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Africa’s time in the sun has arrived. Economies in Africa are growing at rates that 
are outstripping many western nations. Growth rates for the continent are pegged 
at about 5.5 % for this year according to the International Monetary Fund (IMF) 
and are set to increase next year. 

While Africa’s growth rates are exciting, what is important to realise is that part 
of this growth is being driven by ‘raw’ exports of resources, (mainly to China.) 
The big step of change for this continent, and one that will help create sustainable 
growth, is to make the move from being a massive source of raw material to 
becoming a manufacturer, or adding value to the production process through 
beneficiation.

At the 24th WEF (World Economic Forum) in Abuja, Nigeria in May 2014, over 
1,000 leaders from politics, business and civil society gathered to focus on Africa’s 
growth. The big question being asked at that forum was, “Why is Africa’s growth 
being characterised by huge inequality and unemployment?” The theme of the 
WEF summit was Forging Inclusive Growth, Creating Jobs.

Nigeria is now the biggest economy in Africa and has growth rates that are set to 
reach some 6.75 % in 2014. But despite this impressive growth rate, the country 
has still not been able to generate enough jobs nor bridge the massive wealth gap. 
This means that Nigeria is still dependent on donor efforts to reduce poverty, and 
that despite growth rates the government hasn’t changed what the World Bank 
calls ‘poverty in the midst of plenty’. t
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May it create jobs and enhance people’s experience of life. 
By Oresti Patricios, CEO of Ornico.



“Inequality in Africa is rising to dangerous levels and unless checked will 
undermine the usefulness of economic growth on the continent,” said Winnie 
Byanyima of Oxfam as the WEF meeting in Nigeria convened. She added: 
“inequality will endanger progress in Africa. Africa’s precious resources 
must benefit ordinary Africans.”

Oxfam is a global development organization that mobilizes the power of people 
against poverty. Byanyima calls Africa’s economic profile ‘schizophrenic’ and 
says that despite the continent’s sharp growth, “stubbornly high numbers of 
people remain locked into poverty.”

The focus in Africa shouldn’t be wealth creation or growth for the sake of 
growth. Rather what is needed is growth that drives education, job creation 
and the stimulation of industries that seed development. 

In the resources sector, beneficiation would contribute significantly to adding 
value to this part of the economy. It would bring employment creation, skills 
development, and would help uplift regions where metals (and the like) are 
mined. What is needed here is a long-term view. Businesses and government 
in Africa need to forgo short term profits for long term gains.

Growth is happening in Africa, but how this growth will play out is up to 
every political leader and every business and civic organisation that works 
on the continent. Let us hope we are able to work together to create value and 
to generate sustainable growth that will take this continent to greatness for 
all of its people.

Enjoy this, the second edition of Ornico’s Africa Annual.

Salute!

Oresti Patricios
CEO : Ornico
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From the northern reaches of the Sahara desert in Tunisia, to South Africa’s Table Mountain at the southernmost tip, Africa is a vast 
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It is not like we did not know it was going to happen. 
When Ghana rebased in 2010, it doubled its GDP, so it 
is hardly surprising that Nigeria, having experienced a 
boom decade and not having rebased since 1994 or so, 
would have great growth numbers. 

Nigeria’s rebasing puts the country’s 2013 GDP at US$ 
509.9bn (about ZAR 5 trillion,) compared with SA’s GDP 
of US$ 370.3bn. This effectively leapfrogs Nigeria to 
the position of most prosperous country in Africa, and 
displaces South Africa from that title for the first time.

Simply put, GDP is a figure calculated by statisticians 
within certain parameters, and uses data to estimate the 
value of all sectors within a country. GDP is basically 
the market value of the recognized goods and services 
produced in a country for a particular period of time, 
normally a year.

But can we trust these numbers? Economist Morten 
Jerven, writing for African Arguments, asks the question, 

“How good are the numbers actually?” And his own 
answer to the question, “Not very good, but adequate.” 
He elaborates, “The new GDP number is made up from 
lot of guesses,” adding, “It is better than the previous 
guess, but it still has a big margin of error attached to it.”

The previous GDP figures for Nigeria did not 
include mobile phones and the local film industry 
(aka ‘Nollywood,’) for example. These numbers have 
been added in this time. It had also previously been 
assumed that 75% of the labour force was employed in 
agriculture, which was wrong. 

The informal economy, in which many Nigerians work 
to survive, has now been included in the numbers, 
although it only includes those with fixed premises. The 
street vendors who sell from car to car are not included: 
there seems to be no way yet of accurately counting 
them. 

Nonetheless, 
after telecoms, 
trading makes up 
the biggest share 
of the revision.

Nigeria, Africa’s New ecoNomic 
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The service industry is also estimated to have grown, from half of industrial value added, 
to a figure that places it as larger than agriculture and industry combined, some 50% of 
the total GDP. Jerven finds this worrying, saying, “For most countries (apart from India,) 
the service sector has been a poor engine of growth. Secondly, the quality of numbers on 
production, value and intermediate consumption on small and medium scale services is 
very poor.” This may also come as a surprise to those who thought Nigeria was an oil-
based economy.

The real issue, echoed by many South African economists, is poverty and inequality. 
Nigeria is known for its huge wealth gap, with a military-based power-elite controlling 
oil, a very small middle class population and the majority of people living below the 
poverty line. In 2013, the Economist Intelligence Unit rated Nigeria as the worst place for 
a child to be born, out of 80 countries surveyed. 

although the Nigerian pie is 
bigger, there are many more 
who need to eat from it.
So although the Nigerian pie is bigger, there are many more who need to eat from it.

