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Oh dear… please save us from the “Africa is Rising” narrative which is 
being continually and habitually foisted on this continent by the 
international media. The most recent round of debate on Africa’s rise, 
or whether in fact it is rising, was started by Time Magazine. “Africa is 
the world’s next powerhouse,” declared Alex Perry in his cover story for 
the December 12 2012 issue of the US News Journal. Predictably the 
statement was suffixed with the warning: “But huge challenges lie 
ahead.” 
 
This is not Newsweek’s first story on “Africa Rising”. Just over ten 
years ago, in the June 2001 of the weekly magazine published in New 
York City and online, Time Magazine reported another story under the 
same headline. This article began rather dramatically: “Hope is Africa's 
rarest commodity. Yet buried though it is amid the despair that haunts 
the continent, there is more optimism today than in decades.” 
 
But Time Magazine isn’t the only Afro-pessimists to commit this sin. 
Who can forget The Economist’s story about how Africa’s star was 
rising. Under the headline: “The sun shines bright”, the financial 
journal waxed lyrical about Africa’s hopeful economies. This story was 
also a cover feature and had an illustration of a young boy flying a kite 
that was shaped like the continent of Africa. 
 
Like Time Magazine, ten years earlier The Economist had also thrown 
this continent in the trash bin by calling Africa “the hopeless 
continent” in a cover story by the business magazine. That particular 
feature was doom and gloom, and positioned Africa as a singular 
continent of disease, famine and war. >> 
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>> africa rising 
 
“Since The Economist regrettably labelled Africa ‘the hopeless continent’ a 
decade ago, a profound change has taken hold,” reported the more recent 
article which was published in 2011. The article went on to highlight 
continental tycoons like Nigeria’s cement mogul, Aliko Dangote who had 
overtaken Oprah Winfrey, it said, as the “richest black” in some or other 
rich list. The cover story also featured the fast growing African economies 
of Ghana, Mozambique and Ethiopia. 
International politics and global affairs magazine, Foreign Policy, quickly 
jumped into the fray after the more recent Time Magazine article 
speculating on the continent’s good fortunes. Oh no, Foreign Policy 
speculated, in an article entitled “The Myth of Africa’s Rise”, the 
continent’s growth was being greatly exaggerated the journal said in a 
feature this January. 

 
“Africa is rising, but let’s ensure that 
the data and numbers we use to tell 
this story, our own story, are 
impeachable.” 

 
Scarcely a couple of weeks later at the end of January, FP would publish 
yet another piece on Africa called: “We Have No Idea if Africa Is Rising”. 
This time the economic historian, Morten Jerven, would write in the 
political magazine: “It's been fascinating to watch FP's recent debate on 
economic growth in Africa. Some commentators argue that African 
economies are destined to remain trapped in the bottom billion unless 
some sort of fundamental change occurs,” writes the author of Poor 
Numbers: How We Are Misled by African Development Statistics and 
What to Do about It. 

“Others beg to differ, speaking of a continent that's showing every 
indication of rapid progress. Yet, despite their wildly different 
interpretations, what's striking is that both camps base their arguments 
on the same set of numbers.” What Jerven tells readers is that those 
numbers are debatable. 
“In November 2010, the statistics office of the government in Ghana 
announced that it was revising its GDP estimates upwards by over 60 per 
cent, suggesting that previous estimates had left out economic activities 
worth about $13 billion. After the revision a range of new activities were 
accounted for, and as a result Ghana was suddenly upgraded from a low-
income country to a (lower) middle-income country,” Jervis writes, 
explaining that a similar move was made in Nigeria. 
The Time, Economist and Foreign Policy features on Africa point to two 
key issues that governments and economies on the continent need to face. 
The first is that Africa needs to tell its own growth story, and to do a good 
job of it. Certainly it needs to do a better job than the international media 
are currently doing. 
Secondly Africa needs to produce credible, empirical and transparent data 
about its economies. As a research company that operates in South Africa 
and Nigeria (and which has associate businesses in Ghana, Uganda, 
Tanzania, Angola, Namibia, Botswana, Zimbabwe, Ethiopia, Kenya, 
Seychelles, Zambia, Madagascar, Mauritius and Mozambique), Ornico is 
well appraised of the challenges. 
In part Ornico’s growth has been hampered because of the lack of 
uniformity in media and advertising data from country to country, and 
part of our vision for growing with the continent is to ensure the 
availability of reliable, robust and uniform data. 
When it comes to investing in new regions, or launching brands in new 
territories, trusted data is everything to international investors, and so it 
should be. As this continent turns to reject aid, and to create growth 
through trade, empirical data is what will track our growth and show the 
world how we’re doing. 
Africa is rising, but let’s ensure that the data and numbers we use to tell 

this story, our own story, are impeachable.  << 
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“always affirm afrika!” 

