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The American Marketing 
Association defines a 
brand as any feature that 
identifies a company’s 
products and services as 

distinct from those of its competi-
tors. It goes on to state that the con-
cept of a brand has evolved to 
encompass indentify insofar as it 
affects the personality of a product, 
company, or service.

Companies spend millions, if not 
billions, of rands investing in their 
brand to ensure it aligns with their 
stated business objectives. And with 
anything marketing-related, these 
brand campaigns are designed to 
elicit those elusive warm and fuzzy 
feelings amongst end-users to 
ensure that they continue to buy the 
products and services related to that 
specific brand.

It is for this reason that the Brand 
Africa 100 will get the tongues 
 wagging: it is based not on the 
 companies with the biggest market-
ing budgets but rather on what 
c onsumers think. The research uses 
a methodology that encompasses 
qualitative, quantitative and 
 secondary research developed by 
the Brand Leadership Academy in 
partnership with TNS, an inter-
national consumer knowledge and 
information company, and Brand 
Finance, an independent valuation 
consultancy.

Brand Africa 100 is the first survey 
across the continent to explore the 
pan African brands.   “What makes 
this inaugural study unique is that 
it’s not just consumer based or val-

ues based as most studies,” says 
Thebe Ikalafeng, founder and chair-
man of the Brand African initiative.  
“It truly looks at brands that are val-
ued by consumers and investors – 
taking into account their affinity 
with brands and how that translates 
into value for investors.” 

The study recognises the most 
admired international and African 
brands on the continent and is rated 
by consumers across Botswana, the 
DRC, Ghana, Kenya, Nigeria, South 
Africa, Tanzania, Uganda, and 
Zambia.

For the research buffs
“We looked at the most developed 
markets in Africa and focused on 
the urban environments in those 
countries. Respondents were asked 
to name the five local and global 
brands they admired in order. 
Because we did not provide them 
with brand lists, the responses were 
completely spontaneous,” says Neil 
Higgs, senior adviser and head of 
innovation at TNS.

In terms of the methodology, TNS 
calculated a score for each brand 
based on rank sums ( simply the 
sum of all the mentioned ranks for 
each brand). This was obtained by 
multiplying the rank by the number 
of people for each rank. In turn, the 
index was created by taking into 

account the sample and population 
size of each country. A weight was 
then created for each country.

“People were very clear on the top 
20 brands in the Brand Africa 100, 
but thereafter the differences 
between brands decreased,” contin-
ues Higgs.

Curiouser and curiouser
One of the things that quickly grabs 
attention is the fact that Nokia was 
rated as the most admired brand in 
Africa.

“This is a totally different shift 

from what we are seeing happening 
globally with the brand. Nokia has 
been taking a hammering inter-
nationally and is seen to be playing 
catch-up to Apple. Yet in the Brand 
Africa 100, Apple does not even fea-
ture,” says Oliver Schmitz, MD for 
South Africa at Brand Finance.

But he quickly points out that this 
is hardly surprising, given the high-
end target market for Apple devices.

“In Africa, the more basic Nokia 
handsets appeal to a wider segment, 
as people use their mobile phones 
for SMS and other entry-level fea-
tures,” he says.

What digital divide?
In fact, five of the top ten companies 
in Brand Africa 100 are either tele-
coms or electronics companies.

“With brands such as Nokia, MTN, 
Samsung, LG and Globacom featur-
ing in the top ten, it is clear that 
mobile technology is huge in Africa. 
Handsets are important in Africa. 
As bandwidth improves and people 
get access to cheaper smartphones, 
the adoption rates will be even 
quicker,” says Higgs.

He believes that as markets 
mature, mobile content and applica-
tions will gain relevance, with South 
Africa expecting to leapfrog the 
developed market in this regard.

“However, there are many coun-
tries in Africa more advanced than 
South Africa when it comes to bridg-
ing the digital divide. Other African 
countries do not have the same 
bandwidth problems that exist here. 
While feature phones currently 
drive South African mobile adop-
tion, the increasing availability of 
cheap Chinese phones will see this 
change as people jump past laptops 
and on to internet-driven handsets,” 
Higgs continues.

Quality issues
Adding to this is how people per-
ceive the difference in quality 

Brands: Africa 
versus the World

The inaugural Brand Africa 100 report is set 
to get the attention of not only marketers and 
C-level executives, but also consumers who will 
have their perceptions about brands in Africa 
challenged by the findings.

Brands drive 
African wealth

Thebe Ikalafeng

Africa is rising and it is awakening 
greater interest in the continent from 
not only African countries but other 
international markets.

Brand Africa is an initiative to unlock 
and showcase African potential while 
inspiring its growth, reputation and 
competitiveness. It is a brand-driven 
approach which recognises that, in 
the 21st century, brands are an asset 
and a key driver of value for nations 
and corporations alike. One of the 
primary drivers of Africa’s growth lies 
in stimulating thriving African and 
global businesses and brands in Africa. 
Ultimately, consumers are the arbiters 
of that success.

Business is a critical partner in 
building the reputation and creating 
the wealth of nations. Business 
drives the innovation, creates the 
products and services and produces 
the brands and the revenues that 
enable governments to create and 
fund socio-economic services. It is 
not surprising that there is no African 
brand in the top 100 of the various 
global brand ranking tables such 
as Millward Brown Brandz and the 
Interbrand Global Brands. Africa has 
not necessarily been the focus. The has 
always been about what is wrong with 
Africa, rather than what the continent 
is doing right.

The inaugural Brand Africa 100, 
developed by Brand Leadership in 
partnership with TNS, the world’s 
most respected consumer knowledge 
and information company, and 
Brand Finance, a leading brand 
valuation company, ensures that the 
methodology is world-class and the 
results beyond reproach.

While only 33% of the value in 
Brand Africa 100 brands is from 
African brands, it is driven mainly by 
South Africa, Kenyan, and Nigeria 
in the food (13%), beverages (11%), 
telecoms (9%), electronics (10%), 
financial services (7%), apparel (9%) 
and automotive (9%) sectors. MTN, the 
only African brand in Brand Finance 
Global 500’s Top Global Brands, is 
the number one “brand in Africa” 
ahead of global iconic brands such 
as Shell, Coca-Cola, and Toyota. This 
is testament to Africa’s capability to 
build enduring and global brands 
that are inspired and driven by Africa. 
Africa’s reputation and wealth indeed 
are rising.

MTN topped the rankings as the most valued brand in Africa   Photo Credit MTN To Page 3

 The Brand  Africa 100 awards
Brands are unarguably important channels for communicating national identity.  
The value in African brands receiving such accolades is that they help to boost the 
reputation and image of their countries of origin.   This clearly illustrates that strong 
businesses and brands play an important part in the development and growth of 
a country’s economy and reputation. They influence inward FDI, increased trade 
and the growth in stature of their country of origin.   Therefore, building strong 
sustainable business brands benefits not only the companies but the economy of 
the country – by creating a positive environment for investment, job creation and 
prosperity for the citizens.

In this way service and or product brand are critical flagships and drivers of 
economic development.  Support by government and civil society for brands 
that contribute to the reputation of a nation is important. Brands contribute 
to competitiveness for example  financial services brands have contributed 
significantly to South Africa’s global competitiveness.

Thebe 
Ikalafeng