Nigeria’s strength is in its huge population. “Size matters,” says Oscar Onyema, chief 
executive of the Nigerian Stock Exchange. “Size means you will be able to do… projects you 
would not have considered in smaller economies.”

For Kenyan industrialist Manu Chandaria, the chairman of Comcraft Group, which sells 
ironware, including corrugated roofs and pots and pans, Nigeria has massive potential. 
“Nigeria is just colossal,” he told the Reuters Africa Summit in Nairobi in April 2014. 
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“Everybody needs to eat. Everybody needs shelter. Anybody who brings in money needs a 
pot to cook in, they need a roof – so we are in the right place.”

The fear amongst local commentators is that investors who may have preferred to 
invest in South Africa would now be more inclined to put their dollars into Nigeria. But 
there are other factors to take into account. South Africa, with its large middle class and 
lower poverty figures, is considered a more advanced consumer society, with superior 
infrastructure and better financial systems.

At the World Economic Forum’s 2013-14 global competitiveness report, Nigeria was 
ranked 120th, whereas South Africa stood at 53rd out of 148 countries. But if Nigeria 
can build its middle class, by improving infrastructure and creating a more diversified 
economy, it may be able to realise its full potential as a mass market.

If anything, Nigeria’s crown of ‘largest economy in Africa’ could be good for South 
Africa, says Rob Davies, SA’s Minister of Trade and Industry. “It’s a good thing because 
our future is inextricably linked to that of the African continent,” says Davies, adding, 
“Very concretely and very directly, we are involved in a number of potential projects 
with Nigeria, resulting from Nigeria’s attempts to industrialise, which could be of 
mutual benefit to both our countries.”

For example, South Africa is helping Nigeria to develop its automotive industry. Davies 
explains, “They are launching an automotive programme and we are discussing with 
them the possibility of an agreement which would support the development of their 
automotive programme,” adding, “South Africa is already among the largest foreign 
investors in Nigeria.”

Other South African analysts believe that what’s good for Nigeria is good for Africa, and 
indirectly that South Africa can benefit, especially if good trade channels are maintained 
between the two countries.

analysts believe that what’s 
good for Nigeria is good for 
Africa
Morten Jerven, author of “Poor Numbers: How We Are Misled by African Development 
Statistics and What to do About it” (Cornell University Press) provides a summary, “The 
bottom line is that Africa and Nigeria are no longer the bottom billion. There is growth, 
and while investors, journalists, scholars and others want to know how much and how 
fast, the short answer is that we do not know… The gaps in information are too large 
to be filled overnight. GDP in Nigeria doubled on a Sunday afternoon and that is an 
accurate diagnosis of our knowledge problem.”
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The problem of accurate figures will challenge Africa until they are resolved, but 
growing markets will no doubt help this to be corrected and that this will influence 
investment and further growth. Ironically, growth will mean more funds for more data, 
and more accurate data at that.

The big question, though, is whether Nigeria will enter that group of twenty finance 
ministers and central bank governors known as the G20. This is an extremely powerful 
organisation, given G20 members represent some 85.5% of global GDP, over 75% of 
global trade, and two-thirds of the world’s population.

Government leaders and analysts are now calling for Nigeria’s inclusion. Ellis Mnyandu, 
editor of Business Report, says the SA Trade & Industries minister is pushing for 
Nigeria’s inclusion in the G20 and other influential global bodies, because it would give 
Africa a bigger voice.

With Africa’s star rising, it only makes sense that the continent has greater influence in 
those organisations that set the global agenda.
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it’s good to Be
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So, Nigeria is ‘king of the castle,’ but that does not mean South Africa is the ‘dirty rascal.’ 
It seems unlikely that international businesses that have been planning to invest in South 
Africa, or that have already done so, would suddenly up-sticks and move their investments 
to Nigeria.

The West African country already attracts more FDI (Foreign Direct Investment) than 
any other country in Africa. Having a foothold in a country that is on the up and up, with 
excellent growth opportunities and a huge consumer base, does make good sense. 
In fact, many South African companies have already set up shop in Nigeria: it is a great 
launching pad for incursions into other territories, like Kenya, Ghana, Uganda and Tanzania, 
and even into smaller countries like Equatorial Guinea and Cote d’Ivoire. Companies like 
Shoprite, SABMiller and Vodacom have learned the hard lessons from this exercise, but are 
generally reaping the rewards.

According to a 2013 report by FDI Intelligence, a company which provides insights into, and 
advice on, cross-border investment, South Africa invested in more new FDI projects in Africa 
than any other country in the world. And the number of South African projects in Africa has 
increased by over 500% in the past decade.

However, one has to wonder how much the decision to enter these territories had to do 
with GDP, and how much it had to do with other factors, such as market-size, competition, 
infrastructure, taxation and logistical issues.

Nigeria as an investment destination 
has been ramped up to grab the world’s 

attention because of its huge increase 
in rebased GDP. But it is going to take 

more than that to compete with 
South Africa for FDI.
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Compared to Nigeria, South Africa has many advantages. Infrastructure is one. For anyone 
who has been stuck in one of Lagos’ 24-hour traffic jams, Jozi’s potholes are, by comparison, 
a minor inconvenience. South Africans can boast that at least most of the traffic lights work 
most of the time, and although Eskom goes through bad phases, at least you can depend on 
electricity supply most of the time. Yes, it is not quite at First World standards, but at least it is 
not a case of a generator on every balcony, as visitors from other African cities can attest.

