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It’s almost impossible these days to have a conversation that doesn’t touch on the world of social media. Our 
world in Africa has now passed “the tipping point” where more and cheaper bandwidth, combined with cheaper 
and increasingly versatile mobile devices have been inextricably linked to a universe of highly-functional and user-
friendly platforms. We have been catapulted into a new, digital dimension. It’s a bit like how Alice felt in “Alice in 
Wonderland”.

However, this is no fairy tale. It’s real! People’s lives are changing – for the better, companies are adapting to this 
digital dimension with more enthusiasm than fear and there is a tangible economic stimulus and business impact.

Frontier Advisory and Deloitte hosted an Africa Frontiers Forum event at the Johannesburg Stock Exchange 
(JSE) on the 28th August 2012 to evaluate the economic impact of social media in Africa, how social media is 
evolving in Africa; what difference is it making to businesses and consumers and how different is the social media 
experience in Africa compared to both other emerging and developed markets.

We were delighted to host an eminent panel of experts who shared their views with passion and engaged 
enthusiastically with a large audience.

We would like to thank our panellists for making this event a huge success:

Aki Anastasiou, Presenter, Talk Radio 702
Brett St Clair, Head, New Products Sub-Sahara, Google SA
Jeremy Sampson, Chairman, Interbrand Sampson
Salim Amin, Chairman, A24 Media / Camerapix

The publication summarises the highlights of the Africa Frontiers Forum conversation – including thought leadership 
on social media and its impact on economies and business on the African continent.

Mark Casey  Dr Martyn Davies
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Mobile Consumerism takes centre stage
Africa’s growth story and in particular the rising age 
of consumerism, coupled to the continent’s emerging 
middle class, has resulted in a surge in the use of mobile 
phones. As an aggregate market of 54 countries, 
Africa is currently the second largest mobile phone 
market after Asia, with more than 700 million mobile 
connections. This number is projected to rise to almost 
1 billion mobile connections by 2016 at a compounded 
annual growth rate of more than 30%.

For Africa, the period since mobile penetration figures 
became significant has been characterised by innovation 
and technology-driven value added services (VAS) 
that are increasingly specifically tailored to meet the 
spending and consumption needs of African  
consumers. For example, Kenyan-based Safaricom’s  
M-PESA has, through it’s mobile money transfer 
product, tapped into the “unbanked” portion of the 
population by taking advantage of the country’s high 
mobile penetration levels. Whilst a great case study, 
other countries have learnt that you cannot simply drop 
a solution like M-PESA into another country. Africa is 
made up of 54 countries each with their own market 
dynamics, regulations and consumer behaviour and this 
understanding is critical to the successful deployment of 
any mobile VAS solution.

What are Africa’s Mobile Users consuming?
Driving the uptake of mobile VAS services are key 
themes which subscribers across the continent can 
identify with, for example football and music. In a recent 
survey conducted by Deloitte Digital into mobile content 
consumption across numerous geographies, focusing on 
sports content, some very interesting observations were 
identified including types of content consumers would 
like to receive as well as available methods for payment. 
The survey was conducted using numerous engagement 
platforms with a focus towards WAP (mobile internet) 
enabled connected devices.

Looking at what content consumers would like to 
download, from the completed survey base of 5,793 
participants, the top 5 content streams (listed below in 
figure 2) indicated how consumers have a fascination 
with what sports stars are doing both on and off the 
field and how possibly the subscriber can, via their 
mobile phone, receive a glance into their favourite 
sports stars’ everyday routines.
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Figure 1: Top 5 Content Streams

Sports Content Types
Training tips 
Life on tour 
Sports stars thoughts during the match 
Match preparation tips 
Famous footage

Source: Deloitte Digital Sports Survey, 2012

 
From the same survey base, a primary reason for the 
growth of mobile value added services (VAS) relates to 
the revenue generation potential of value added services 
for mobile operators and content providers alike. 
Availing simple payment mechanisms for subscribers 
is a pillar of mobile VAS. In the sports survey, the 
respondents indicated their preference for purchasing 
mobile content as:

Figure 2: Preferred Payment Mechanisms

Sports Content Payment
Credit Cards
Other
Premium-rated SMS
Mxit
Vouchers

Source: Deloitte Digital Sports Survey, 2012
*Note: The ‘other’ payment method was a ’catch-all’ phrase and 
could also be used for ‘I don‘t want to pay‘

Credit cards ranked highest amongst the surveyed base. 
For subscribers in Africa, premium-rated SMS remains 
a very popular method of payment largely due to no 
dependence on what type of phone the subscriber has. 
An interesting observation was Mxit and customers 
using ‘Mxit Moola’ (Mxit virtual platform currency) to 
pay for mobile content. This is a powerful opportunity 
moving forward in the continent.
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Mobile Data Usage – Africa is a Global Leader
More people on the continent have been introduced 
to the internet via mobile phones and through the 
rollout of mobile internet infrastructure as opposed 
to conventional fixed line connectivity. This comes 
as a result of numerous inhibiting factors, such as 
a lack of investment in fixed ICT infrastructure and 
excessive broadband costs that are not compatible 
with the base of the pyramid structure of the market. 
By “leapfrogging” the need for fixed line internet and 
with the majority of newly activated mobile devices on 
the continent being WAP enabled, Africa has joined the 
wordwide trend that has seen mobile internet outpace 
the growth of fixed line internet. Currently, Africa’s 
mobile data usage amounts to 14.85% of the total 
internet traffic – second only to Asia. 

Figure 3: Mobile Internet Browsing: Percentage of all 
internet traffic (2012)

Continent Percentage of mobile traffic as 
a share of internet traffic

Africa 14.85%

Asia 17.84%

Europe 5.13%

Latin America 2.86%

North America 7.96%

Oceanic Region 7.55%

World-wide 10.01%

Source: Pingdom, 2012

Mobile Consumption driving Social Media
The high and growing amount of traffic generated from 
mobile phones in Africa highlights an important trend 
going forward: namely, that throughout Africa there is 
a vast interest and uptake in social media platforms. For 
example, Facebook has become the most visited website 
on the continent, with African users of the world’s 
largest social networking site standing at an estimated 
44.9 million people. The growing amount of African 
subscribers has prompted Facebook to more specifically 
cater to the expanding African market by starting 
to roll-out local language versions of the website, 
beginning with Swahili. The majority of Facebook logins 
across the continent are from mobile devices. It is 
estimated that over 80% of Facebook logins in Nigeria 
and South Africa are from some form of mobile device.
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Figure 4: Summary of Facebook Membership Across Africa (Top 10)

ALGERIA

3 690 840

35 980 139 10%

MOROCCO

4 715 940

32 272 974 15%

SENEGAL

665 020

12 767 556 5%

GHANA

1 367 820

24 965 816 5%

NIGERIA

5 057 660

162 470 737 3%

TUNISIA

3 113 840

10 673 800 29%

EGYPT

11 468 320

82 536 770 14%

KENYA

1 523 320

41 609 728 4%

CONGO DRC

754 960

67 757 577 1%

SOUTH AFRICA

5 231 020

50 586 757 10%

COUNTRY

Facebook 
Membership

Population Penetration

■ Profiled Country
■ None profiled Country

Source: Social Bakers and World Bank, August 2012 
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As a means to leverage this interest in social media 
– telephony makers in Africa are promoting and 
developing their products with features branded to 
Facebook. For example, Ghana’s mobile network 
operator, Tigo is offering a mobile device, appropriately 
named the “Facebook Phone”, with a feature that gives 
users quick access to the social network.

As the development of mobile infrastructure is still 
progressing, Africa’s uptake to browsing – attributed to 
social media – has been reliant on other technological 
innovations to allow users to circumvent slow load times 
on web pages. Opera Mini – one of the world’s most 
popular browsers for mobile phones – has introduced 
data compression technology which is able to compress 
data by as much as 90%, a powerful function for the 
continent’s users.

Mobile Telephony and Social Media may rid 
Africa of Tyranny
The underlying impact of social media platforms and 
similar applications is that these may – just like the 
introduction of mobile phones previously – revolutionise 
the political and economic development of Africa. As 
such, the “game-changer” effect that the mobile device 
is having across African economies has not yet taken its 
full course as the possibilities for value-adding services 
through social media have only begun to be explored. 

