers to keep
prices high. In pure capitalistic

Of course, for a brand like
Starbucks, it makes good business
sense: people who are comfortable
and connected will stay longer and
buy more coffee.

All
businesses
need
to
look
beyond the scope
of their current
product offering,
and consider how
technology can be
used to innovate,
and connect with
these connected
customers.

It’s time for South African
developers and internet activists
to take the initiative. Whether it
be through putting pressure on
service providers or on legislators,
there is a pressing need for
solutions that will stimulate
economic and social well-being.
Sitting idle in a time when there is
so much development and change
is not an option: we need to be part
of a global community that shares
knowledge, acknowledges trends
and creates change. In this way

we can gain access to international
markets.
Artificial Intelligence, using Big
Data, has been found to be effective
at providing businesses with more
intimate, more impactful customer
touch points, in this new era of
ecommerce. But expensive data
and poor connectivity will hamper
South African entrepreneurs’
ability to play on the world stage.
We have to actively create a digital
environment
that
promotes
growth, and for this we need
better, cheaper internet access.
[#OpenAfrica]
All photographs used in this piece
courtesy of Ken Banks at kiwanja.
net.

Lydia Constantinides is a Media
Analyst at Ornico who holds an
Honours Degree in Media, and
has a keen understanding of how
media impacts, and influences,
brands.
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Adii Pienaar’s
			 Second Win
By the time he was 25, Adii Pienaar had
made his first million. The year was
2010, and WooThemes,
the multimillion dollar business he helped
to create, had hit the motherlode:
filling a niche demand with a good
quality product. Now he’s moved
on to his next project: Receiptful,
an ecommerce add-on that uses
receipts as a marketing channel. And
angel investors have funded him to
the tune of R6.4-million.
Creating a successful digital business is harder the second
time around, according to serial dotcom entrepreneur
Adii Pienaar. “I think the biggest change between the
first time and every subsequent time is that the first time
you’re ignorant, so you don’t know where the pitfalls
are,” Pienaar says candidly, sitting in his home in a
leafy lifestyle estate in the Paarl winelands.
“The second time around you’re more aware, and
you realise there are a helluva lot of things that
could be going wrong,” Pienaar says of his new
venture. “Plus you’re armed with theoretical
frameworks like ‘don’t do this, but do this’.
This means that ‘analysis paralysis’ is a big
risk,” the founder of Receiptful admits, and
then pensively adds: “I definitely have fears.
I don’t think fear of failure ever goes away.”

Pienaar studied at Stellenbosch
University and fell in love with
technology at a young age. He
started WooThemes with Mark
Forrester and Magnus Jepson at
the age of 22, in 2007, and helped
to build the company from the
ground up, servicing the growing
number of WordPress users at
the time. WordPress is a platform
that was originally developed
for bloggers as an easy-to-set up
web-page
design
and hosting service.
It has now grown to
power a wide range
of websites around
the world.

I try and mitigate it as efficiently
and intelligently as possible. But
there’s definite fear. Nobody wants
to fail. Nobody wants to make
mistakes,” he says.
As WooThemes’ reputation grew,
customers started demanding
more and more customisation.
By 2011, ecommerce was going
mainstream, and the demand
arose for an online store theme.

right time, and WooCommerce
rapidly gained favour among
WordPress users. In 2013, Pienaar
exited WooThemes, with the aim
of taking some time off and destressing. But he still kept track
of what was happening in the
ecommerce space, and started
considering what his next venture
might be.
In early 2014, the entrepreneur
stumbled upon an
article about “the
missed
marketing
opportunity of email
receipts”, and had
an epiphany. “I felt
like this was the
perfect idea where
I could leverage my
past
experience,
skills and connections in terms of
building WooThemes and part of
that journey, WooCommerce as
well,” Pienaar says.

“I just accept risk as part
of the job and I try and
mitigate it as efficiently and
intelligently as possible.”

WooThemes
rode
the crest of the
growth wave created
by WordPress, by pioneering the
concept of paid-for themes within
the free WordPress platform. In
short, themes enable WordPress
users to easily and attractively
modify the look and design of their
WordPress blog or site.

