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1.
WE ARE 

GROWING



RuralUrban

Urbanisation to reach 
62% by 2050

Source: Accenture report: The Dynamic African Consumer Market
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Africa’s population forecast to 
reach almost 2 billion by 2050

Source: UN Population Division and World Bank, Africa Development Indicators









11 Countries represent 80% of Africa GDP



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

Source: Planet Retail

Metropolitan retail sales development in Sub-Sahara



Forbes Top 10 Wealthiest Africans



2.
WE ARE 
YOUNG





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

PEACE







4.
WE ARE  

CREATIVE









Financial access in Kenya jumped from less than 
5% in 2006 to over 70% in 2010 (World Bank).











Top 10 All Brands

Brand Brand Value 
2014 USDm

Apple 104,680

Samsung 78,752

Google 68,620

Microsoft 62,783

Toyota 34,903

Coca-Cola 33,722

BMW 28,962

Volkswagen 27,062

Mitsubishi 26,145

Mc Donalds 26,047

Brand Brand Value 
2014 USDm

MTN 5,381

Woolworths 885

Shoprite 834

DStv 827

Spar 679

Castle 655

Pick N Pay 647

Safaricom 357

Tusker 263

Dangote 253

Brand Admiration 
score

Coca-Cola 827

MTN 635

Samsung 617

Nokia 459

Toyota 432

Glo 345

Adidas 289

Tigo 278

LG 251

Nike 236

Brand Admiration 
score

MTN 635

Glo 345

Tusker 66

Marsavco 42

Tiger Brands 41

Nile beer 41

Shoprite 41

Dangote 38

Toyo Soap 32

Pick N Pay 26

2014 Brand Africa 100:  Africa’s Best Brands  
Top 10 

Top 10 African Brands

Value Admiration Value Admiration





5.
WE ARE  

BEAUTIFUL
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Thinking Local, 
Acting Global.





6.
WE ARE  
PROUD

















i-Tikoloshe –
Be very afraid.





i-Tikoloshe –
Be inspired.





2007
“So now I can proudly carry my Ghana-must-go to the airport 

without people pitying me.”





7.
WE ARE  
UNIQUE







Korean Air Apologizes to Kenya Over 'Primitive Energy' Ad
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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 



8.
WE ARE  

COMPETITIVE







Most Valuable Brands
No. Brand Value  $M Country

1. 182,951

2. 115,985

3. 107,857

4. 95,188

5. 76,651

6. 74,286

7. 73,612

8. 68,870

9. 49,151

10. 47,041

88. 9,273

Source: Milward Brown Top 
 





9.
WE ARE  

INTERDEPENDENT









10.
WE ARE  

CONNECTED







I Like .. 



The challenge for the retailer

93





www.ikalafeng.com
ww.brandleadership.com

www.brandafrica.net

thebe@ikalafeng.com
@thebeikalafeng 
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