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Africa is a big market

DEMOGRAPHICS 1‘ i B

Total Population

CONSUMPTION $5°6T

Business
opportunities by
2025

DIGITAL 527 M

Internet Users

Source: WorldBank, McKinsey & GSMA

50%

Urban residents
by 2025

$1.5T

Total GDP

425M

Mobile Users

Hilton Zanzibar | Zanzibar Island (East Africa)



Africa is not informal, informal is Africa %1 Kasi

83% Employment in Africa is informal
25 to 65% of GDP in Africa
30 to 40% Young unemployment in Africa

40 M SMEs operating in the informal economy



Africa is a $2.6T consumer market. 1 Kasi

I' NS I GHT

= Consumer data is at the heart of your business
=  Effective consumer research in Africa has evolved

= The way African consumers spend is changing

= |ts critical to understand and connect with the
African consumer

Marakech Market | Africa @ Corbis



Every industry is impacted

DIGITAL BANKING

Literacy, Cash
management, Payment,
Money transfer,

CONSUMER
\MFS GOODs
—W%

L2

Retail, Apparel, Shopping
malls, Fashion,

Electronics Insurance

HEALTH & .ommm. TECHNOLOGY
WELLNESS E E Manufacturing, Robotics,
Pharma, Medical care, eraet égrl—busmess,
Diagnostic, Exercise, Diet onstruction

Manufacturing factory (Ethiopia)



What it takes to win in Africa?

= High growth companies are moving away from
guessing consumer habits and needs

= There is no success in Africa without local insights

= That's why the best brands strategize differently
when it comes to Africa

= Only a few will thrive, and size doesn’'t matter
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THE RABBIT

“Prospectors” who dig
to understand
customer problems and
contexts

THE ELEPHANT
“Analyzers” who track
frends and take a long

view to transform their
markefts

-

THE CHEETAH

“Reactors” who
respond and adjust
quickly given new sets
of problems and
opportunities




The power of local data and insights

= The winners unlock the value of data to solve the
right problem

= They build relevant and valuable products and
services

= Data impacts every part of their businesses

= They adopt a customer-centric approach in Africa

#SMARTDATA, #PRICINGMODEL
#MARKETING STRATEQGY,
#SALESAPPROACH,
#HEXISTINGCOMPETITION, #SURVIVAL

Cheetah running | Africa @ Corbis



It's the only way to win in Africa

TODAY

400

Companies with
Annual Revenue of
$1B in Africa

169

Companies with Annual
Revenue of $1B in
Canada (2014)
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2025

600

Companies with
Annual Revenue of
$1B in Africa

200

Companies with
Annual Revenue of
$1B in Canada

Dar Es Salaam, Tanzania (East Africa)



Z1 Kasi

Marketing used to be about
creating a myth and selling it
and is now about finding a truth
and sharing it.

Marc Mathieu | SVP Marketing Unilever




What is market research?

The systematic and objective collection and interpretation of
data to help reduce risk in marketing decision.

YWhat can we
find out?

Systematic

and
objective >
data

collection

What does it
mean?

Inferences
onand
interpretation
of the data

What should
we do?

Recommendations
ar options on the
courses of action

7

Kasi

I' NS I GHT

10



Market research objectives

Market research can be used
to help organisations grow by
finding new markets for their
products or new products for
their markets.

M ew
products

Existing
products

71 Kasi

M arket research can
showy the likelihood of
adoption of new
products

Market research can
show un-met needs and
provide an
understanding of
unfamiliar markets

M arket research can
measure customer
satisfaction to find out
howto maintain a
competitive edge

Market research can find
new terrtories for
products or services

Existing
markets

New
markets

n



Market research design

The building blocks of intelligence — which includes
secondary as well as primary data. Quant and Qual

applications.

Internal fact

External fact

Internal
opinion

External
opinion

Improvement

in accuracy.

<« Qualitative__,
Research

The Grey
Area
- qual/quant

71 Kasi

Quantitative
Research

50

200
Number of interviews
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How to choose the right framework

The research method that
Is chosen to achieve the
objectives is usually a
compromise between the
accuracy and detail of the
information required, the
budget that is available
and the timetable.