Nigeria may have a bigger GDP, but SA is still the leader in terms of wealth per capita: about 
three times larger than that of Nigeria. South African regulatory institutions are the best on 
the continent, and its financial infrastructure, banks and financial markets, are considered the 
strongest.

Add to that the ICT infrastructure, an independent judiciary and a large labour force: SA can 
tick most of the boxes essential for foreign investment. Of course, crime and corruption are 
major issues, but these are not necessarily deal-breakers. 

By all accounts, corruption is worse in Nigeria, and it does not look like it’s going to improve 
for a while. Approximately US$20 billion in oil revenues were found to have gone missing 
last year, and when central bank governor, Lamido Sanusi, threatened to expose corruption 
and mismanagement by the NNPC, (Nigerian National Petroleum Corporation,) he was 
summarily dismissed. One imagines that money could have paved a few roads or helped to 
sort out the electricity grid, but clearly personal profit is the motive for those in power.

Far be it for this humble publication to tell a country how to run its affairs, but if Nigeria truly 
wants to compete with South Africa for DFI, it needs to clean up its act before it can truly 
claim to be number one, ‘the king of the castle.’



LArgest
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With a population of over 1 billion people, 
we take a look at Africa’s largest nations.

Infographic by:
http://afrographique.tumblr.com

@ivanisawesome

African 
Nations
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The stories are legion of multinational companies 
launching products in foreign countries with unintended 
results, from bad translations to misinterpreted symbols: 
one might have thought multinationals would have 
learned their lesson by now, but it seems many have not. 
Nowadays, it is not so much a case of Ikea marketing 
its ‘Fartfull’ workbench in English speaking countries, 
or the Ford Fiera not doing well in Spanish-speaking 
countries because ‘fiera’ means ‘she-devil’ or ‘ugly old 
woman’ in colloquial Spanish.

It is more about missing the mark entirely by ignoring 
the culture of the target audience. In a recent story, 
Nairobi-based journalist Katrina Manson in the Financial 
Times tells of how, when Indian mobile phone company 
Bharti Airtel launched in Kenya, it released a high-
production-value ad that bombed horribly. And no 

wonder: the ad 
was shot with 
South African 
actors using 
coins as currency; 
in Kenya, as in most 
African countries, only 
paper money is used. 
“They think everybody 
looks the same but just 
having black models is 
no longer enough,” Bharat 
Thakrar, head of Nairobi-based 
agency Scangroup is quoted as 
saying, adding: “It’s like putting a 
Thai, a Chinese and an Indian in the 
same Asia ad. People can recognise 

is not a

country
AFRICA

SA companies wanting to expand into 
the rest of the continent - beware: you 
can’t simply transplant your existing, 
highly successful marketing strategy/
campaign to a new territory in Africa. 
Some SA and  global brands have 
learned the hard way that marketing 
in each new African territory 
demands a local approach. 
It should be obvious. 
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themselves.” Research group Euromonitor predicts that 
consumer spending in sub-Saharan Africa will reach 
one trillion US Dollars by 2020. This market of over a 
billion people (300-million of them middle-class) has 
seen consumer goods flooding in from all corners of the 
planet; foremost among these being cellular telephones. 
This has resulted in a huge increase in advertising on the 
continent, and according to research company Nielsen, 
the Africa/Middle East segment has the greatest growth 
in adspend (14.6 percent) compared with the rest of the 
world (3.2 percent).

Africa is complex. It is not just that there are some 56 
countries (counting islands), and somewhere between 
2,000 and 3,000 languages and dialects spoken; but for 
each of these languages there are religious, cultural and 
cross-cultural issues. Take Nigeria, where around half 
of the country is Christian, in the south, and the other 
half is Muslim, in the north. The Christians range from 
Catholic and Anglican breakaway churches, to syncretic 
churches that believe in demon-possession and integrate 
traditional religion, while the Muslims are also divided 
into Sunni, Shia and Sufi. Then there are also many who 
only practice various forms of traditional religion.
Apart from religion, throughout Africa there are also 
class divides, differing education and literacy levels, and 
aesthetic differences to take into account.

Given this diversity, cultural appropriateness is best 
managed by “feet on the ground and eyes on the 
street” — as Victoria Williams of global PR company 
Hill+Knowlton Strategies puts it in her company blog. 
She adds: “And if that’s not possible, then you need to 
work with partners that can give you that coverage.”
Brands that want a piece of the action would be 
advised to approach each territory with an open mind 
and a willingness to learn, as well as a strategy for 
collaborating with the local agencies who can give 
valuable insights into culture. Airtel, having analysed 

where they went wrong, developed different ads using 
locals, which were better received. In Nigeria, it was 
a comedic piece featuring a pidgin-speaking ‘hustler’, 
while in the Congo it was a poignant story about  a blue-
collar worker, set to local music. 

The Financial Times quotes Thakrar: “We tell 
multinationals all the time – they have to produce 
advertising that’s more relevant, that resonates – it’s 
costing more but it’s the only way to do it.”

spending in sub-saharan Africa will 
reach one trillion us dollars by 2020
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Brands should also consider re-engineering their products 
to meet African needs. For example, Samsung developed 
a fridge that is more resilient to power outages and 
fluctuations, as is common in many African countries, 
where a standby diesel generator is usually essential 
apparatus for ensuring that you can keep your business 
running.

A recent ad by Guinness was an excellent example 
of integrating a brand into a community. The agency 
researchers had come across the phenomenon of ‘sapeurs’ 
in Congo-Brazzaville. The ‘society of elegant persons of the 
Congo’ have counterparts in South Africa — we call them 
‘swenkas’. Like swenkas, sapeurs dress up in expensive 
and ostentatious suits, sometimes with incredible colour 
combinations, and always plenty of ‘bling’.