Social media has thus far had numerous implications 
for both African leaders as well as companies with an 
African consumer base. Politically, social media platforms 
played a critical part in the “Arab Spring” revolutions, 
allowing political action to be organized through the 
social networks of people who shared an interest in 
democracy. This ultimately saw the toppling of a number 
of autocratic governments of North African countries 
where freedom of speech was considered limited and 
media expression suppressed. 

Social Media – a Powerful Business Tool for Pan-
African Customer Engagement
Further, companies are increasingly employing social 
media strategies in order to engage more effectively 
with their African consumer target market. These 
strategies, as companies have learned, have not been 
solely about digitally advertising but rather about 
continuous interaction and engagement. This is where 
the real value lies and the trend that we at Deloitte 
are observing is the emergence of Social Business: 
the creation of tangible business results as a result of 
engagement with your community. The community has 
until now been too narrowly defined and has resided in 
the marketing realm within organizations. The real value 
derived from social business is where organizations have 
mapped social media strategies to business strategies. 
Great African examples of these include Kilimo Salama 
mobility based insurance products that are tailored to a 
real market need with Government, private sector and 
farmers collaborating to make a real difference. 

Such has been the effect on Africa, both in social and 
economic terms that “home-grown” platforms have 
been developed to target African users directly. The 
oldest, and most popular of these, is Mxit – a social 
networking and instant messaging platform that has 
an estimated 10 million users in South Africa alone. 
The key to success in the deployment of social business 
and mobility platforms in Africa will be to understand 
the market need in the geographic location, create a 
solution that adds value to your market segment and 
enable it as a platform as a service (Paas). Chat and 
social clients are a dime a dozen – the market has 
moved to Social Business where people go to engage 
and derive value from the interaction. 
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In the context of great growth opportunities, 
how will sustainable value truly be created in 
Africa through social media?

Social media in Africa is very different in that it is not 
being used as an entertainment tool or to consume 
media but rather as a cost-effective communication 
platform. While there are obstacles, such as price of 
mobile phones and price of data, it has prompted 
the likes of Facebook to start structuring deals where 
users can use their applications for free in Africa, thus 
stimulating the uptake and creating these growth 
opportunities.

Is social media going to ensure sustainable 
democracy in Africa?

From a political perspective, social media has the power 
to influence millions of people. The “Arab Spring” 
revolutions serve as the best examples of the powerful 
effect and impact that social media platforms can have. 
However, with the ability to mobilize many people, 
leaders in Africa are starting to take steps to control it, 
especially during election time. Ethiopia’s government, 
for example, blocked the use of SMS services in 2005. 
Similarly, Kenya’s last elections saw voters influenced by 
SMS and in the 2013 election, it is believed that social 
media will play a pivotal role. A concern whether the 
content that is being put out on social media is true or 
not.

Locally-developed social media brands in China, 
such as Renren, Youku and Baidu co-exist 
within established Western platforms. Will the 
equivalent of Facebook and Twitter be developed 
in Africa, for Africans?

The potential does exist for social media platforms to be 
developed in Africa. Mxit and Jamble serve as examples 
of innovation to come out of South Africa. Indeed, 
there are several regions in Africa that have established 
developer communities such as IHub, a socially driven 
developer network. 

Is the impact of social media going to be 
dependent on mobile phone devices?

The success of social media platforms will partially 
depend on how fast consumers across Africa 
continue to adopt the use of mobile phones, 
particularly smartphones. It is estimated that the 
price of smartphones would need to fall to US$70 or 
below in order to see traction gained in the usage of 
smartphones. Innovations around producing phones 
that are heat resistant to adapt to Africa’s climatic 
conditions must be given consideration. With all this 
in place sub-Saharan Africa will likely to see a massive 
boom in the adoption of smartphones.