Es'kia Mphahlele  
(17 December 1919 – 27 October 2008) 

South African humanist, writer, academic, 
activist and artist. 
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By Herman Manson 

 
The African continent isn't quite the growth honeypot ad agencies had been 
hoping for. That said - it's certainly a growth market. While it doesn't 
match the growth rates in Asia or even Latin America, listed agency 
networks seem to have decided any growth is good growth given the state 
of especially their European operations. 
North Africa remains fragile - ZenithOptimedia forecast only 1% growth in 
ad revenue in the Middle East & North Africa as political turmoil post the 
Arab Spring continues to rock the region. The company expects 2%-3% 
annual growth from 2013 to 2015. 
Growth in adspend globally is predicted by ZenithOptimedia to hit 4.1% in 
2013 and 5.6% in 2015. South Africa will be one of the top ten contributors 
to that growth between 2012 and 2015. 
South Africa in the South, Kenya in the East and either Nigeria or Ghana in 
the West of Africa generally gets the most buzz from agencies seeking 
investment in the region. 
It’s not all great headlines though. Publicis, one of the world's major 
holding companies of agency networks (including Leo Burnett, Publicis 
Worldwide, Saatchi & Saatchi), generated only 4% of its revenue in the 
Africa & Middle East region in 2012 and the continent barely gets a nod it 
its 2012 results report. >> 
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>> africa – not a boom 
 
 
 
 
Others, like M&C Saatchi, are seeing their African investments booming. 
It reported revenue growth of 121% in the Middle East and Africa in 2012. 
Revenue from Cape Town and Johannesburg more than doubled from 
£3.0m to £6.6m and it's actively looking to expand its African network 
with affiliate offices in Nigeria and Kenya. The South African business is 
the fastest growing in the M&C Saatchi network. 
 

The agency networks have 
accelerated their investment into 
the continent as they follow the big 
brands, especially in the cellular, 
alcohol and retails space, into new 
markets. 

 
WPP (and its associates) collectively employs over 24,000 people across 
the continent, generating revenues of over US$600 million. Globally it 
had £10.3bn (as at 31 December 2012) in revenue. WPP owns agency 
networks such as Grey, JWT, Ogilvy & Mather and Y&R (and in South 
Africa it also holds stakes in The Jupiter Drawing Room and 
Ireland/Davenport). 
The agency networks have accelerated their investment into the continent 
as they follow the big brands, especially in the cellular, alcohol and retails 
space, into new markets. 
 

 
 

 
 
 
 
 
The smart networks are empowering local partners as shareholders - the 
consensus seem to have been reached that partnerships are the best way 
to gain traction in new markets. Increased competition amongst agencies 
are good news for brands and stimulates more money to flow into the 
marketing economy, which in turn will be good news for independent 
start-ups, a mini-boom of which we are seeing in South Africa. 
 
MarkLives.com – journalism-driven media, advertising and design 
news. << 
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African GDP Growth Rates 
Source: African Statistical Year Book 
Infographic designed by: @ivanisawesome 
Find more Africa inforgraphics at Infographique. 

GROWTH 

http://www.afdb.org/en/documents/publications/african-statistical-yearbook/
http://afrographique.tumblr.com/
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Open up a financial publication or investment magazine, and you’re 
likely to find an article about Africa’s boom. The continent is a hot 
topic internationally, and this could be because the International 
Monetary Fund's (IMF) latest World Economic Outlook says all the 
right things about the continent. 
Under the headline “Sub-Saharan Africa: Strong Growth Continues’, 
the IMF predicts that this region is expected to continue growing at 
a strong pace during 2013–14. The big gainers in the report are 
Angola where oil production has strengthened the economy, and 
Côte d’Ivoire, which has bounced back well after the 2011 election-
related disruptions, The IMF says Nigeria will rebound after recent 
floods, boosted by the reformation of that country’s power sector.  
The news for South Africa is not as good, and the IMF describes SA 
as a ‘middle-income country’ whose growth forecast will be muted 
due to sluggish mining production, and a weakness of demand in its 
key export markets. But SA’s fortunes look set to change, and the 
IMF predicts an economic resurgence for this country in 2014. 
Why, even The Economist, that global financial journal that called 
Africa a ‘hopeless continent’ over a decade a day, say’s that we’ve got 
good reason to cheer. “Celebrations are in order on the poorest 
continent,” read the February 2012 issue of the conservative weekly. 
“Never in the half-century since it won independence from the 
colonial powers has Africa been in such good shape. Its economy is 
flourishing.” 
*cough* *cough* 
About time Economist woke up to this continent’s potential, but 
hopefully next time they report on Africa it will be a little less 
condescending. << 

Boom time for Africa 

http://www.imf.org/external/pubs/ft/weo/2013/01/pdf/c2.pdf
http://www.economist.com/news/leaders/21572773-pride-africas-achievements-should-be-coupled-determination-make-even-faster
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Mario Macilau (Mozambique) 
Mario Macilau started his journey as   photographer   in 
2003 and engaged to professional level when he traded his 
mother’s cell phone for his first camera in 2007, he 
specializes in long-term projects that focus on living and 
environmental conditions over time.  As a documentary 
photographer he strives on the theme of positive change 
across different cultures, locations and perspectives. Read 
more about Mario at the Leleinstitute. 