Sapeurs are hired to bring some ‘ambience’ to an event like 
a wedding, and they stage competitions where they can 
show off their latest threads. It’s a grand tradition, with 
a great history and cultural significance, and Guinness 
tapped into that with taste and sensitivity.

The Financial Times quotes unnamed “foreign executives 
from consumer companies” who “privately acknowledge 
that they will have to adapt, and quickly.” To do anything 
else would be to shut the door on opportunities in Africa.
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Woolworths, despite its USD 2 billion acquisition of 
David Jones in Australia, is planning to add 15 more 
stores to its presence in Africa over the next 3 years. 
The retail giant, whose watchword is ‘quality,’ already 
runs 65 stores across the continent.

The only thing preventing the company from opening 
more stores,  according to Woolworths head of 
international operations, Paula Disberry,  is a lack of 
suitable premises. She told attendees at the recent 
Reuters Africa Investment Summit in Johannesburg, 
“The biggest challenge we see is finding good 
shopping malls. I’d love to have 650 stores rather than 
65 stores but the locations simply don’t exist and that’s 
our biggest inhibitor.” 

But Woolworths is learning tough lessons about 
markets outside of SA. In November last year the 
retailer pulled out of Nigeria, citing high costs of 
rental, lack of utilities, marketing and supply chain 
issues, and high import duties. Local competitors in that 
region, DealDey,  suggest that Woolies may have been 
pricing too high. Sanaz Etebarian, the CEO of DealDey 
told CNBC Africa that he believed that Nigerian middle 
class consumers were more price-conscious than brand-
conscious compared to their SA counterparts.

For the newest round of expansions, Woolworths says 
it will be looking to Kenya, Mauritius and Namibia. 
Hopefully the lessons learned from the Nigerian 
experience will stand the brand in good stead.

Both Woolworths and Shoprite have announced 
plans this year for expanding into Africa. The 
Africa Annual looks at where they’re going.

sA retail heads



African Annual - 17

Shoprite already has 150 stores in 16 African countries 
outside of South Africa, and it has unveiled plans for 
13 new outlets in sub-Saharan Africa in the next year.
Whitey Basson says that while Shoprite saw mediocre 
performance domestically last year, sales had surged 
in the rest of Africa by some 28.1% in Rand terms.

But South African retailers need to watch their backs: 
international retailers are already investigating the 
opportunities of Africa’s burgeoning market. The 
obvious example is Walmart, which bought SA retailer 
Massmart in 2011, and says it plans to open 90 stores 
across Africa over the next 3 years. 

Bizcommunity.com reports that a study by global 
strategy consultancy firm, AT Kearney, has resulted in 
the creation of the African Retail Development Index 
(ARDI,) which ranks the top ten countries in Sub-
Saharan Africa for potential retail expansion.

The ARDI is based on four elements for ranking the 
potential for moving into each country: 
Market size
Market saturation
Country risk
Time pressure 

The study also segments the market according to 
recommended approaches. According to these criteria, 
Rwanda shows the most potential, but it is noted that 
the market demonstrates ‘low maturity,’ hence the 
recommendation to ‘start with the basics.’

Bizcommunity.com quotes Bart van Dijk, AT Kearney 
partner and ARDI co-author as saying, “There are 

wide differences in infrastructure and supply chain 
development across African countries. Understanding 
the opportunities and limitations from country to 
country is a critical element of the retail expansion 
decision.”

As Africa becomes more wealthy and urbanised, and 
western/’First World’ markets become saturated and 
more competitive, the opportunity for retailers is 
obvious. “Although there are many challenges, Africa 
has reached a point in its economic development 
where global retailers must evaluate the significant 
potential for growth in this market,” says A.T. Kearney 
partner and ARDI co-author Mike Moriarty.
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It’s old news that Nigeria has overtaken South Africa as 
Africa’s largest economy, but what is a revelation is that 
the value of the economy now includes data that has not 
been included before. Theses figures come from sectors 
that include telecommunications, airlines, information 
technology and, importantly, Nollywood. In fact, the 
country’s homegrown film industry now accounts for 
around 1.3% of Nigeria’s GDP (Gross Domestic Product.)
 
“It comes as no surprise that data from Nollywood 
has been included in the recalculated GDP figures for 
Nigeria,” says Jason Njoku, co-founder and CEO of 
Nigerian online film phenomenon iROKOtv. “It has 
been growing steadily for the past 20 years and can 
legitimately be uttered in the same breath as the likes 

of Hollywood.” Njoku says that when it comes to sheer 
output, some 1,500 to 2,000 movies are made in Nigeria 
every year. 

Njoko entered the Nollywood industry in December 
2010, after he could not find any Nollywood movies 
online for his mother who was living in the UK. Having 
realised how popular Nollywood films were outside 
of Nigeria, Njoko thought it inconceivable that films 
that were so sought after were so inaccessible. He flew 
to Lagos and after immersing himself in the industry, 
negotiated Africa’s first content-partnership deal with 
YouTube. This company streamed full-length Nollywood 
movies online under the name of Nollywood Love.

The Nigerian film industry has finally been recognised as a key economic driver in 
what is now Africa’s largest economy. The Africa Annual takes a look at Nollywood.

drives growth in Nigeria

 “it has been growing steadily 
for the past 20 years and can 
legitimately be uttered in the 

same breath as the likes of 
hollywood.”