Will mobile devices play a role in health and 
education in Africa going forward?
Providing local African communication and technology-
based solutions is expected to be on the rise going 
forward, mobile phones will have great potential to be 
a facilitator around solving social issues such as health 
and education with innovations such as M-Profesa in 
Kenya – a mobile-based programme that helps students 
to prepare for their high school entrance examinations. 
Some of the top innovations in Africa have come out of 
countries with weak governance, where people were 
forced to find ways to get by and to innovate, despite 
the lack of institutional support by their governments or 
other institutions. 

Key Insights from the Panel

8             Social Media in Africa



Social media continues to be a great topic for 
conversations and events. We are still at the early stages 
in its life-cycle.

Like with most life-cycles, there are distinct phases. A 
phase that is starting to emerge is the risks applicable 
to the world of social media, and many companies 
are now working on risk mitigation strategies to help 
combat the dangers and risks, some quite apparent and 
some less so.

Examples include the more obvious risks of security 
breaches, legal and reputational risks, etc and then 
some of the less obvious risks such as reduced levels of 
employee productivity and the lack of ROI measurement 
on social media investment.

Deloitte will be issuing a piece of thought leadership 
called “Social Media – a Risk Intelligence Approach” in 
the near future, so please stay connected to the social 
media platforms!

Thoughts for the Future

Figure 5: Social Media risk inventory

There are a number of risks that should be fully managed and understood before organisation 
simplement social networking too extensively.

Mutually dependent and overlapping issues:

Financial

IT Operational

Technical

BusinessRegulatory

ReputationalIndustry 
specific
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On the panel

Aki Anastasiou is the host of Talk Radio 702’s weekly tech show Technobyte and guest columnist for various 
publications. Aki is a self proclaimed Greek Geek, gadgeteer and shares a passion for technology at his  talks 
about social networking and the future of technology. He is a regular guest speaker for many corporates and 
a sought after Master of Ceremonies at Technology and other Conferences across South Africa. His passion for 
technology and keeping abreast of the latest tech trends takes him to various electronic shows around the world. 
Aki’s aim is to make technology easier to understand for everyone on his blog TechEasy.co.za. His other passion is 
traffic and making South Africa’s roads safer. He is the trafficologist on the John Robbie Show every morning on 
Talk Radio 702.

Brett St Clair is Head of New Products Sub Sahara for Google SA Limited.  He has 17 years experience working in 
mobile media and mobile marketing and advertising all over the globe – engineering, implementing and selling 
mobile operator infrastructure from London to Mongolia. After a decade in London, he headed back home to 
Johannesburg, to start his own mobile Media Agency. He then had the privileged of joining Admob one of the 
world’s largest Mobile Advertising Networks as country Manager for the region. Now he get to use his extensive 
experience in the South African and African digital media market Heading up New Products for Google Sub 
Sahara Africa, where he is responsible for the following businesses; Youtube, Mobile Display and Google Plus. He 
has been elected as the South African MMA Co Chair where the goals are to grow the Mobile Marketing market 
space, focusing on measurements, Standards Guidelines and Education. He is also passionately involved in the 
Mobile Monday Johannesburg Council for the past year, where they bring industry minds together and explore 
innovation. His passions are family, freedom, the frenetic buzz of developing mobile technology, fine humour and, 
occasionally, a round or two of golf. 