TALENT 

http://thenleleinstitute.wordpress.com/faculty/
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By Francis Njubi Nesbitt 
 [via T Row Price Connections] 

 
In May 2000, The Economist magazine declared that Africa was "the 
hopeless continent." Eleven years later, in 2011, it referred to Africa as "the 
hopeful continent." And on October 20, 2012, the magazine stated: "In 
recent years investors have been piling into Lagos and Nairobi as if they 
were Frankfurt and Tokyo of old." 
Clearly, gloomy skepticism has given way to glowing optimism about 
Africa, and for good reason—over the past 10 years, many of the economies 
within Africa are outpacing economies anywhere else in the world. In fact, 
according to the International Monetary Fund's (IMF) World Economic 
Outlook released in October 2012, 11 of the world's 20 fastest-growing 
economies are in Africa, and this booming economic growth has helped 
create the fastest-growing middle class in the world. 
Of course, the major trends driving this growth—changing policy 
environments, a growing middle class that expects equitable social and 
economic policies, high commodity prices, robust domestic demand, and 
rapid mass urbanization—have not affected all countries on the continent 
equally. Here's a quick look at five economies that have especially benefited 
from recent developments, and those that pose some of the best potential 
for the future. 
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>> 5 countries to watch 
 
1. SOUTH AFRICA: THE CONTINENT'S LARGEST ECONOMY 
 
Africa's southern most country has a mature economy with strong industrial, 
financial, and transportation sectors. With GDP estimated at $408 billion 
and per capita income estimated at $11,000 for 2012, the country sits firmly 
in the World Bank's Upper-Middle-Income category, along with Brazil and 
China. In 2010, South Africa joined the BRICS (Brazil, Russia, India, China 
and South Africa), an association of top emerging economies distinguished by 
their fast growth and burgeoning influence in regional and global matters. 
 
Despite its developed infrastructure and abundant natural resources, South 
Africa does face challenges in the areas of governance and inequality. 
Protests, strikes, and instability have hindered foreign investment in the 
country. And compared to Africa's Middle-Income Economies—or MICs, as 
defined by the World Bank—South Africa's 2.6% economic growth rate is 
sluggish. (This has partially been because closer ties to the global economy 
and substantial exposure to the Euro zone mean South Africa has been more 
affected by the global economic slowdown.) 
 
That said, the country is a major regional powerhouse. It has large 
investments in neighboring countries. And South African companies—
particularly its financial services, retail, fast food, supermarket, service 
station, and textile firms—are flooding the continent with consumer goods 
and services. This has given the country an outsize influence on the 
continent, and a firm stake in the success of economies across Africa. 



>> 5 countries to watch 
 
2. NIGERIA: A WAKING GIANT 
 
Nigeria, in West Africa, tops most lists of African countries to watch over the 
next decade. Traditionally known as "the sleeping giant of Africa," the 
country has a huge population of more than 167 million, over 50% of which 
lives in urban areas like Lagos and Kano. According to the state-run Nigeria 
National Petroleum Corporation (NNPC), Nigeria is Africa's largest oil 
producer, exporting 2.5 million barrels per day. Economically, it has 
registered a solid 7% growth rate for the last decade, and politically, with its 
second civilian transfer of power in less than a decade, the country has begun 
to consolidate its democratic reforms. 
In many ways, Nigeria's current status resembles that of Brazil before 
political and social reforms turned around its economy in the 1990s. Nigeria 
may be able to replicate Brazil's success by adopting similar policies, 
including investing in infrastructure, reducing poverty and inequality, and 
reforming institutions. 
According to an October 2012 report by Standard Chartered Research, 
Nigeria's challenge is to replicate its success in technology (mobile telephony) 
in the utilities, refining, and agricultural sectors. The report urges Nigeria to 
move away from the "system of patronage" that has held the country back for 
decades. It also calls for greater emphasis on diversification and long-term 
planning that will change Nigeria from an "allocation" to a "production" state. 
The report states that, "Oil and gas, even given Nigeria's vast resources, are 
not going to determine development in the future." 
Nonetheless, there is a great deal of optimism surrounding Nigeria. The 
Economist even suggested recently that Nigeria's economy, messy as it still is, 
has the potential to overtake South Africa within a few years. 
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>> 5 countries to watch 
 
3. ANGOLA: A CHINA-FUELED SURGE 
 
Angola is sub-Saharan Africa's third-largest economy after South Africa and 
Nigeria, with a GDP of $107 billion and per capita income of $8,200. Since 
the end of the civil war in 2002, Angola's economy has been growing much 
faster than the continent's two powerhouses, and the World Bank recently 
reclassified it as an Upper-Middle-Income economy. Unlike South Africa, 
however, Angola has a young economy that lacks diversification. And the 
country is still recovering from that 27-year-long civil war, which devastated 
its economy and people. 
Angola is the continent's second largest exporter of oil. Its economy was 
expanding at a rate of 15% before the global recession of 2009. Despite the 
current contraction, its economy is still expected to expand by 6.8% this year 
thanks to the export of oil and diamonds, as well as uranium, iron ore, gold, 
and copper. (Most of Angola's oil goes to China; Angola is China's biggest 
trading partner on the continent.) 
Since the end of the war, Angola's civilian government has instituted 
aggressive economic and social reforms that are beginning to bear fruit, and 
it claims to have reduced poverty from 68% to 39% over the last decade. It 
has also asserted an infrastructure development program to build thousands 
of miles of roads and railroads, and hundreds of bridges and reconstructed 
airports. Most of these infrastructure projects involve Chinese firms under an 
oil-for-infrastructure deal that some criticize as favoring China. 
 