Research Aims And
Objectives
1

Detailed Information
Requirements

|

71 Kasi

|

Primary Research
(Fieldwork)

]

Qualitative Research
(Depth interviews;
focus groups)

|

Secondary Research
(Desk Research)
I

Quantitative Research

(Large sample of
interviews)

|

Sampling

I

Data Collection
Methods

J

Data Processing &
Analysis

|

Reporting
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Role of research through product life cycle

Primary research is
iImportant and relevant
earlier in the product life
cycle while secondary
research importance is
higher later in the life
cycle of a product.

Sales

71 Kasi

Pre birth/ Youth leading Maturity leading Old age leading
Introduction to growth to slow down to decline
Time
Market assessment I Channel analysis I [ Brand positioning New market entry
studies studies
Promotional Needs based
[ Needs analysis l research segmentation Acquisition and
diversification
[ Pricing research l Customer Studios
satisfaction
l Compeltitor research I
Use & attitude
surveys

< Secondary research plays an important role at the beginning of the life cycle

Primary research plays an important role throughout the life cycle >—
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Methods of data collection

Face to face
interviews

Telephone
interviews

Observation

/

L

Research
Methods

AN LN
s el

Hall tests & clinics

questionnaires

Self-completion

Desk research

e

Focus groups &
depth interviews

71 Kasi
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Sampling methods

71 Kasi

The objective here is to identify the characteristics of the population under
investigation and to decide how many should be interviewed. You can't
interview everybody. It will be very expensive and not efficient.

Sampling Methods

I

v .
Probability Sampling Non-Probability Sampling
| |
N N v v
Stratified Random Simple Random Quota Sampling Judgement Sampling
Sampling Sampling (specifying the number of (choosing a sample of

(breaking the sample into
groups or strata
according to some
characteristic and then
choosing respondents at
random from within these
groups)

(choosing all respondents
at random from one
database )

peopie to be interviewed
with specified
characteristics such as
age or income )

people or companies that
you would like to hear
from for some reason)

Low variability

Variability of
response

High variability R
30 200 500 1,000
Size of sample (number of interviews)
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Z1 Kasi

The rise of decision intelligence
or market research at the speed

of business and the agility of the
informal




The rise of decision intelligence (market research 2.0) %1 Kasi

Market research adapted to the informal economies

GDP
Inflation
FDI

Market Data

Bottom up

Macro Data

Top down

(- 18



Case 1: Consumer confidence in Kenya %1 Kq si

Tracking the real economy every month

While GDP estimates for 2020 are available the actual GDP reading from the Kasi Consumer Confidence index tracked the impact of the pandemic in
central bank of Kenya is for 2019 Kenya, month over month.

Unfortunately, the GDP won't capture the intra month volatility and the full CCIl YoY change is only 4% (+4 in January 2020 to 0 in December 2020) But
impact of the pandemic. the volatility was massive infra month as the pandemic disrupted

consumers habits and lives.

10

Macro Data -
Top down 5 4 ;O 13
" Actual GDP .

(2019)

2020-01 2020-03 2020-05 2020-07 2020-09 2020-11

Source: Central Bank of Kenya Source: Kasi CCl (Kenya) - Index of Consumer Senfiment (ICS) - 2020

Market Data Bottom up

f R



Case 2: Retail intelligence in Nigeria %1 Kasi

Unlocking opportunities from the pandemic

the word at around 1%.
Our data shows that seven months later, consumer demand and purchase

Obstacles to insurance market growth include consumer awareness, lax intent for financial products have shifted significantly. Amongst the products
enforcement of mandatory coverage laws and new proposed capital that saw an acceleration of the demand, insurance products' demand grew
requirements. 20% followed by investment products at 16%.

Insurance products grew 20% since April 2020
MOBILE
MOMEY

INSURAMNCE
+15 SAVING 13

PRODUCTS DAY TO DAY 11 ACCOUNTS
Macro Data +20 . BANKING LOANS "
+5 +6
2 1 1] 3
— EX
Top down O ! . -
5 -5 CREDIT
-7 -7

CARDS
INVESTMENT -1
PRODULCTS :;::r'r: E(?[S;
INnsurance

penetfration mApr20 = Now20
rate ) T B Ry C ha

Source: PWC report

Market Data Bottom up




Win with Confidence

Find us on social media:

° Kasiinsight.com @kasiinsight o kasiinsight kasiinsight o KASlinsightinc

71 Kasi


https://www.kasiinsight.com/
https://www.linkedin.com/company/kasiinsight
https://twitter.com/kasiinsight
https://instagram.com/kasiinsight
https://www.facebook.com/KASIinsightinc/
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