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AFRICA

IS NOT A COUNTRY

ITS A CONTINENT!




There’'s a new
Africa RisIng









| The
Economist

Africa
rising
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Figure 1: China-Africa trade to keep growing
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Sources: MOFCOM, Standard Chartered Research

Bullding Great Brands



Africa’s biggest partners

Trade with sub-Saharan Africa

2013, $bn

China
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Germany
France
Netherlands
Japan
Britain
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Brazil

Official development assistance

Donors*, 2012, $bn
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Canada
Chinat
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Foreign direct investment
Inflows into Africa, 2012, $bn
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Sources: IMF: OECD; AidData; UNCTAD *0ECD countries and China TLatest estimate
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COCA-COLA COMBANY
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1.
WE ARE
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Urbanisation to reach
62% by 2050
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Source: Accenture report: The Dynamic African Consumer Market



Millions

Africa’s population forecast to
reach almost 2 billion by 2050
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Source: UN Population Division and World Bank, Africa Development Indicators



mmmm Africa GDP (LH) (Smn)
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Emerging and developing Asia |

1

1 L 1
1 Africa 107% |
1 1
[

T rrrerrTrT T L N NN NN NN

World |
[

Brazil |

Russia |

Advanced economies |

10

CAGR 2000-13 CAGR 2014-19

Bullding Great Brands



1990 - 2000 2001 - 2010 2011 - 2020

1990 1992 1994 199¢ 1998 2000 2002 2004 2006 2008 2010 2012 2014 2016 2018 2020

Western/Central Hub

. Eastern Hub Southern Hub
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11 Countries represent 80% of Africa GDP
7\

Markets representing « "% of the continent Markets representing c15% of the continent Market representing 5% of the continent
GDP (based on 2011) GDP (based on 2011) GDP (based on 2011)
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Source: World Economic Outlook Database, Deloitte analysis
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Metropolitan Retail Sales (USD mn)

Metropolitan retail sales development in Sub-Sahara

70 000 T

K=

50 000 -

60 000

40 000 -

|

30 000

20 000

10 000

Sub-Sahara: Metropolitan Retail Sales, 2014-2019 (USD mn)

Nt ‘9"0/0

o
I @
o
2 &
I I I I | [N ? ?

Johannesburg

Lagos Cape Town Luanda Durban Nairobi Kano Ibadan Port Elizabeth  Mombasa

. w2014 2019 &
Source: Planet Retail



Forbes Top 10 Wealthiest Africans

“ ﬂikn Déngute !

Nicky Oppenheimer

0.6

Billion U.S. Dollars

SOUTH EGYFT  NIGERIA
AFRICA

Christoffel Wiese @ 4 Johann Rupert

Billion U.S. D« IJI-JF‘ E:Ilh_nLl . Dollars
Yasseen Mansour Naguilby Sawiris

M:ke A.denuga Patrice Motsepe
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WE ARE
YOUNG



Africa’s Youth Bulge

B Female

Source: US Census Bureau
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Median age is less than 20 years

17.7

16.8 yrs
y 17.6 VIS

yrs
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Yrs191

Age 0—14 yrs
Age 15 —-20yrs

Age 21 - 30

Source: CIA World Fact book (2014)
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2.
WE ARE AT
PEACE



Africa: Regional Trends in Armed Conflict, 1946-2004
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FIGURE 2: THE EASE OF DOING BUSINESS IN DIFFERENT MARKETS

Most African nations are amongst the bottom 25% of 183 countries worldwide for
“ease of doing business”

Quartiles
TOP 10 Worldwide
1 Singapore
2 Hong Kong SAR == 23 Mauritius .... but about 20 nations

3 New Zealand

4 United States

5 Denmark

6 Norway

7 United Kingdom
8 Korea, Rep of

9 Iceland

10 Ireland

E 35 South Africa

compare well with the BRICs
== 45 Rwanda

ICH 46 Tunisia By 84 Zambia

— 54 Botswana

S 63 Ghana

27 78 Namibia

B 94 Morocco == 111 Ethiopia 127 Tanzania

P45 103 Seychelles ~ NS 419 Cape Verde B B 133 Nigeria

BRIC
91 China, POR [l

120 Russian Federation prmee:

126 Brazil ‘-} ——
132 Indi - =ip= 109 Kenya == 123 Uganda Em 135 Sudan
ndia ™ i
— w110 Egypt Eea 124 Swaziland [ B 137 Madagascar

Mozambique, Sierra Leone, Lesotho, Malawi, Mali, Algeria, The Gambia,
Burkina Faso, Liberia, Senegal, Equatorial Guinea, Gabon, Comores,
Mauritania, Cameroon, Togo, S&o Tomé and Principe, Cote d’ Ivoire,
Burundi, Djibouti, Zimbabwe, Angola, Niger, Benin, Buinea-Bissau, DRC,

Guinea, Congo, Rep, Central African Republic, Chad
Source: World Bank
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Financial access in Kenya jumped from less than
5% in 2006 to over 70% in 2010 (World Bank).
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The Bestselling Pan-African Business Magazine South Africa: Milking turning sour
Fallout out from Westgate
At long last, power is privatised

SECTOR FOCUS:ICT IN AFRICA
Unleashing innovation
OIL AND GAS:
Rethinking demand

Bl I SINESS COUNTRY FOCUS: Brazil-Africa
INTERVIEWS WITH

< A0 it Publication  47th Year N 402 Movember 2013 [RELSIETERGATN LD LL]
Tony Elumelu