Read the full story Africa on the Rise at T. Rowe Price’s Connections. 
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http://individual.troweprice.com/public/Retail/Planning-&-Research/Connections/Africa
http://individual.troweprice.com/public/Retail/Planning-&-Research/Connections/Africa
http://individual.troweprice.com/public/Retail/Planning-&-Research/Connections/Africa
http://individual.troweprice.com/public/Retail/Planning-&-Research/Connections/Africa
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Africa and The Middle East has 103 US dollar billionaires says the US bi-weekly 
business magazine Forbes, who together are worth US$279 billion. Top of this rich 
list is Aliko Dangote from Nigeria, who is self-made, and got his millions from 
cement, sugar and flour. Says Forbes: “Dangote is a venerable philanthropist, who 
has given away over $100 million to causes in health, education, flood relief and 
poverty alleviation. The Nigerian-born businessman retains his position as Africa’s 
richest man for the 3rd year in a row.” Here then is the Forbes’ Rich List for Africa: 
• Aliko Dangote, $16.1 billion - Nigerian. Sugar, Cement, Flour 
• Johann Rupert & family, $6.6 billion - South African. Luxury Goods 
• Nicky Oppenheimer & family, $6.5 billion - South African. Diamonds. 
• Nassef Sawiris, $6.5 billion - Egyptian. Construction. 
• Mike Adenuga, $4.7 billion - Nigerian. Oil, Telecoms. 
• Christoffel Wiese, $3.5 billion - South African. Retail. 
• Nathan Kirsh, $3.1 billion - Swaziland. Real Estate. 
• Othman Benjelloun, $3.1 billion - Moroccan. Banking, Insurance. 
• Patrice Motsepe, $2.9 billion - South African. Mining. 
• Naguib Sawiris, $2.5 billion - Egyptian, Telecom. 
• Miloud Chaabi, $2.1 billion - Morocco. Real estate. 
• Onsi Sawiris, $2 billion - Egyptian. Diversified. 
• Isabel Dos Santos, $2 billion - Angolan. Investments. 
• Mohamed Mansour, $2.2 billion - Egyptian. Diversified. 
• Yasseen Mansour, $1.6 billion - Egypt. Diversified. 
• Youssef Mansour, $2 billion - Egypt. Diversified. 
• Desmond Sacco, $1.5 billion - South African. Mining. 
• Mohamed Al Fayed, $1.4 billion - Egypt. Retailing. 
• Anas Sefrioui, $1.3 billion - Moroccan. Real Estate. 
• Stephen Saad, $1 billion - South African. Pharmaceuticals. 
Read The African Billionaires 2013 on Forbes. The writer of Forbes' rich list story is 
Mfonobong Nsehe, and you can follow him on Twitter at @EmperorDIV 

Africa’s rich list 

http://www.forbes.com/sites/ricardogeromel/2013/04/03/forbes-billionaires-map-the-middle-east-and-africa/
http://www.forbes.com/profile/aliko-dangote/
http://www.forbes.com/profile/aliko-dangote/
http://www.forbes.com/profile/aliko-dangote/
http://www.forbes.com/sites/mfonobongnsehe/2013/03/06/the-african-billionaires-2013/4/
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In general, when it comes to matters 
cellular, the trend is up, up, up. 
Although Africa’s growth is not as good 
as that of Asia, it’s still pretty darn good. 
While Asia accounts for 50% of global 
connections and subscribers, between 
now and 2017, Africa and Latin America 
will add the next 20%, representing 595 
million new connections. 
 
The GSMA Mobile Economy 2013 
report, prepared by AT Kearney, 
presented some interesting data, which 
points to serious growth in Africa over 
the next four years. >> 

Africa’s mobile economy 
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Growth in emerging markets is driven by several key 
factors: 
 
Falling prices and rising disposable income – enabling 
more people to own and use mobile technology – 
along with the creation of business models such as 
pay-as-you-go plans, micro-top-up and the availability 
of low cost handsets. 
 
The lack of economically viable alternatives (i.e. fixed 
line communications) in a number of emerging 
markets, especially in Africa. 
 
Mobile operators leading the way in developing and 
implementing new technologies with significant 
investment in building infrastructure to serve rural 
communities. 
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CONTRACT VS. PREPAID 
In North America and North-Western Europe, 75% of mobile 
subscriptions tend to be on contract, while in Africa, 96% of subscribers 
opt for the prepaid model. This is partly because prepaid is more 
accessible for people without bank accounts and credit records and who 
are thus unable to sign contracts. 
 
DATA 
As smartphones become more ubiquitous and as LTE/4G networks 
deliver faster download speeds, data becomes more important relative to 
voice. Total data traffic on mobile devices has been more than doubling 
each year: in 2012 mobile data consumption was higher than previous 
years combined. At the moment mobile broadband worldwide exceeds 
1557 petabytes per month (the equivalent of 800 million hours of 
streaming HD video). This will grow to 11,156 Petabytes per month by 
2017. In Africa, video is expected to account for 79% of mobile data traffic 
by 2017. 
 