African Annual - 19

The Nigerian Diaspora could not get enough and 
Nollywood Love was an overnight success. In January 
2012, the company launched its own movie streaming 
platform, iROKOtv, and reached 500,000 registered users 
in under 6 months. In December 2011, iROKO Partners 
moved into the Nigerian music scene and iROKING was 
born. The platform showcases the most popular West 
African singers and manages and monetizes the video 
YouTube sites for many of the industry’s top artists.

“Nollywood is the most hard working, brutal and 
dynamic of industries that Nigeria has spawned. It 
is an economic miracle that the industry has not only 
flourished, but grown exponentially, considering the 
conservative budgets movie producers have to work 
with, as well as the antiquated methods of distribution 
that held the industry back for so many years,” says 
Njoku.

“Nollywood has been, for too long, actively discounted 
as a potential industry for growth in Nigeria. Investors at 
home and abroad were unwilling to invest, putting their 
money in traditional sectors such as agriculture, oil and 
property. In 2010, iROKOtv secured ‘series A’ funding 
of US$ 3 million from US-based Tiger Global, the very 
first significant, multi-million dollar investment into the 
industry, which is really quite astonishing,” Njoku states.

Since its first round of venture funding four years ago, 
Njoku and his team secured a further US$ 19 million 
venture capital investment, bringing the total invested 
in the operation to US$ 21 million. These investments 
are undoubtedly a testament to Nollywood now being 
considered by the international investor community as a 
very real and exciting investment prospect in Africa.

“Thanks to the movie producers, actors and distributors 
who have helped to put Nigeria on the map culturally, 
and who, with their creativity and dedication to their art, 
are helping to drive the economy upwards,” says Njoku.

iROKOtv is the world’s largest online distributor of 
African content, with a Nigerian movie  ‘Nollywood’ 
catalogue of 6,000+ movies.

in 2010, irokotv secured the 
very first significant, 
multi-million dollar 

investment into 
the industry
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Michael Joseph, the first chief executive officer of 
Kenya’s largest mobile phone company, Safaricom, 
described Kenyans as having ‘peculiar’ habits. One of 
the many peculiar habits we Kenyans pride ourselves 
in, is listening to the radio.

Radio is an obsession. It competes for space with 
books, garments, cutlery, penholders and diaries on 
desks and cupboards in many Kenyan offices, homes, 
shops, markets and restaurants. In a remote part of 
the country like Turkana County in Northern Kenya, 
three out of every five Turkana men trekking through 
the wild are likely to have a radio  tucked under their 
armpit.

The ‘peculiar’ 

habits of Kenyans
Radio is one of the most 

powerful media in Africa - it 
is relatively inexpensive to set 

up, it can be customised for 
regions in terms of language, 

and it is ubiquitous. Carole 
Kimutai reports on the 

phenomenon of radio in her 
home country, Kenya.

r A d  o
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FM radio in Kenya has become one of the avenues 
through which contemporary society tells stories, a 
means to both complement and compete with the 
traditional fireside storyteller. A sulking spouse in the 
passenger seat does not even have to pretend to be 
reading the paper: there is enough ‘filler’ coming from 
the car’s FM stereo. In streets, homes and offices, it is 
increasingly common to find people wearing earplugs, 
listening to the FM radio stations on their cell phones.
So obsessed with radio are Kenyans that The Daily 
Nation, a Kenyan daily newspaper with the highest 
circulation in East Africa, published an editorial 
cartoon on Monday 17th June 2013 describing what a 
typical morning in Nairobi, Kenya’s capital, looks like. 
Motorists in their personal vehicles and passengers in 
Public Service vehicles are all shown tuned in to FM 
radio.

Facts and numbers
Radio is the leading source of news, current affairs and 
gossip. According to the Kenya Audience Research 
Foundation 2012 report, on average 93% of the Kenyan 
population listens to radio at least once in seven days, 
while the average time spent listening per day is 6 
hours. The popularity of the radio medium is followed 
by television and newspapers respectively.
According to the Communications Commission of 
Kenya (CCK), in the last quarter of 2013, the average 
monthly audience for radio broadcasts was 16.9 million, 
while television recorded only 2.13 million viewers. 
“Radio has a lower barrier to entry plus there are a 
many radio stations, including vernacular [stations], 
people can listen to,” explains Joe Otin, Managing 
Director MediaCT at Ipsos Pan-Africa.
A 2010 National ICT survey showed that 78.1% of 

rural and 83.1% of the urban population own radio 
sets compared to 29.2% of rural and 66.1% of the urban 
population that own television sets. “Although more 
people in urban areas own radio sets, in Nairobi people 
watch more television. This trend has a lot [more] to do 
with access to electricity than the ability to purchase a 
television set,” says Otin. Many parts of rural Kenya are 
yet to join the national power grid, which makes radio a 
preferred medium because it can run on battery or solar 
power.

The Hague-based International Criminal Court (ICC) 
seems to have noticed the peculiar radio listening habits 
in Kenya. Radio journalist Joshua arap Sang became the 
first journalist in Kenya to face charges at 

the ICC for using his morning radio show, Lene Emet 
(which means ‘What is the world saying?’) to gain 
support and also communicate by code to members of 
the network about when and where to commit attacks, 
during the 2007/8 post-election violence. Sang was a 
presenter at a Kalenjin vernacular radio station, KASS 
FM.

