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About CEIBS

China Europe International Business School (CEIBS) is a not-for-profit joint venture established in Shanghai in
1994 under an agreement between the Chinese government and the European Commission.

Its joint venture partners are the European Foundation for Management Development (EFMD) and Shanghai
Jiaotong University. The school aims to educate responsible leaders versed in “China Depth, Global Breadth”, with
the vision of “becoming the most respected international business school by linking East and West in teaching,
research, and business practice and by promoting China's social and economic development through high-impact
knowledge creation and dissemination.” Ranked by the Financial Times of London to be among the top 20
Business Schools in the World and the No.l Business School in Asia, CEIBS offers China's largest full-time,
English-taught MBA programme, the world's largest EMBA programme, stand-alone Global EMBA, a part-time
Finance MBA (FMBA) programme, a range of Executive Education programmes and an intensive Ph.D.
programme. Renowned for its academic rigour, CEIBS is the first business school on the Chinese mainland to have
been accredited by both EQUIS and AACSB and the only business school in Asia to have simultaneously made it
to the Financial Times' top 30 list of MBA, EMBA and Executive Education programmes. CEIBS has been
instrumental in nurturing the kind of leaders that have navigated China's economic transformation with distinction.
Since its establishment, the school has become a global meeting place for the world's most influential policymakers,
business executives, as well as leading thinkers and artists.

With the conviction that the conditions in Africa could make its contributions similarly impactful on the continent,
CEIBS commenced the Africa programme in 2008. In Africa, CEIBS is the only top 20 global business school with
an on-the-ground Global Executive MBA where students take core modules in Zurich, Accra, and Shanghai with
global electives in New York, Silicon Valley, Sao Paolo, New Delhi and Munich. The School also offers its
acclaimed Women Entrepreneurship and Leadership for Africa (WELA) programme in Accra and Lagos, an
Advanced Management Programme (AMP) and Owner Director Programme (ODP).

Through neatly two decades of unremitting efforts, and with campuses in Shanghai, Beijing, Shenzhen, Zurich and
Accra, CEIBS has established itself as a globally recognised world-class business school and has a number of
collaborative programmes offered in conjunction with leading global schools like Harvard Business School,
Wharton, IESE, INSEAD and London Business School.

About the Chartered Institute of Management Accountants

The Chartered Institute of Management Accountants (CIMA), founded in 1919, is the world’s leading and largest
professional body of management accountants, with members and students operating in 176 countries, working at
the heart of business. CIMA members and students work in industry, commerce, the public sector and
not-for-profit organisations. CIMA works closely with employers and sponsors leading-edge research, constantly
updating its qualification, professional experience requirements and continuing professional development to ensure
it remains the employers’ choice when recruiting financially-trained business leaders.



About the Association of International Certified Professional Accountants

The Association of International Certified Professional Accountants (the Association) is the most influential body
of professional accountants, combining the strengths of the American Institute of CPAs (AICPA) and The
Chartered Institute of Management Accountants (CIMA) to power opportunity, trust and prosperity for people,
businesses and economies worldwide. It represents 650,000 members and students in public and management
accounting and advocates for the public interest and business sustainability on current and emerging issues. With
broad reach, rigor and resources, the Association advances the reputation, employability and quality of CPAs,
CGMAs and accounting and finance professionals globally.

About the Chartered Global Management Accountant (CGMA) designation

CGMA is the most widely held management accounting designation in the world. It distinguishes more than
150,000 accounting and finance professionals who have advanced proficiency in finance, operations, strategy and
management. In the U.S., the vast majority are also CPAs. The CGMA designation is underpinned by extensive
global research to maintain the highest relevance with employers and develop competencies most in demand.
CGMAs qualify through rigorous education, exam and experience requirements. They must commit to lifelong
education and adhere to a stringent code of ethical conduct. Businesses, governments and nonprofits around the
world trust CGMAs to guide critical decisions that drive strong performance.
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FROM THE RESEARCH TEAM

The African Business Survey has been many years in the making. It has been our goal at CEIBS Africa to produce
data that conveys the pulse of business on the continent, such that businesses are able to reflect on their own
positions and make important decisions on the basis of knowledge. This yeat’s survey, the first edition, was
completed between February and April 2018 by 133 respondents in senior management positions in 15 industries
and 8 countries in Africa. We consider this first survey a pilot attempt at what we hope will grow into a more
in-depth annual project encompassing many more companies, industries and nations across Africa.