MOBILE BANKING 
According to the World Bank, more than 2.5 billion adults do not have 
access to a formal bank account, most of whom live in developing 
economies. But this is changing, thanks to mobile banking. 16% of adults 
and 31% of those with a formal bank account in Sub-Saharan Africa have 
reported using a mobile phone to pay bills or send/receive money in the 
last 12 months. 
With mobile connections set to grow by 35% between 2012 and 2017 in 
developing economies and significantly higher mobile penetration rates 
than banking penetration rates in these economies, the mobile industry is 
uniquely placed to deliver growth in mobile money services to the world’s 
‘unbanked’. 

>> africa’s mobile economy 
 
 
While Safaricom’s well known mPesa service has been very successful 
with 14.7 million active users in Kenya as of March 2012 (approximately 
35% of the country’s population), similar services in the rest of the world 
have not yet seen such a high level of success. 
 
GDP 
In 2012, mobile operators in Africa generated 3.1% of GDP, compared 
with the worldwide figure, which averaged 1.4%. 
While Asia Pacific is a clear leader in terms of absolute growth, Africa 
shows the highest rate of increase. Annual mobile operator revenue will 
increase by 25% in the 2012 to 2017 period, to US$ 70 billion. 
 
EMPLOYMENT 
It is estimated that one in three mobile ecosystem jobs today is in Africa. 
This figure is expected not to grow, but rather see a shift to more 
specialised, value-adding jobs in other sectors. For instance, many online 
companies are investing in Africa-specific content and applications 
development like Deezer, the online music streaming service, expanding 
into ten African countries. 
 
ARPU - Average Revenue Per User 
While numbers of users have been growing, the average revenue per user 
has dropped by 10% in Africa. Mobile tariff prices have been decreasing 
due to increased competition and the growth of multi-SIM usage - where 
a user may have several cellphones, which he uses to take advantage of 
cheaper same-operator costs. It is also a result of the market opening up 
to lower income segments which have less disposable income. >> 
 



 
 

IMPROVING PRODUCTIVITY: 

 
 
 
In emerging markets around the world, mobile technology has helped 
to improve productivity. In Brazil, fishermen make use of a 3G 
application to find buyers, access weather information and find the best 
market prices. 
In many African countries, farmers are updated about commodity 
prices through SMS and voice-messaging, which aids in making good 
economic decisions. Some countries even allow trade in agricultural 
products on commodities exchanges through SMS and voice messaging. 
 
In countries like Tanzania, Kenya and Ghana, SMS and voice 
information services have been established which help educate farmers 
on the best practices of growing their crops. 
 
In sub-Saharan Africa, penetration of fixed-line broadband (like ADSL) 
has historically been relatively low. In 2012 mobile broadband 
accounted for approximately 90% of total broadband connections. The 
obstacle to growth in this area is the availability of spectrum. As 
television goes digital, more bandwidth becomes available. If an 
additional 250 MHz can be released by 2014, 27 million jobs will be 
created by 2020, which translates into US$36-billion in direct benefit 
to the region - an increase of GDP per capita of 2,7%. << 
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African Mobile Subs 
Source: data.worldbank.com & www.google.com/publicdata 
Infographic designed by: @ivanisawesome 
Find more Africa inforgraphics at Infographique. 

MOBILE 

http://afrographique.tumblr.com/
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By John Campbell  
[via T Row Price Connections] 

 
Growing urbanization, high population growth, opening markets, 
burgeoning foreign investment—after years of stagnation and even 
decline, Africa is finally on the road to economic progress. And 
among its most interesting aspects: real rising incomes for 
individuals, a development that is fueling a rapidly growing 
consumer class on the continent. 
Credible estimates suggest that more than 300 million Africans now 
have an income above the widely accepted poverty line of $2 a day (as 
defined by international development agencies). With new, 
discretionary income, their purchases can include retail banking 
services and cell phones, as well as disposable items such as razor 
blades and toothpaste. Increasingly, this means that African 
consumers are spending a smaller percentage of their income on food 
and other basic needs. 
In some countries, such as Nigeria, the economic growth that 
underpins this consumer revolution is driven primarily by a rapidly 
expanding population, urbanization, and high oil prices. In other 
countries, such as Liberia, Angola, and Mozambique, the end of civil 
wars over the past decade and the ensuing stability are driving it. And 
in countries like Ghana, improved governance and macroeconomic 
reform is encouraging foreign and domestic investment, and 
promoting economic growth. Out of the 50-plus sovereign states in 
sub-Saharan Africa, Nigeria, and South Africa are the giants of the 
sub-Saharan region, accounting for US$330 billion of total consumer 
spending in 2010. >> 

The new African consumer 



 
 
