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Summary

Discover the Lion

Market Africa — Business Models for the Lion was the seventh in a series of highly interactive
Discover the Lion workshops. In this series STT and NABC offer a tour through the most
dynamic economic sectors in Africa. The workshops are part of the STT foresight study on
Technology in Africa (www.stt.nl/africa) and a service to NABC members, providing sector
specific and up to date information to the participants (www.nabc.nl). Each workshop
comprises of 3-4 short presentations and two hours of group work and personal interaction.
The workshops are generously hosted by companies from the STT and NABC networks. For
more information about past and future Discover the Lion workshops, visit
www.stt.nl/DiscoverTheLion.

Market Africa — Business Models for the Lion

Seeing the potential of African markets is one thing, actually serving that market is quite
another. In this workshop, we explore a number of successful business models for African
markets. Special attention will be given to marketing. To what extent is marketing different in
Africa? Does African marketing exist? Several companies will provide you with the obstacles
and solutions they come across during the development of their business in Africa. These
examples will guide us through our discussions in the second half of the programme, when
we invite you to develop ideas in smaller groups.

Presentations

Three short presentations highlighted different aspects of the topic. Consultant Frans
Bruinzeel outlined the Celtel business model, that enabled the company to roll out mobile
communications for the masses across Africa. Saskia Bosscha & Betty van Breemaat of
Vlisco provided the audience with a insights into how Vlisco’s perspective on Africa is
changing. These changes have significant consequences for the company’s business model.
For Barbantia, Africa is a new, yet quickly evolving market. Jair Ehrhardt of Brabantia
focused on how to find the right partners for building a base in Africa.

Working groups

Three working groups were set up. Each group identified opportunities, obstacles and
solutions concerning their issues.

* Group 1 focused on ‘Working with Partners in Africa’.
* Group 2 discussed ‘Building a Luxury Brand’ in African marketing.
* Group 3 explored ways of ‘Building a Brand for the Masses'.

Keywords mentioned during the discussions were documented on posters. A transcription of
these posters is included in this document. It speaks for itself, that this gives a very limited
impression of the depth of the discussion. Further information is available from the
organizers.
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Dr. Dina Badry
Jonathan Bamber
Yared S. Desta
A.M. Eckhardt
Carla Generaal
Mikal Hallstrup
Sylvaine Herold
Rob van Hove
Amol Jadhav
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Jeremy Stoss
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*The organizers of the BoP conference did not register the affiliations of participants. Therefore our
over view of affiliations is incomplete.



Working Group 1: Working with Partners in Africa
Opportunities

» Knowledge of:
0 Local situations, politics
Legal flexibility + knowledge of legal framework
Language & culture
Reduced labour costs
Local network & biz channels
Strong, trusting relations = good business
Local partners increase credibility
Massive market (consumers)
Relatively large well (academically) educated number of candidates
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Obstacles

Finding local partners
Corruption

Lack of practical experience
Limited partner companies
Identifying qualified partners
Lack of financing
Communication
Infrastructure (in general)
Partner size

YVVVVVVVYVYY

Solutions

» Find partners:

o0 Work with embassy (local)
NGO'’s
Networking
Chamber of Commerce
Other multinationals
Missions
Trade fairs

OoO0Oo0Oo0ooo

Call ministers directly
Zet op je visitekaartje titel directeur



Working Group 2: Building a Luxury Brand
Opportunities

Lack of competition

Power of Africa

Population size: 2009: 1 million / 2050: 2 million
Diaspora

Development (economic)

Image conscious / status

Communication (internet, facebook, etc.)
Growing middle class

Proud to be African

Inhome selling

VVVVVVVVYVYYVYVY

Obstacles

» Low brand awareness
» Logistics

» Copying is illegal

» Retail / distribution channels limited
» Sensitive to trends and fashions

» Life cycle

» Different usage

» Cheap labour (sfiffer)

» Usage for unintended purposes

Solutions

> -



Working Group 3: Building a Brand for the Masses

Opportunities

VVVVVVVYY

Huge / diverse market
Large workforce > growing
Access to internet

Growing middle class
Improving business climate
Freedom of informal market
Large need for infrastructure
Diaspora

Obstacles

VVVVVVYY

Huge / diverse market

China as competitor

Lack of infrastructure

Lack of reliable business partners
Organized crime

Corruption

Legal system / justice system
Lack of information

Solutions

>

Crocs
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Celtel Mobile Telephony:
An African Success Story

Frans Bruinzeel
November 2009

Celtel Summary

Celtel started as MSI Mobile Systems International in 1995 in Uganda

Formed and built by African people and has invested over
$1 billion to bring communications to some 20 million Africans.

In May 2005 Celtel was acquired for $3.4 billion in one of the biggest
corporate deals ever involving a company operating in Sub-Saharan
Africa.

This deal brings Gulf oil money to Africa and puts over $1 billion back
to the Development funds who were major Celtel shareholders
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Africa

Sub-Saharan Africa®

Seeing opportunity

Africa; Unmet Telecom Needs

Pop. (m)®

Western Europe

North America

South East Asia

848
658

As per EMC definition of regions
World Bank

EMC, Dec-2004

Africa excluding Morocco, Algeria, Libya, Tunisia, Egypt and South Africa

GDP per Capita (US$)®) Fixed-Line Penetration®

733
371
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Seeing Opportunity...

Strong Recent Growth and Still Lowest Mobile Penetr
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Mobile ahead of fixed lines in all African markets
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More than 100 mobile networks in operation in Africa in 2004 up from 33 networks in 1995
Increased mobile penetration seen as both a key driver of economic growth and source of revenues by governments
Some African markets (e.g. Gabon 39%) now at other emerging markets’ penetration levels (e.g. Russia, South Africa)

EMC, World Bank

World Average : 27.6%

South  South East Middle
East

Sub-
Saharan
Africa

Africa
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..where others saw only risks

Unstable political environments
Unpredictable economic performance
HIV/Aids

Corruption

Prohibitive taxation and regulation
Outdated technology

Lack of finance

Lack of skilled staff

etc
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Celtel’s Vision

‘Making Life Better’ ‘La Vie en Mieux’

‘Making Life Better’ is the overriding vision that drives us

v" Offer affordable cell phone network
v" Prepaid, in small denominations

v Wide coverage, roaming, borderless One Network

Everyone in the company contributes to making this true
for all our stakeholders

We are driven by our commitment to achieve sustainable
development of telecommunications in Africa

Success depends on our Brand and Employees
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