We at the Africa campus of China Europe International Business School (CEIBS, Africa) are proud to collaborate
with the Chartered Institute of Management Accountants (CIMA) to make the Africa Business Survey a reality. We
acknowledge CIMA’s generous financial support, without which the project would not have been possible.

The survey is modelled after the China Business Survey, which is published annually by CEIBS Shanghai campus
and is prepared by a team led by Professor Juan Antonio Fernandez. We are deeply thankful to Professor Fernan-
dez and his team, particularly Ms. Maria Puyuelo, for their invaluable guidance and ready assistance in the prepara-
tion and administration of the survey.

Our sincere appreciation goes to all respondents of the survey who generously gave their time and insights. We are
particularly grateful to alumni of CEIBS Africa and members of the school’s extended network whose support has
been invaluable for producing this report.

We take this opportunity to call for participants for the next edition of the survey. We aspire to extend the relevance
and generalizability of subsequent surveys by extending our base of participants as far as possible across the
continent. To participate in the 2019 CEIBS-CIMA African Business Survey, please: fill the form at the following
link: https://goo.gl/forms/JrUlVBTcHez31.7133 or email: gnana@ceibs.edu

Research Team Profiles:

Professor Mathew Tsamenyi is Professor of Management Practice in Accounting at CEIBS
and Executive Director at CEIBS Africa. Mathew has taught at various institutions including
the University of Birmingham, UK, University of Sheffield, UK and City University of Hong
Kong.

Dr. Tsamenyi is the Co-Founding Editor of the Journal of Accounting in Emerging Econo-
mies and also serves on the Editorial Boards of the Accounting, Auditing and Accountability
Journal (AAAJ) and Journal of Accounting and Organizational Change.

In addition, he is Ad-hoc reviewer for several journals including Management Accounting Research, Critical
Perspectives on Accounting, Journal of Accounting Education, and International Business Review. Dr. Mathew
Tsamenyi provides consulting services for various international organizations in the areas of financial analysis,
accounting, performance management, management control systems, etc. His recent international consultancy
experience includes the African Development Bank, United Nations Commission on Trade and Development
(UNCTAD), the Netherlands Universities Foundation for International Cooperation (NUFFIC) and the Central
Bank of Rwanda.

Dr. Tsamenyi has undertaken research funded by various bodies including the Chartered Institute of Management
Accountants (CIMA) to investigate cost management and customer relationship management in the UK and the
Nuffield Foundation. He is a visiting professor in a number of Universities around the world.
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differences in multinational enterprises.
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Enterprise Agency (RvO).
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SPECIAL TOPIC: DIGITAL INNOVATION & THE ROLE OF DIGITAL
MARKETING IN AFRICAN BUSINESS

While Africa may lag behind other regions in key areas such as economic development, democracy and institution-
al efficiency, there is one area in which the continent is growing its status as a worldwide contender: the adoption
and use of digital technologies. This article explores Africa’s digital revolution; first establishing its dependence on
the boom in mobile technologies and examining the responses of traditional businesses to these developments.
Data from the 2018 CEIBS-CIMA Africa Business Survey highlights some of the attitudes and responses of
traditional businesses to adopting digital innovations in their marketing activities.

Several factors account for Africa’s marked ascension to digital dominance. However, one of the continent’s key
drivers is growth in adoption and usage of mobile technologies. Africa is the world’s fastest-growing mobile
phone market. The UN’s International Telecommunication Union (ITU) reported that over 80.8% of Africans
owned a mobile phone in 2016, compared to 71% in 2014.! The Global System for Mobile Communications
Association (GSMA) estimates that Africa’s over 500 million mobile subscribers in 2015 would have burgeoned to
725 million by 2020.2 Mobile phone usage is key to digital innovation in Africa because mobile phones remain the
primary mode on the continent for accessing the internet. Although the I'TU pegged internet penetration in Africa
at 29.3% in 20161, further growth is expected. From the end of 2000 to mid-2017 alone, internet penetration rates
increased 8,500% to connect 31% of the population; this figure is expected to reach 50% before 2027.3 Already,
developments in the needed infrastructure are underway, with an ever-growing network of high-bandwidth
undersea cables enabling countries to upgrade their internet technology. Cities such as Addis Ababa, Nairobi,
Accra and Lagos boast of 4G/LTE bandwidth.!