 
URBANIZATION AS A DRIVER OF CHANGE 
This shift in consumption reflects the continent's variably paced transition 
from a population largely engaged in subsistence agriculture to an 
increasingly urbanized one of wage earners, small business owners, and 
even entrepreneurs. Urbanization is a central feature of this new 
landscape. In Nigeria, half of the country's 170 million population lives in 
cities. In Angola, some five million people, out of a population of more 
than 12 million, live in just one metropolitan area, Luanda. This 
movement of people reflects a variety of push-pull factors. 
In northern Nigeria, for example, those displaced by frequent drought and 
the southward creep of the Sahara are driven to cities such as Kano and 
Kaduna as their agricultural livelihoods dry up. For rural peasants living 
in countries with diversified economies, such as South Africa or Egypt, the 
streets of Johannesburg and Cape Town, or Cairo and Alexandria, are 
paved with gold, as were those of the legendary Dick Whittington's 
London in the Middle Ages. Rural residents are drawn to the big city to 
make their fortune—or at least by the promise of opportunities absent in 
the countryside. 
Urbanization promotes economic activity. New urban dwellers provide 
some of their own nourishment, with chickens and the tiny vegetable 
gardens ubiquitous in African cities. But they also create a market for the 
cheaper food produced by a reinvigorated commercial agricultural sector. 
They buy inexpensive electronics, like cell phones and televisions. In 
many countries, such as Ghana, Kenya, South Africa, and parts of Nigeria, 
they turn from keeping their money under the bed to consumer banking 
as it becomes available. This activity feeds optimism about Africa's future 
and attracts investment from around the world, including from within 
Africa itself. 
Sometimes, however, the harsh realities of life intrude. A large majority of 
Africa's new consumers still live just above that $2 a day poverty line. 
They remain vulnerable to forces they cannot control, ranging from 
disease to political and social unrest to the vagaries of a globalized 
economy.  

the new african consumer << 
 
THE RISE OF A MIDDLE CLASS 
Nevertheless, in some areas, a small but growing, financially stable 
middle class—one that can comfortably purchase automobiles and houses 
as well as razor blades and toothpaste—is appearing. For example, South 
Africa's once notorious Soweto is now a suburb largely made up of owner-
occupied brick or concrete houses. Members of this middle class also 
participate in politics and demand better governance across the continent. 
They have the potential to drive societies toward modernity and 
democracy, and they see sound government and the sanctity of contracts 
as crucial to their future well-being. The middle class played a crucial role 
in the Arab Spring in Egypt and Tunisia. It has also driven demands for 
better delivery of services in South Africa's black townships. Good 
governance nurtures these urban consumers, and Africa's democratic 
states, such as Ghana, Zambia, Namibia, and South Africa, are their own 
best nurseries. 
The prospects are even positive in certain parts of big, but still troubled 
states where good local governance and security nevertheless exist. In 
Nigeria, there are growing numbers of discretionary consumers in the 
Lagos-Ibadan corridor in the country's southwest, a region that attracts 
much of the non-petroleum sector's foreign investment. It has only a 
small proportion of the country's 170 million people. Nevertheless, Lagos 
state alone has a larger population than all but 15 sub-Saharan African 
states. 
Lagos state's success has been rooted in a succession of committed and 
effective governors, and its ability to fund activities through locally raised 
taxes rather than depending on revenue allocation from the federal 
government. In a country notorious for rapacious corruption, an 
exceptional social contract between the state government and the 
governed is emerging, highlighting the significance of good, local political 
leadership. However, without good governance at the national level, and 
with continued widespread violence, Nigeria cannot yet realize the full 
advantages of its huge population and rapid urbanization. << 
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"If you talk to a man in a 
language he understands, that 
goes to his head. If you talk to 
him in his language, that goes to 
his heart.“ – Nelson Mandela, 
Elder Statesman & global icon. 
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The single-biggest business opportunity in Africa, reports 
McKinsey, is its rising consumer market. In a recent report called 
The Rise of the African Consumer, the management consulting 
company gives an exacting overview of the profile of African 
consumers, including their needs, behaviour and demographics. 
The big findings in the report include: 
 
- Africans are optimistic. About 84% of those surveyed believe 

they are going to be better off in two years time. 
 

- Internet usage in Africa is bigger than that in Brazil or even 
China. 
 

- African consumers are brand conscious and demand quality. 
 

- Private consumption in Africa is higher than in Russia or India. 
 

- Africans spend more on food than their counterparts in China, 
Brazil or India. 
 

Download a pdf version of McKinsey’s The Rise of the African 
Consumer. 

Consumers in Africa 

http://www.mckinsey.com/~/media/McKinsey Offices/South Africa/PDFs/Rise_of_the_African_consumer-McKinsey_Africa_Consumer_Insights_Center_report.ashx
http://www.mckinsey.com/~/media/McKinsey Offices/South Africa/PDFs/Rise_of_the_African_consumer-McKinsey_Africa_Consumer_Insights_Center_report.ashx
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Legacy media in Africa will start to take mobile seriously, 
according to Justin Arenstein who consults to Google and is a 
Knight International Journalism Fellow. Speaking to the 
World Association of News Publishers and Newspapers 
recently, Areinstein says that legacy media, like newspapers, 
will move “aggressively beyond just regurgitating their 
headlines in SMSes or on mobile web sites. This includes 
media in Ghana building mobile text/app services that allow 
audiences to immediately take action on investigative 
reporting by connecting with other citizens with similar 
interests, by petitioning the authorities, or by augmenting the 
journalistic reportage with citizen testimony.”  
The veteran South African investigative journalist and media 
entrepreneur who is recognized internationally as an expert in 
data-driven journalism says Kenya is witnessing “an explosion 
of citizen reporting and ‘utility news’ apps that augment 
traditional reporting by giving audiences data-driven tools to 
drill down into national stories to find out how the news 
affects their personal lives.” He adds that the country is also 
seeing the “first media tools that help audiences make crucial 
life decisions about everything from choosing the right doctor 
or school to registering for elections.” Read the full interview 
with Arenstein here. 