History of radio in Kenya
The love for radio in Kenya goes back half a century. 
Prior to independence, radio was a key medium in 
keeping the British settlers and local citizens informed 
about what was happening around the world. Through 
Kiswahili broadcasts, ‘natives’ were instructed on how 
to be good subjects by dutifully paying taxes. 
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After independence, radio, and specifically the state 
broadcaster, remained the most trusted source of 
information. People tuned in to find out the latest on 
cabinet reshuffles, what the President had been up 
to, and events across the borders. Every day, Kenyans 
would engage in the ritual of switching on the gadget at 
9am, 1pm and 7pm.

Liberalisation of the Kenyan airwaves in the 1990s 
allowed more media players to set up radio and 
television stations. The radio ‘mediascape’ has since 
then seen a growth of radio stations, including 
vernacular, targeting people from various ethnic 
groups. FM radio suddenly became an alternative to the 
state radio broadcaster which was seen as a mouthpiece 
of the then ruling political party KANU. These FM 
stations distinguished themselves by the genre of music 
and content they broadcast, in the process munching 
away portions of the large audience share that the state 
radio broadcaster enjoyed.

Understanding the radio 
market
The new FM radio stations have continued to grow, 
further segmenting the audience landscape. There 
are currently 163 radio stations in Kenya serving a 
population of 40 million. This growth has also fuelled 
the popularity of talk radio across the country allowing 
Kenyans to call directly and get their voices heard. 
Radio has united Kenyans separated by distance and 
natural geography allowing them to publicly share 
information, experiences and opinions.

Without a doubt, Kenya is a country of radio listeners. 
This is the reason why, compared to other media, radio 
enjoys a significantly large portion of the advertising 
spend. Many media buyers and advertisers in Kenya 
prefer spending on radio because it is much cheaper 
than television and print, yet it has significant reach. 
That has forced FM radio stations to aggressively 
compete for audiences so as to win advertising. In the 
last seven years, media advertising in Kenya has been 
growing steadily, especially for radio. The only hiccup 
in ad-spend happens during an election year. “This is 
because of the jitters around the elections. Business 
activity reduces due to lack of confidence of 
improved economic indicators, and advertising 
is affected,” explains Otin.

Any media manager will tell you 
that a media organisation is first and 
foremost considered as a commercial 
operation. Secondly, even if they 
claim not to be in the business of 
generating profit, their success is 
measured by their capacity to deliver 
large or well-defined audiences to 
advertisers or sponsors.

The social composition of the 
audience reached, as sold to 
advertisers, is important because of 
differences in purchasing power and 
in type of goods advertised. There is 
a logic in the advertising-based mass 
media that favours a convergence 
of media tastes and consumption 
patterns (i.e. less diversity.) The 

argument is that homogenous audiences are usually 
more cost-effective for advertisers than heterogeneous 
and dispersed audiences (unless they are very large 
mass markets for mass products.) The only time that 
diversity is considered to work (from a commercial 
perspective) is when a medium is able to accurately 
deliver a small but profitable niche market. This is one 
factor that has worked very well for radio because of 
how it has segmented radio audiences in Kenya.
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Kenya is still highly rural. Literacy levels are low and 
poverty levels high compared to urban areas where 
people have some form of income, can read and have 
a television set at home (because they have a power 
connection.) This makes radio an excellent way of 
reaching both urban and rural audiences.
It is worth learning lessons from the Royal Media 
Services (RMS,) the largest private national broadcaster 
in Kenya with 14 radio stations, 2 of which broadcast 
in English and Swahili respectively. The rest are 
vernacular stations spread across Kenya, targeting 
ethnic groups based on regions. For example, Inooro 
FM broadcasts in the Kikuyu language, targeting 
Kikuyu listeners who mainly live in Central Kenya. 
Another station is Ramogi FM that broadcasts in 
Dholuo and targets the people living around Lake 
Victoria.

In Kenya it is said that if you want to touch the heart 
of a person, speak to them in their own language. 
RMS identified this gap in the market: a big part of 
the population of Kenya does not converse fluently in 
English or Swahili, and the best way to reach them is 
through vernacular radio.

The RMS commercial model involved heavily investing 
in communication masts, broadcast frequencies and 
state-of-the-art broadcast equipment. With the internet 
and mobile technology, journalists broadcasting for the 
various vernacular stations in the counties do not have 
to be based in Nairobi.

The future
There is a lot of room for growth in Kenya’s radio space. 
Neighbouring Uganda, for example, with a population 
of 33 million, has 192 operational radio stations. A lot 
of radio stations in Uganda are located outside the 
capital, Kampala. In Kenya, many radio stations are 
concentrated in Nairobi and other major cities like 
Mombasa, Kisumu and Eldoret. This will make the 
radio market highly competitive, as radio stations fight 
for advertising spend.

We are most likely going to see more radio stations 
being set up in the 47 counties around Kenya. This 
will attract both local and international investors. 
Already, South African Times Media Group has 
bought a 49% stake in Radio Africa Group Ltd, 
which owns highly successful urban FM radio 
stations – Kiss 100 and Classic FM, and a few others.

The single biggest business opportunity in Africa, says 
McKinsey, is the continent’s rising consumer market. 
McKinsey’s Rise of the African Consumer report cites 
several attributes of the African consumer: they are 
brand conscious and demand quality, plus they also 
spend more on food than their counterparts in Brazil, 
India or China. This presents a major opportunity for 
Kenyan radio. The Ministry of Finance projects Kenya’s 
economy to grow by 5.8 per cent in 2014. This is 
happening as the government implements devolution. 
Urbanisation will be a central feature of this new 
landscape, and will influence how goods and services 
are marketed to audiences. Considering the role radio 
plays in the lives of Kenyans, my bet is we have not 
seen anything yet!