Despite the foregoing, the transition to Africa’s digital age is not seamless. For instance, though mobile phone
usage continues to rise, the UN reports that many African users are using feature phones, rather than smart
phones which have extended capabilities and internet connectivity features. Majority of Africans are rural dwellers
who can often not afford smart phones. Furthermore, internet connectivity in these areas is limited to non-
existent. Statistics, however, provide evidence for shifts in the twin problems of affordability of smartphones and
limited access to the internet.

In Sub-Saharan Africa alone, smartphone adoption which doubled to 200 million between 2015 and 2017 is
expected to rise further due to increased availability of low-cost smartphones, many costing under $100 a unit.
These changes are expected to drive up mobile data traffic by a factor of twelve by 2022.3 Furthermore, feature
phones are expected to account for only 27% of Africa’s mobile handset market by 2019.1 A pertinent question
remains as to whether rural Africa, quick to acquire the now-affordable and internet-ready smartphones, is
equipped and willing to make use of their enhanced features. However, individuals in all corners of the continent
are already using innovative applications based on Unstructured Supplementary Service Data (USSD) and short

! hitps://www.un.org/africarenewal/magazine/may-july-2017/africa%E2 %80%99s-digital-rise-hooked-innovation

2 https://www.gsma.com/mobileeconomy/africa/

* Ndemo, B., & Weiss, T. (2017). Making Sense of Africa's Emerging Digital Transformation and its Many Futures. Africa Journal of
Management, 3(3-4), 328-347.
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messaging service (SMS) in several aspects of their life and work. The ubiquitous M-Pesa is synonymous with mo-
bile money transactions in Kenya, Tanzania and Uganda. MPedigree assists consumers in Ghana, other West Af-
rican countries and even Asia to verify the authenticity of purchased drugs by sending a text message to a toll-free
number.* Rural consumers’ familiarity with these non-internet based apps may serve as a stepping-stone to the
much broader world of internet-based apps. E-commerce business Jumia, for example, finds that more of its sales
than expected comes from rural areas.*

Patterns in rural areas alone indicate that for any business looking to grow in Africa, digital innovation should be
a primary strategic issue. Urban patterns are, however, even more compelling. A 2010 report by McKinsey & Co.
indicated that at least, 40% of Africans were urban dwellers; with expectations of continued expansion of this
proportion. Furthermore, the number of households with discretionary income is expected to rise 50% by 2020,
with Africa’s top 18 cities having combined spending power of $1.3 trillion by 2030.5 This growth in urbanization
as well as in earnings, coupled with massive drives toward digitization, even at the national level, present immense
opportunities for businesses poised to ride the digital wave. The question therefore remains: to what extent do
businesses in Africa position themselves to benefit from digital innovation? One of the simplest ways for a tradi-
tional business to extend its digital reach is through digital marketing, whereby products and services are marketed
on web-based and mobile-based platforms.

Out of our surveyed companies, 90% (comprising 86% of locally-owned companies and 79% of foreign-owned
companies in the sample), expressed intentions to expand digitization of their business.

Do You Plan To Expand The Digitization Of Your Business?

No Yes

_ percent of Locally_Owned _ percent of Foreign_Owned

* https://www.bloomberg.com/news/photo-essays/2013-05-03/digital-innovation-is-booming-in-africa
® https://www.mckinsey.com/featured-insights/middle-east-and-africa/lions-on-the-move
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Most respondents, consisting of more than half of both locally-owned and foreign-owned companies, spent less
than 5% of their marketing budget on digital marketing in 2017; yet, more than half of respondents had intentions

of increasing their digital marketing budget in 2018.

What Percentage Of Your Marketing Budget Did You Spend On Digital Marketing In 20177
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10-20%

5-10%

Below 5%
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In 2018, What Is Your Plan For Digital Marketing?
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While 54% of locally-owned companies sold their products and services through internet-based platforms, only
39% of foreign-owned firms did so. Out of the 50% of the total respondent base who reported selling on the
internet, 30% reported earning 10 — 20% of their sales online and only 17% generated more than half their sales
on internet-based platforms.