Media trends in Africa 

http://www.wan-ifra.org/articles/2013/02/08/regional-business-trends-and-forecasts-for-2013-africa
http://www.wan-ifra.org/articles/2013/02/08/regional-business-trends-and-forecasts-for-2013-africa


>> Broadcast in Nigeria 
 

 
By Craig Ogusanyo, Ornico Nigeria Operations Manager 
 

Nigeria is a country rich in natural resources, with mammoth 
purchasing power, exciting business opportunities and a diverse 
population that  is hungry for media content. The National 
Broadcasting Commission’s recently shared desire to license more 
network stations is one step closer to quenching this thirst for a 
diverse media.  
From 1932, when the Radio Diffusion Service started in Nigeria, basically 
serving as an extension of the Foreign Service of the British Broadcasting 
Corporation (BBC) until 1992, when broadcasting in Nigeria was de-
regulated, the broadcast media were owned either by the national, 
regional or state governments. 
Government continued to monopolise broadcasting in Nigeria, despite the 
1979 constitutional provision “that every person shall be entitled to own, 
establish and operate any medium for the dissemination of information, 
ideas and opinion,” which included the broadcast media. 
It was not until the announcement of Decree 38 of 1992, under the 
leadership of General Babangida, now an Act of the National Assembly, 
that government really took a decisive step to part with its long-held 
monopoly of the broadcast sector. The decree established the National 
Broadcasting Commission and charged it with the regulation and 
deregulation of broadcasting in the country. The law empowered the 
Commission to define standards in the Nigerian broadcasting industry. 
The commission was also tasked with licensing, monitoring and 
regulating that industry’s environment with the aim to encourage 
investment, development of quality programming and technology that is 
competitive on a global scale. 

 
 
 
 
 
 
 
 
A wave of requests from Nigerian entrepreneurs for broadcast licenses 
that would enable them to set up private broadcasting stations in the 
country flooded the NBC after 1992. This changed the broadcast 
landscape tremendously, as it allowed the ownership of radio and 
television by private companies and organisations in the country. 
The deregulation of the broadcast industry afforded not only the 
emergence of private channels but also created opportunities for 
innovation. Private radio stations integrated digital content, such as 
webcasts. Cool FM and Brilla FM, both privately owned outfits, set the 
pace with Radio Nigeria, Ibadan and Radio Lagos/Eko FM as the first 
public radio stations to embrace online broadcasting on 
www.radionigeria.org and www.radiolagosekofm.com. Many other 
broadcasters, including Voice of Nigeria (www.voiceofnigeria.org), 
Channels Television (www.channelstv.com) and Nigerian Television 
Authority (www.nta.org) embraced webcasting, thus expanding their 
reach and visibility. 
Within a period of 20 years, 155 private radio stations and 153 TV stations 
have opened up in Nigeria. These have thrived in spite of interrupted 
power supply, government interference, market uncertainties, technology 
and the need for a professional community. 
Digitisation is perhaps the most intimidating and yet necessary challenge. 
Following the global declaration by the International Telecommunication 
Union (ITU), the late President Umaru Musa Yar-Adua in 2007 approved 
that the NBC would pilot the country’s migration from analogue to digital 
television. The initial switch-over date of June 17 2012 passed without the 
goal being achieved. A new date has been set and is yet to be announced 
to the public. The hope is that this migration will happen before the ITU’s 
17 June 2015 deadline. >> 
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http://www.radionigeria.org/
http://www.radionigeria.org/
http://www.radiolagosekofm.com/
http://www.radiolagosekofm.com/
http://www.voiceofnigeria.org/
http://www.channelstv.com/
http://www.nta.org/


Broadcast in Nigeria << 
 
The benefits of Analogue-to-Digital migration include: 
Improved coverage of digital TV transmission 
Bandwidth available for wireless broadband services 
Enhanced sound and picture quality, in particular HDTV 
more channels (additional content) 
Access to radio 
Enhanced viewer experience through for instance: electronic Programme 
guide (EPG), sub-titling, additional language options, and interactive 
services such as weather and news reports. 
 