Jeremy Sampson is the Founder and Group Chairman of the Interbrand Sampson Group, which has been growing 
strong since 1973. He is based in Johannesburg the business hub of Africa, with offices in Nairobi, Kenya and 
Lagos, Nigeria and Cape Town. Jeremy has spent over 40 years working between London and Johannesburg 
and has notched up over 100 creative awards. He has always recognized Africa’s immense potential and 
spearheaded the development of branding of his continent – arguably the most under branded continent in the 
world. Between time spent with clients, Jeremy does much public speaking (from WIPO in Geneva to the Design 
Indaba in Cape Town), as well as lecturing, writing and broadcasting. He holds the title of Visiting Professor at 
the Graduate School of Business, University of Cape Town and has sat on the National Advisory Panel of Vega 
for many years. He also sits on various judging panels and boards. He is a Fellow of the Royal Society of Arts 
and Science (UK). In 2010 he was awarded Financial Mail AdFocus Lifetime Achiever. In both 2010 and 2011 
Interbrand Sampson was awarded Finweek’s AdReview Best Branding and Design Agency of the year. Jeremy’s 
career started after graduating with a BA Honours degree in Visual Communication at Canterbury. His first job 
was with the Observer in London as a designer on colour magazines. He subsequently moved to South Africa to 
join the start up Unimark International in this country, followed by his own design company, Jeremy Sampson 
Associates. He has been a contributing writer to many publications including: Brand Valuation (Interbrand), 
Superbrands (South Africa), History of Brands, Brand Management (Pearson), The SA Handbook of Public 
Relations (two editions), The Annual (Four editions), The SA Encyclopedia of Brands and Branding (around ten 
editions). The Interbrand Group, part of Omnicom has offices in nearly forty offices around the Globe.
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Salim Amin is Chairman of Camerapix, founder and Chairman of The Mohamed Amin Foundation and co-founder 
and Chairman of A24 Media. In 1963, world-renowned photographer, cameraman and publisher, Mohamed 
“Mo” Amin, launched Camerapix from a small shop in Dar es Salaam. From these humble beginnings grew a 
modern, independent media concern with a reputation for delivering world exclusive images and stories at the 
forefront of journalism in Africa. Today, Camerapix employs over 30 media professionals, who operate out of 
its headquarters in Nairobi and an office in London. Camerapix offers its clients a wide array of media services 
including television production, publishing and photography. It is also home to 4 million images of Africa, Asia, 
and the Middle East, and over 8000 hours of unique and historic video footage. The Camerapix Archive is the 
largest visual resource of its kind in Africa Camerapix’s sister company, Camerapix Publishers International, 
produces a series of award winning travel guides, coffee table books, and glossy in-flight magazines. In 1998, 
The Mohamed Amin Foundation was launched to provide would-be African journalists with the tools and 
knowledge to tell local stories to an international audience. In 2004 Pete Murimi of Kenya was the first graduate 
of the “MoForce” to win the prestigious CNN African Journalist of the Year Award, a shining example of the 
quality of training provided at the Foundation. As Executive Producer and Presenter, Salim finished a documentary 
chronicling his father’s life in March 2006 entitled “MO & ME” which has to date won 15 Awards for Best 
Documentary in the United States, Canada, India and on the African Continent, including the Grand Jury Award 
at the New York International Film Festival. The documentary achieved a successful theatrical release in Kenya and 
was screened at the prestigious British Academy of Film and Television Arts (BAFTA), as well as the Cannes Film 
Festival in 2007. In December 2005, Salim began work on the launch of the first 24-hour pan-African News and 
Current Affairs Channel. Africa 24 Media, a precursor to the Channel and Africa’s first online Agency for video 
and stills content, launched in September 2008 (www.a24media.com).In January 2007 Salim was named a Young 
Global Leader by the World Economic Forum in Davos. He is a fellow of the African Leadership Initiative and a 
member of the Aspen Global Leadership Network. In 2010 Salim was one of only 150 people around the world 
invited by President Obama to the Presidential Entrepreneurship Summit in Washington, DC.

Moderated by:

Mark Casey is the Director of Technology, Media and Telecommunications Industry at Deloitte. In the twenty 
eight years that he has been with the firm, Mark Casey has worked out of our Dublin, London and Johannesburg 
offices across most of the firm’s service areas – assurance, risk advisory, corporate finance and consulting. He acts 
as lead client services partner or advisory partner to a number of large, strategic clients of the firm as well as a 
corporate advisor to a number of private and listed companies undertaking M&A.  His clients are predominantly 
multi-national and he has developed a strong network across DTT in all major geographies which enables fast 
access to the right resources. He has focused his efforts on media clients in recent years across a range of 
disciplines, but primarily on M&A.  Mark has helped to create and establish many of the now mature services in 
Deloitte, including SAP risk/controls, IT security and in more recent years, corporate finance advisory. He started 
the firm’s Private Equity group and has a solid knowledge of the operations and structures of private equity firms, 
as well as strong relationships with many of the well-established market-players. Mark is the TMT industry leader 
for Deloitte Southern Africa, he was appointed leader in 2004 to develop TMT business in the region. He has also 
served on the South African Board of Directors from 2000 to 2004.
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