Do You Sell Your Products & Services Through Any Internet-Based Platform?
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The most popular medium for internet-based digital marketing among the half of total respondents who engaged
in it, was their company website. 91% of foreign-owned and 86% of locally-owned companies who utilize
internet-based platforms used their company website. More than half of both foreign- and locally-owned surveyed

companies who sold on internet-based platforms also reported using Facebook.

Which Of The Following Internet-Based Platforms Do You Use?*

Company_website

Facebook

WhatsApp

Other_platform

YouTube

T T T
0 20 40 60 80 100
column percent (base: cases)

_ Locally_Owned _ Foreign_Owned

*Multiple responses allowed

The data above indicates several patterns among surveyed companies. First, although there is an expressed desire
to increase digitization of their business in Africa, many companies do not take advantage of easily-available and
established modes of marketing their business digitally. Among respondents that do engage in internet-based sell-
ing, many more rely on the relatively traditional route of website marketing rather than social media platforms.

The data presented is far from exhaustive, however, examined in light of recent developments in Africa’s digital
progression, businesses operating in the continent must align not only their marketing activities, but also their en-
tire operations with the demands of increasingly tech-savvy African consumers.



SECTION 1: DESCRIPTION OF PARTICIPANTS

1.1  Respondents

In total, 133 respondents completed the survey, with a gender distribution of 39% female and 61% male. They
played varied managerial roles in their respective companies, with the majority of 55 persons (41%) in the top
positions of Chief Executive Officer (CEO), General Manager, Owner, Partner or Chief Representative. Five
other positions were almost evenly distributed; with 18 (14%) persons in Vice President, Vice General Manager,
Director or Assistant General Manager positions; 14 (11%) in Project Manager or Business Development
Manager positions; 13 (10%) in Finance Executive positions; another 13 (10%) in Manufacturing, Operations,
Logistics or Engineering Executive positions; 11 (8%) in HR Executive positions; 4 (3%) in Other positions;
3 (2%) in Marketing Executive or Product Manager positions and the final 2 (2%) functioning as Strategy

Executives.

Figure 1 — What is Your Position in the Company?

CEO/GM/Owner/Partner/Chief Repre
Finance Executive

HR Executive

Manufacturing, Operations, Logis
Marketing Executive or Product M
Other (Please specify)

Project Manager/Business Develop
Strategy Executive

VP/Vice GM/Director/Assistant GM

Most of the respondents (62%) were of Ghanaian nationality, followed by Nigerians (14%), Ethiopians (12%),
Zambians (4%) and Kenyans (3%). Nationals of Canada, England, India, Ivory Coast and the United States of
America (USA), each represented 1% of the sample.




Figure 2 — Which Country Do You Come From?

62

Canada England Ethiopia Ghana India Ivory Coast  Kenya Nigeria USA Zambia

Almost half of the respondents (48%) had 10 — 20 years of work experience; with another large proportion (40%)
having over 20 years of work experience. A similar pattern emerged for in-country work experience, where 47%
reported 10 — 20 years and 28% over 20 years’ experience. Remarkably, 67% of respondents have never worked

overseas and only 11% had 5 or more years’ experience working overseas.

Figure 3 — How Many Years of Total Work Experience Do You Have?
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Figure 4 — How Many Years of Experience Do You Have Working in Your Country of Operation?
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Figure 5 — How Many Years of Overseas Work Experience Do You Have?
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1.2 Represented Companies: Global Operations

Among the companies represented, 99 (74%) were locally owned while 34 (26%) were foreign-owned. 110 (83%)
had headquarters located in Africa, 15 (11%) in Europe, 5 (4%) in Asia and 3 (2%) in the USA. Of the
foreign-owned companies, headquarters were mostly located in other African countries (38%) or European
countries (38%); specifically: Switzerland (12%), UK (12%), South Africa (9%), Germany (9%), Ghana (9%),
France (6%), Greece (3%), Nigeria (3%), Togo (3%), and Zambia (3%).

Figure 6 — Where Is Your Global Headquarters Located?