Email: kkimutai@yahoo.com
Twitter: @CaroleKimutai
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Africa is a continent on the move. It is often hard to 
notice though; the western focus on governance and 
foreign aid obscures the individual dynamism and 
informal social adaptation driving the last decade of 
African development. Dayo Olopade set out across 
sub-Saharan Africa to find out how ordinary people 
are dealing with the challenges they face every day. 
She found an unexpected Africa: resilient, joyful, and 
innovative, a continent of DIY changemakers and 
impassioned community leaders.

Everywhere Olopade went she witnessed the specific 
creativity born from African difficulty, a trait she 
began calling kanju. It is embodied by bootstrapping 
innovators like Kenneth Nnebue, who turned his low-
budget, straight-to-VHS movies into a multi-million 
dollar film industry known as Nollywood. Or Soyapi 
Mumba, who helped transform cast-off American 
computers into touchscreen databases that allow 
hospitals across Malawi to process patients in seconds. 
Or Ushahidi, the Kenyan technology collective that 
crowd-sources citizen activism and disaster relief.

‘The Bright Continent’ calls for a necessary shift in 
our thinking about Africa. Olopade shows us that the 
increasingly globalized challenges Africa faces can and 
must be addressed with the tools Africans are already 

using to solve these problems themselves. Africa’s ability 
to do more with less, to transform bad aid and bad 
government into an opportunity to innovate, is a clear 
ray of hope amidst the dire headlines and a powerful 
model for the rest of the world.

“Growing up in the United States, I was always 
surprised at how little the world thinks of Africa,” says 
Olopade on her blog. “What news is covered consistently 
dwells on governmental failures and troubling poverty. 
Development and aid work is likewise often framed 
around the question ‘What can the Western world do for 
Africa?’ rather than ‘What can Africa do for itself?’ This 
book changes that,” Olopade explains.

“Over the course of three years, I made my way 
through seventeen countries and saw time and again 
that what Africa can do for itself is tremendous. Africa 
is a place teeming with commercial opportunities and 
technological innovations, but these vibrant, authentic, 
and economically significant interactions are happening 
between individuals and decentralized groups, not 
between governments or conventional institutions,” the 
author adds.

In The Bright Continent  Olopade argues that that 
the best “way to effectively address the globalized 
challenges Africa faces is to harness the tools that 
Africans are already using to solve these problems 
themselves.”

the Bright continent
African Annual - 24

“The path to progress in Africa lies in the surprising and innovative solutions Africans are finding for themselves,” 
writes Dayo Olopade in her new book, ‘The Bright Continent: Breaking Rules and Making Change in Modern Africa.’
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From the ‘shack chic’ of Soweto to the 
bright and bold prints of Nigeria’s 
Ankara and Lace, fashion design is 

breaking out in Africa. In this extract 
from his new book, “Connect with the 
Continent”, Terry Behan looks at how 
brands can connect with Afro-chic’s 

advance.

the rise
(and rise) of

design
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“The rise of the African fashion industry should come as no 
surprise. The International Monetary Fund has estimated that 
Africa will soon have seven of the 10 fastest-growing economies 
in the world, with the GDP growing to $29-trillion by 2050, from 
the current $2-trillion. As the old saying goes, “fashion follows 
money and money follows fashion”.

African fashion and fashion designers have started to come 
into their own, selling clothes that are both locally designed 
and produced for African consumers and, in some cases, 
exporting to the international market.

Both new and established designers from South Africa, 
Kenya, Senegal, Mali, Ghana, Nigeria, Ethiopia and 
Swaziland, through institutions like Design Network 
Africa, are exhibiting at tops shows in London, Dubai 
and Miami. Their collective talent lies in their ability 
to be able to connect with their heritage and history, 
and then reinterpret and refresh it in a truly Afro-
centric way.

The economic upswing across the continent 
has done more than put money into people’s 
pockets, it has helped to restore cultural 
confidence and thus helped people to 
reinterpret their heritage in a progressive 
and uniquely African way. This is 
evidenced in the wide variety of talented 
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designers producing thoroughly unique and desirable products, with ranges that are 
selling out on the continent and further afield.

This revisited confidence is important and should be carefully considered. Not 
because it is simply happening—economic development and cultural confidence go 
hand-in-hand—but in how it is happening.

What’s important to see is how people across the length and breadth of the continent 
are reinterpreting their culture in refreshing ways. In other words, Africans are 
modernising, but not necessarily westernising. This is imperative because, unless 

you’re China, you can’t create an export market by copying or licensing other people’s 
goods. African design is becoming fashionable because it’s genuinely African, and 
offers the world something they haven’t yet fully experienced.

Brands wishing to position themselves as Afro-centric and contemporary should look 
to associate with this emerging trend, and should consider collaborating with the 
some of the many talented designers across the continent.

The trend towards cultural modernisation has particular relevance when 
communicating brands to a very aspirational target audience, for it is usually these 
consumers that become the flag bearers for cultural modernisation. 

The culmination of a renewed appreciation for cultural history and a developed sense 
of national pride fuelled by outstanding economic growth, have created the necessary 
conditions for cultural modernisation to flourish. Brands wishing to emotionally 
connect with this audience can leverage off this developing Afro-chic aesthetic in the 
tangible areas of sponsorship, product design and packaging design, but also in the 
general tonality of messaging and overall communication style. 

Thus far we have seen African mega brands such as South African Airways and 
GTBank use this design aesthetic to flavour their positioning as contemporary and 
modern. 