AFRICAN BUSINESS

WDANf OTEQgEI&E e

Eickn ﬁag NEC

AFRICA'S ow.w
BEST =
BRANDS

Exclusive ranking of
Africa’s most-admired
and valuable brands

TR s
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The Bestselling Pan-African Business Magazine

African
BUSINESS

An IC Publication  481h Year N* 414 December 2014
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Exclusive ranking of Africa's mos
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2014 Brand Africa 100: Africa’s Best Brands
Top 10

Top 10 All Brands Top 10 African Brands

Brand Brand Value Brand Admiration Brand Brand Value Brand Admiration
2014 USDm score 2014 USDm score

®

Samsung 78,752 MTN 635 Woolworths 885 lo 345

Marsavco 42

Microsoft 62,783 Nokia 459 DStv 827
Coca-Cola 33,722 Glo 345 Castle 655 Nile beer 41

Volkswagen 27,062 Tigo 278 Safaricom 357 Dangote 38

Mc Donalds 26,047 Nike 236 Dangote 253 Pick N Pay 26

® Brand Leadership Group Bullding Great Brands



( I"AM A =
| GLoBAL\SEPD &
&

ANTAMIAN |

L
|
e

® Brand Leadership Group Bullding Great Brands



o.
WE ARE
BEAUTIFUL



® Brand Leadership Group Bullding Great Brands







® Brand Leadership Group Bullding Great Brands



® Brand Leadership Group Bullding Great Brands



Il Thinking Local,
Acting Globall.
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CHELSEA CLINTON LIFE TODAY

EAUTIFUL
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| am proud to be African
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80+

80+
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Financis/ ayoes
Frrvate Ranking + {4

WWW.Veslec.com




I-Tikoloshe —

Be very afraid.
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®
I-Tikoloshe —

Be Inspired.
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“*So now | can proudly carry my Ghana-must-go to the airport
without people pitying me.”



Bollywood

3000
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7.
WE ARE
UNIQUE



[6)

Experience crystal
clear sound
It's your time.
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Abenas - Tuesday borns. .
Caring. Friendly. Kind.
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“*Our aim Is to promote co-
operation, innovation and the
exchange of new ideas In
technology so that our products
and technologies continue to
respond to the real needs and
conditions of the continent,”
Samsung Electronics Africa’s
President, Mr. K.K. Park
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BRAND. "
TOP 100

MOST VALUABLE

GLOBAL
BRANDS

Most Valuable Brands

. | Brand

Value SM

182,951

115,985

107,857

95,188

76,651

74,286

73,612

68,870

49,151

47,041

9,273
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Local brands are as competitive as
international ones in markets with
strong local brands

% who agree, “International clothing brands
more fashionable than local bran

Africa

Migeria

Ghana
South
Africa

Kenya
Senega
Angola

Egypt

Ethiopia

Moroceo

Lnding

ber sureey, 2011 and 2012
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COMESA
4.8%
i 6.0%

SADC ~
10,8%
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T 0.5%

ECOWAS’
9.2%
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African MNCs by number of African markets of operation

Ecobank I -

The Pan African Bank

I ::
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Morocco: 6

Attijariwafa Bank
BMCE Bank

Algeria: 2

Cevital
Sonatrach

Tunisia: 2

Groupe Elloumi
Poulina Groupe

Maroc Telecom

Office Chérifien des Phosphates
OMA Group

Royal Air Maroc

Togo: 1
Ecobank

Dangote Grou

Nigeria: 2

United Bank for Africa

Angola: 2

Sonangol

Banco Africano de Investimentos

Egypt:7
Al Ezz Group

CiB

EFG-Hermes

ptair

EF;Ewﬁdy Cables

Orascom Telecom

Orascom Construction Industries

South Africa: 18

Allied Electronics
Anglo American
Aspen Pharmacare
Barloworld

Bidvest Group
Datatec

Imperial Holdings

MTN Group

Murray & Roberts
]

Maspers

Old FI:".n.ll'IELJthl

S.#.Bh:'ﬁller

Sappi

Sasol

Shoprite

Standard Bank Group
Steinhoff International
Vodacom

Sources: Company annual reports; press reports; feune Affigue, 2008; BCG analysis.
Mote: Percentages do not add up to 100 bacause of rounding.
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Split by sector (%)

8 Diversified
Consumer and
retail

Industrial goods

Logistics services
fincluding airlines)

Technology,
telecommunications

Mining and
natural resources

Financial services
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Mobile phone use in Africa

Mobile phone subscriptions (mn) (LH)
Smartphone subscriptions (mn) (LH)
——Mobile phone penetration (users/100 people)

0
2000 2002 2004 2006 2008 2010 2012 2014 2016 2018

Source: World Bank WDI, Informa Telecoms & Media

@ Brand Leadership Group

90
80
70
60
50
40
30
20
10
0

Africa major mobile groups by subscribers 2013 (mn)

MTN I 148.3
I, 118.0
I 5.
I 76.0

I 50.0

B 23

B 2955

Bl 219

B 9.7

M 6.9

Vodafone/com
Orange/FT
Airtel
Etisalat/Moov
Maroc Telecom
Globacom
Orascom
Millicom

Ooredoo/Wataniya

Source: Blycroft 2014
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Internet users per 100 people

Nigeria,
Other, 48.4,
52,31% 20y

Egypt,
29.8,

18% Distribution of Africa’s
_/ internet users (mn, % total )
Morocco,

16.5,
10%
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thebe@ikalafeng.com
@thebeikalafeng

www.ikalafeng.com
ww.brandleadership.com
www.brandafrica.net
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