Africa America Asia Europe

_ percent of Locally_Owned _ percent of Foreign_Owned

In total, 15 industrial categories were represented by the sample. The modal industries were Financials, including
Real Estate Development, Banks, Insurance, Financial Services and Instruments (25%); Consumer Goods and
Services, including Automobiles & Parts, Food & Beverages, Personal & Household Goods and Retail Goods
(18%); and Professional Services, including Management Consultants & Training and Other Business Support
Services (15%). When split by the nature of ownership, that is, whether local- or foreign-owned, distributions were
fairly even.



Figure 7 — What is Your Main Industry of Operation?
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By way of determining size of global operations, participants disclosed the number of employees employed
worldwide by their company. The largest proportion of locally-owned firms (33%) had less than 10 employees.
Conversely, 35% of foreign-owned firms had more than 50,000 employees globally.

Figure 8 — How Many Employees Does Your Company Have Globally?
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Among surveyed companies, operations were concentrated (60%) only in the country of operation.
Locally-owned firms, in particular, operated only in their country of operation (78%); while majority of
foreign-owned firms maintained additional operation in other African countries (24%) or both in and outside
Africa (68%).

Figure 9 — Where Does Your Company Have Operations?

Foreign_Owned Locally_Owned

_ In My Country & Other African Co
_ In and Outside Africa
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Over 70% of surveyed companies considered expansion into Africa important or very important to their
company.

Figure 10 — How Important Is Expansion Into Africa To Your Company?
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1.3 Represented Companies: Local Operations

A majority of the respondents were based in Ghana (63%), followed by Nigeria (15%). Companies from both of
these countries, accounted for a total of 84% of respondents operating in the extractive sector, 80% of

respondents operating in the service sector and 63% of respondents operating in the manufacturing sector.

Figure 11 — Which Country Do You Operate In?
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60% of surveyed companies were constituted as local private companies or private holding companies.

Local state-owned companies or state holding companies, as well as wholly foreign-owned companies each
accounted for 14% of surveyed companies.

Figure 13 — What Is Your Company’s Legal Status In Your Country Of Operation?

Joint Venture

Local private or private holding
Local state-owned company or sta
Other (Please specify)
Representative office

Wholly foreign-owned company

None of the locally-owned businesses surveyed employed more than 50,000 people; most of them (28%)
employing less than 10 individuals. Foreign-owned companies tended to employ more staff, with 35% having
300 — 2,000 employees in the respondent’s country of operation.

Figure 14 — How Many Employees Does Your Company Have In Your Country of Operation?
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The companies surveyed are mostly young; only 15% being over 38 years in operation. 42% have been operating

for 9 — 18 years; and 27% have been in existence for 1 — 8 years.

Figure 15 — Which Year Was the Company Established In Your Country Of Operation?

Before 1980 1980-1989

1990-1999

2000-2009 2010-2017

Analysis by industry reveals that all surveyed companies operating in the Not-for-Profit & Development industry

were 29 — 38 years old. All Healthcare as well as Hospitality companies surveyed were 9 — 18 years old while

Agricultural companies surveyed were among the youngest at 1 — 8 years old.

Figure 16 — Which Year Was the Company Established In Your Country Of Operation? (By Industry)
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SECTION 2: BUSINESS INDICES

2.1 Current & Comparative Performance

Comparatively few surveyed companies (28%) forecasted sales above $50 million. In fact, majority (52%)
expected sales of $10 million or less in 2018.

Figure 17 — What Is The Total Country Sales Forecast For 20187
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Companies were generally optimistic about the turnout of sales in the year 2018 compared to 2017; with 84%
expecting sales to be higher or substantially higher. Locally-owned companies were more optimistic than foreign
ones, overall; 86% of them expecting 2018 sales to be substantially higher or higher than that of 2017, compared
to 75% of foreign-companies reporting the same outlook.

Figure 18 — How Do You Expect Your Company’s Sales In 2018 Compared to 20177
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High levels of optimism may have stemmed from past performance outcomes. In 2017, 70% of companies made
substantially higher or higher sales than in 2016. Locally-owned companies appeared to be the bigger winners,
with 72% of them reporting substantially higher or higher sales in 2017 compared to 2016; and 63% of
foreign-owned companies reporting the same outcome.