Giving them first-mover advantage in this space and allowing them to use this Afro-
chic design style as a differentiator to leverage their brands. Expect more brands to 
follow suit.”

Terry Behan hails from Dublin, Ireland and has lived and worked in England, Greece, 
Germany and South Africa. He is regularly called upon as a spokesperson for the 
marketing industry and is highly regarded and acknowledged as an expert on the 
subject of branding. Behan is a former advisory board member of the World Brand 
Congress, a board member of the Southern Guild Design Foundation of SA, and a 
member of the Aspen Global Leadership Network. He has worked extensively with 
many of the world’s best-loved brands and his passions lies with architecting brand 
experience solutions for clients globally.

people across the length and breadth of the continent are 
reinterpreting their culture in refreshing ways. 
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Africa 

Percentage of mobile phone users who regularly make or 
receive payments on their phones.

11%
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“The African continent is rising. 
We must ensure that our poorer and 

vulnerable neighbours are carried 
along. We must ensure this 

growth is inclusive. 

We must ensure there is 
maximum inclusiveness 

through creating 
opportunities for people 
to create opportunities 

for themselves.”

Goodluck Ebele Jonathan, President of Nigeria



With growth rates that would make most western economies envious, Africa is open to business to those brands who want to grow with 

the continent. But don’t make the mistake of thinking Africa is cheap or easy. Growing with Africa demands commitment, investment and 

an understanding that when it comes to research, different rules apply. To make informed decisions about brand growth on the continent, 
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There is no dispute that the continent is about to see 
unprecedented growth rates. 

gROwTH
guidelines for Africa



The International Monetary Fund has confirmed 
that Africa is on track to achieve the 5.5% economic 
growth rate predicted for the continent. But as 
world and African leaders closed the 24th World 
Economic Forum (WEF) on Africa in Nigeria in May, 
the big debate was about how Africa should grow to 
meet its challenges.

The closing plenary of the WEF agreed that Africa 
must create jobs, improve infrastructure, foster intra-
African trade, fund the agri-business revolution and 
find new pockets of industrialization.

“It is Africa’s turn; Africa is rising and leadership 
and political will is emerging,” said Pravin Gordhan, 
Minister of Finance of South Africa. “As Africa 
becomes more connected to Western economies, 
there is optimism, but we must be aware of the 
risks of contagion and we must be aware of how to 
manage those risks,” he said. During his address, 
Gordhan noted that it is important to find ‘new 
pockets of industrialization’ on the continent.

“I want us to drive quality, inclusive growth 
that creates jobs,” said Ngozi Okonjo-Iweala, 
Coordinating Minister for the Economy and Minister 
of Finance of Nigeria. Okonjo-Iweala,  stated that 

agriculture and the housing sector held huge 
potential. “Agriculture matters and is three times 
as effective in reducing poverty. It is important for 
young people to understand that farming is ‘cool’,” 
she added.

Hendrik du Toit, Chief Executive Officer, Investec Asset 
Management, United Kingdom said that with the right 
infrastructure, enormous growth could be achieved from 
agriculture. “This is where long-term capital is needed 
if you want to exploit the agri-business revolution,” 

he said, adding: “One of the most momentous 
changes from a business point of view is that 
Africa is integrating itself, particularly via 
China. It is not just an African local market, 
but it is Africa in the world.”

Claver Gatete, Minister of Finance 
and Economic Planning of Rwanda, 
noted that money cannot be raised 
just from the banking system. “We 
need to develop and link to capital 
markets. We have been relying 
on public money. We must 
bring in the private sector, 
which requires structuring 
investment [deals],” he 
said.
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it is Africa’s turn; 
Africa is rising and 

leadership and 
political will is 

emerging.



According to Julian Roberts, Group Chief Executive, 
Old Mutual, United Kingdom, “Huge progress has 
been made but to unlock Africa’s potential, much 
work must be done … Opportunities exist in each 
individual country, but the power will come in 
when the countries are working together.”

Africa has a great opportunity to realize its potential, 
but must put its house in order, said Jin-Yong Cai, 
Executive Vice-President and Chief Executive 
Officer, International Finance Corporation, 
Washington DC. “We must fill the infrastructure gaps 
and make economies competitive by establishing 
competitive industry sectors,” he added. To fast-

track this process, Africa must ensure a supply of 
electricity and create a regulatory framework that 
allows investors to make money. “We need to work 
out the details and get rid of the perception of risk.”

Results from this 24th World Economic Forum 
on Africa speak for themselves. Elsie S. Kanza, 
Director and Head of Africa for the WEF reported 
that partnerships forged in Abuja resulted in US$ 
59 billion in an investment boost for the continent, 
which would create more than 230,000 jobs and 
support for 500 schools.
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“Africa is an article of faith. I believe in this continent.”
Sunil Bharti Mittal, Founder and Chairman of Bharti Enterprises and Co-Chair of the World Economic Forum on Africa

“Africa represents our fastest-growing region in the world. 
If you want to be relevant, you need to be in this part of the world.”

Dominic Barton is Global Managing Director of McKinsey & Company and Co-Chair of the World Economic Forum on Africa

“When it comes to African women, what they need is someone to believe in them.”
Marieme Jamme is the Founder of SpotOne Global Solutions and a Young Global Leader

“Africa has been rising for a long time. 
I hope we will eventually get to a point where we have risen.”

Albert Kobina Essien is the Group Chief Executive Officer of Ecobank Transnational

AFRICA - i believe
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Independent & smart. 
It’s the new sexy. 
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