Pienaar says he is not someone
who naturally enjoys risk. “I just
accept risk as part of the job and

Instead, the three decided to
create a plugin, that would allow
ecommerce functionality to be
incorporated into any Wordpress
site.
This
solution
could
accommodate anything from a
one-man site selling T-shirts and
mugs on the side, to a fully-fledged
ecommerce site with an inventory
of hundreds of items.
It was the right solution at the

After doing research, Pienaar dived
in and started his next business in
the ecommerce environment.
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“The biggest change between the first
time and every subsequent time is that
the first time you’re ignorant, so you
don’t know where the pitfalls are.”
Within six weeks he had
outsourced the work of writing
the software to coders, and was
presenting an early working
prototype to potential customers
— ecommerce vendors.

and Shopify — the latter being
possibly WooCommerce’s biggest
competitor, and one of the larger
ecommerce platforms currently
available.

The software was built to ‘plug
into’ a popular payment processor
in the US and Europe, called
Stripe. A US-based company,
Stripe is an online payments
processor that managers billions
of dollars worth of transactions
annually for both individuals
and companies. “They’ve been
building an ecosystem of thirdparty applications on top of their
platform,” says Pienaar, explaining
why he chose their ecosystem to
launch on.

How does Receiptful work? Simply
put, online merchants hand
over the management of their
electronic receipts to Receiptful.
Apart from the necessary sales
information, there is space on a
receipt for a merchant to engage
with a customer. Pienaar explains:
“What we’ve found is that receipts
actually have an open rate of about
70%, which is—depending on who
you want to believe—anywhere
from three to five times the open
rate of general email marketing for
the ecommerce sector.”

Since then, Receiptful has been
developed for WooCommerce

This is significant, says Pienaar,
because it shows that the

customer’s attention is captured.
On average, people spend 15
seconds looking at a receipt, which
is a relatively long time in email
terms. “It’s qualified attention
because this is your customer,
it’s not someone that, as the store
owner, you’re spamming or that
you don’t know,” says Pienaar,
adding: “There is already that
trust relationship: they’ve just
handed you some money, so we’re
basically using that qualified
attention to market something
else to them.”
Developing this further, Pienaar
says: “Where we’ve had most
success is using a combo tactic: we
include recommended products
within receipts, which is based on
our recommendation engine or
algorithm.
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million)
from
a
group that includes
Automattic founder
Matt
Mullenweg
(the
entrepreneur
behind WordPress),
Gyft founder Vinny
Lingham,
Metalab
founder
Andrew
Wilkinson, Groupon
SA founders Daniel
Guasco and Wayne
Gosling,
the
cofounder of Jumia in
Nigeria Manuel Koser, WantItAll
founder Justin Drennan, and
several others.

With a R6.5 million capital
injection, combined with
Pienaar’s experience and
a burgeoning ecommerce
market, it’s likely that
Receiptful is headed for
the big time.
So it will look at that customer’s
purchase
history,
offer
a
complementary product that the
customer may not be aware of,
and to top it all, offer a discount
coupon for a future purchase,
which hopefully incentivises them
to take action.”
Having floated the initial venture
with his own capital, Pienaar
has now elicited the help of
angel investors. In May 2015 he
raised $500,000 (around R6.5-

Ecommerce is big, and growing
rapidly. According to information
and
measurement
company
Nielsen,
business-to-consumer
ecommerce
sales
worldwide
reached some $1.5 trillion in 2014,
up 20% from 2013. Research
by Google, PayPal and OC&C
Strategy Consultants estimates
that the world’s largest ecommerce

markets — China, the UK, the USA
and Germany — will double in size
by 2018, to some $500 billion.
In the few months since its launch,
Receiptful processed over 400,000
receipts, representing more than
$200 million in transaction
value. More important though is
the result. “We have now in total
generated close to $200,000 in
additional revenue,” says Pienaar.
These figures are based on the fact
that the system can track when
customers click on links in the
receipts, or use coupon codes in
subsequent purchases.
It’s still early days in the startup’s
life, but with a R6.5 million capital
injection, combined with Pienaar’s
experience and a burgeoning
ecommerce market, it’s likely that
Receiptful is headed for the big
time. Pienaar seems destined for
his second big win. [#OpenAfrica]

politics

is the new black

Suits Bidding for the Horse by Layziehound
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he South African fine art
scene is currently being
touted as the Next Big Thing,
with local and international
publications all flying Mzansi’s
creative flag. In 2015, Fin24 cited
wealth management specialist
Citadel’s development of a model
to help their clients understand
the value of their fine art collection,
while a string of major global titles
(from The Guardian to Forbes
Magazine) continue to reference
the general dynamism of the
Joburg art world.
Within the excitement generated
by journalists and financial