There has been some confusion in Nigeria with regards to what 
digitisation could mean for the industry, as there has been no open 
discourse either in the media or the public sphere. Digitisation will affect 
content production, transmission and reception -- and ultimately media 
monitoring in Nigeria. It will also contribute positively to media research 
with regards to ascertaining accurate subscription figures. 
Countries such as Kenya, South Africa, Ghana and Morocco are already 
underway with the migration process. Although it seems slow in Nigeria, 
there are lessons to be learnt from these other African countries. The 
transition requires not only technological perspective but also legal 
direction. Government must provide policy direction and possibly put in 
place a subsidy that will enable lower market segments to acquire the 
digital receivers that will enable them to acquire digital television. 
Digitisation will bridge the road between broadcast in African and 
Western countries. Broadcasters should brace themselves though for the 
hurdles they may need to meet for a successful transition. There will be 
challenges in terms of equipment, human resource skill sets, new 
coverage planning, content curation and general public awareness. After 
all, as the chairperson of radio station Ray Power on 100.5FM & AIT 
Raymond Dokpesi said, “You cannot transmit on analogue platform to 
digitised nations. If you must remain competitive you must acquire the 
latest technology to be relevant.” << 
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Jay Naidoo is the Chairman of the Global Alliance for Improved Nutrition. 
Jay Naidoo, former South African Minister of Communication under Nelson Mandela, spoke to 
the African Media Initiative about the media’s role in Africa’s development and Telecom as a 
‘game-changer’. He stressed the fundamental importance of a free and independent news media. 
“Media is a very important reflection of the aspirations, the frustrations of the citizenry. It is in a 
sense an interface between government and society. And so an honest ethical media is 
fundamentally in deepening democracy, and so I see a very important role for media.” 
Naidoo also emphasised the importance of incisive--but fair--investigative journalists: “Having a 
free and independent media, with a commitment to investigative journalism that is based on data, 
empirical evidence, that is very important for building Africa and its development.” 
News media is a business, but the profit-motive should never let media houses stray from ethical 
conduct. In this regard, he said “they have to get their houses in order.” He outlined media houses’ 
responsibilities in detail, saying they have to commit to quality journalism, a code of conduct and 
not sensationalising the news. “I think the commitment of media owners to training to develop 
that type of rigorous investigative journalism is very important.” 
Modern media is faced with many challenges, including what he calls ‘microwave journalism’, and 
the fact that older, experienced journalists are retiring earlier, leading to a ‘juniorisation’ of 
newsrooms. “But I think for media to be successful going forward, one has to understand and fuse 
online and offline media. And increasingly, as there’s penetration of mobile telephony, as those 
technological platforms become broadband-based, people are going to be accessing their 
information largely through digital means.” 
Importantly, on the telecoms front, is the opportunity presented by being able to ‘leapfrog’ 
technology. Because fixed-line infrastructure was not well rolled out in Africa, the cellular phone 
took over, and exploded. “Today we are the fastest growing market: 500-million mobile phones 
and growing at a tremendous rate. It’s the most pervasive technological platform in Africa (and it 
is) creating economic opportunities. What we’re seeing particularly in a country like Kenya, is a 
way in which that platform is being harnessed to deliver services that the citizens of Kenya want.” 
Governments, institutions and civil society need to co-operate, “in order to create the type of 
economic development that is knowledge-driven, and is data-based. And I think that’s where 
Africa must see its ability. “ 
To watch the full interview, go to http://africanmediainitiative.org/jay-naidoo/ 
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Jay Naidoo on Media & Development in Africa 

http://africanmediainitiative.org/jay-naidoo/
http://africanmediainitiative.org/jay-naidoo/
http://africanmediainitiative.org/jay-naidoo/
http://africanmediainitiative.org/jay-naidoo/
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Must Read News  Media: 
 
Africa Confidential 
 
Guardian Africa 
 
Think Africa Press 
 
Africa is a country 
 
The Africa Report 
 
This is Africa 
 
Forbes Africa 
 
BBC Africa 
 
Essential Africa 
 
Cross Border Information 
 
Global Voices Sub-Saharan Africa 

THE KNOW HOW 

http://www.africa-confidential.com/news
http://www.guardian.co.uk/world/africa/roundup
http://www.thinkafricapress.com/
http://africasacountry.com/
http://www.theafricareport.com/
http://www.thisisafricaonline.com/
http://www.forbesafrica.com/
http://www.bbc.co.uk/news/world/africa/
http://www.essentialafrica.com/
http://www.crossborderinformation.com/news?page=1
http://globalvoicesonline.org/-/world/sub-saharan-africa/
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The Influential, Must-Follow Twitter List: 
 
Olumide Abimbola  @loomnie - economic anthropologist, blogger, consultant and editor.  
 
Gillian Parker  @gillianparker3 - Journalist covering West Africa | The Economist | TIME | Africa 
Report 
 
US Embassy Pretoria  @USEmbPretoria - United States Diplomatic Mission to South Africa 
 
Clayson Monyela  @ClaysonMonyela - SA's head of Public Diplomacy. BrandSA Board Member. 
 
Justice Malala  @justicemalala - Political commentator, media entrepreneur 
 
Patrick Smith  @patrick_africa - Editor-in-Chief of Africa Confidential.  
 
S. Andrew Musoke  @UGzSolution - Chief Strategy Officer - truIT Uganda Ltd. 
 
Lydia Polgreen, NYT  @lpolgreen - New York Times Johannesburg Bureau Chief. 
 
africatechie  @africatechie - African Tech Entrepreneur. Tweet about technology in Africa. 
 
Bate Felix  @BateEtah - Dakar-based West & Central Africa Correspondent for Reuters News. 
 
Mike Smith  @MikeSmith_AFP - AFP's bureau chief for Nigeria, Benin, Togo and Ghana. 
 
Peter Martell  @petermartell - AFP News Editor, East Africa and Indian Ocean. 
 
Riyaad Minty  @Riy - Head of Social Media @ Al Jazeera.  
 
Elsie S. Kanza  @eskanza - Director, Head of Africa at WEF. 

THE KNOW HOW 



 The four letter word we use most often 

Brand, reputation and media analysis services that smart, 
accurate, independent and timeous. That enable you to make 
informed decisions - that give you the know how to grow. Call us to 
get the know how. 
 
T/  +27 11 884-5041 
E/  clientservice@ornicogroup.co.za 
W/  www.ornico.co.za  

 

mailto:clientservice@ornicogroup.co.za
http://www.ornico.co.za/