types with an eye for a quick
buck and/or massively inflated
returns, South African artists are
increasingly speaking their minds
about the things that matter to
them: from the nature of business
relationships between artists,
galleries and agents, through to
the cut-and-thrust of 21st century
South African politics.
Layziehound and Robyn Field both
work from Johannesburg’s August
House studios, also home to several
of the names currently getting
investors so excited, including
Nelson Makamo, Bennon Lutaaya
and Sam Nhlengethwa, among

others. Layziehound’s theme is
the often dubious role of ‘suits’ in
local society, while Field explores
notions such as Africa as 21st
century global currency.
Whether you’re an investor, a
gallerist or simply a fan, the South
African art scene currently offers
a great deal to chew on. Strap
yourself in though - it’s early days
yet, and there’s a lot more to come.
[#OpenAfrica]

south african artists are
increasingly speaking their
minds about the things that
matter to them.

Take Your Shit and Go by Robyn Field.
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PHOTO ESSAY

Tseliso Monaheng’s
Life In pictures
y name is Tseliso
Monaheng.
I
am
currently
based
in
Johannesburg. I have a few
ideas about the world and know
a few things. For one, books
are important. Documenting
is important. The Internet
is
important.
Technological
advancement, as a whole, is a good
thing - but only in an ideal setting.

M

In my work, I attempt to connect
the gaps between the the ideal,
curated worlds as fed to us by the
mainstream, and the real world
I encounter every time I step
outside of my flat in downtown
Johannesburg. I am currently
processing these thoughts and
feelings and ideas. To while away
time, I take pictures. And write.
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“Smoke makes for fascinating images. This is a homie of mine who agreed to pose for me while puffing on his peace pipe.”

“Photography has taught me
to pay attention. To ask. To be
tactful. To be considerate through
asking questions such as: Is this
person I’m asking to photograph
in a good mood? How would I
feel if someone photographed me
while eating?

It’s not what photography—the
practice—has taught me, as much
as what the conversations that
I’ve had with photographers and
people in general have instilled in
me. And these ideas have fed back
into my thoughts and feelings
around, and about, photography.”
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“Youth, man. Look, the kids are gonna be alright.”

“The camera’s just another tool
right? We’re talking about freezing
moments here. Capturing life. So,
to me photography’s served as a
Flattener of sorts; a way to view
the world as a plane approaching
a Singularity, where ideas serve as
currency, and where this currency
can be plugged into whatever
outlets need to be powered.”
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“Waiting for something to happen. Anything!”
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“In Jozi, where I reside,
photographs act as preservers of
memories. Especially in the CBD,
itself a place in constant flux. The
faces which come and go; the
places which once stood but no
longer exist; the surfaces given
a new lease on life every time a
new graffiti piece is painted. I
think Jozi’s where the power of
photography concretized itself
inside me.”

“Taken from a photoshoot with the homies from Johnny Cradle. They’re a dope-ass
Jozi-based band comprising criminally underrated musicians.”
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“Danny K performing at Delicious Food & Wine Fest the year Jamiroquai came over.”

“Context determines the purpose
of the photograph. Each context
matters, and should be allowed
space to exist alongside other
representations palatable to the
art world and the mainstream.
In that way, maybe we’ll begin to
appreciate that there’s more to
society than what our cisgenderobsessed selves have been led to
believe.” [#OpenAfrica]
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Mzansi jumps. “So Meruschka (on the left) asked me to join them on an 8-day road trip the
one year. She didn’t need to mention that I can bring my camera along, nor that we’ll be crisscrossing Mzansi in a Benzo. She did both and I was like ‘yasss!’, then tagged along.”

Tseliso Monaheng is a freelance writer, photographer and film maker born and
raised in Maseru. He currently lives and works in Johannesburg. Monaheng has
written for Chimurenga Chronic, Rolling Stone Magazine, Mail & Guardian, City
Press and The Sunday Times. His photographs have appeared in publications like
Blaque, City Press, and the Sunday Times. Monaheng has done extensive photography
and editorial work for Mahala, Africa is a Country and Okayafrica, among others.
His photographs have been used by artists like Tumi Mogorosi (French tour, 2014),
Herbie Tsoaeli (various SA shows), The Uhadi Ensemble (North American tour,
2014), The Brother Moves On (Tour circuit, 2016), as well as Thandi Ntuli (Cape
Town International Jazz Festival, 2016). He has shot behind-the-scenes video footage
for AKA, Muz’art, Sarkodie and more. Find Monaheng on Twitter: @nemesisinc
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