Figure 19 — How Was Your Company’s Sales In 2017 Compared to 20167

Substantially Higher Higher Almost the Same Lower Substantially Lower

_ percent of Locally_Owned _ percent of Foreign_Owned

Similar patterns emerged in relation to profitability. 72% of surveyed companies expected country operations in
2018 to be profitable or very profitable. Interestingly, a slightly higher percentage of foreign-owned companies
(76%) expected this positive outcome than locally-owned companies (70%) did. This may suggest that
foreign-companies were slightly more optimistic than locally-owned companied about their ability to keep costs

low.
Figure 20 — How Profitable Do You Consider Your Country Operations in 20187
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A breakdown by industry revealed that all (100%) of companies operating in the Agriculture and Entertainment
industries expected operations in 2018 to be profitable or very profitable. High percentages of companies in the
following industries also expected these optimistic outcomes: Industrials (89%), Financials (84%), Consumer
Goods and Services (83%) and Healthcare (71%). Furthermore, across industries, companies expected their

business to be increasingly successful over the next 5 years.

Figure 21 — How Profitable Do You Consider Your Country Operations in 20187 (By Industry)
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Figure 22 — How Confident Are You About The Success of Your Business? (Next Year & Next 5 Years)
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2.2 Investment Plans

With regard to prioritization in their company’s global investment plan, respondents tended to rank their countries
along the extremes. 30% considered their country to be one among many investment destinations targeted by their
company while 37% considered their country to be the number one investment priority for their company.

Figure 23 — How Does Your Country Rank In Your Company’s Global Investment Plans?
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More foreign- and locally-owned firms had plans of increasing their investments in their countries than otherwise.
However, most foreign-owned firms (26%) planned a modest increase of 1 — 9%.

Figure 24 — Foreign Firms: What Investments Do You Plan For The Next Year In Your Country?
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Local firms were more ambitious with planned increases in investment, with 27% planning an increase of
10 — 19% and 22% planning to increase investment in their country of operation 30% and above.

Figure 25 — Local Firms: What Investments Do You Plan For The Next Year In Your Country?
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61% of locally-owned and 68% of foreign-owned companies had plans to expand outside their country of
operation in the next three years.

Figure 26 — Do You Plan To Invest Outside Your Country In The Next 3 Years?
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Interestingly, expansion plans left relative distributions of investments among regions the same for the surveyed
companies, with the greatest concentration of investments planned for West Africa among both locally-owned

and foreign-owned companies.

Figure 27 — Where are Your Investments In Africa Located?*
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SECTION 3: CHALLENGES & SUCCESS FACTORS

3.1 External Challenges

The largest proportion of foreign-owned companies (68%) cited fierce competition as the greatest external
challenge faced in their country of operation. On the part of locally-owned companies, 49% cited currency

depreciation as the greatest external challenge faced in their country of operation.

Figure 29 — What Are The Greatest External Challenges Facing Your Company In Your Country?*
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A further breakdown of locally-owned companies showed that while majority of local private companies (53%)
consider currency depreciation to be their greatest external challenge, 65% of local state-owned companies

considered government policy to be their greatest external challenge.

Figure 30 — What Are The Greatest External Challenges Facing Your Company In Your Country? (By
Company Type)*
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3.2 Internal Challenges

Of locally-owned companies, 49% reported finding and retaining the right human resources; followed closely by
financing (41%) to be their greatest internal challenge. Among foreign-owned companies, there were two modal
factors, each accounting for 40% that were considered the greatest internal challenge: finding and retaining the
right human resources; and having an internal culture that inhibits innovation and service excellence.

Figure 31 — What Are The Greatest Internal Challenges Facing Your Company In Your Country?*
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Further analysis revealed different opinions between local private and local state-owned companies. Local private
companies considered finding and retaining the right human resources (50%) as well as financing difficulties and
other finance-related problems (42%) as their greatest internal challenges. Local state-owned companies, on the
other hand, were very similar to foreign-owned companies in that they considered finding and retaining the right
human resources; and having an internal culture that inhibits innovation and service excellence (47% each) to be
their greatest internal challenge.

Figure 32 — What Are The Greatest Internal Challenges Facing Your Company In Your Country? (By Company Type)*
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3.3 Success Factors

Among locally-owned companies, social connection (50%) and cost control and operations efficiency (41%) were
considered to be the most important factors for company success. Foreign-owned companies cited: strong
company culture and values (58%), cost control and operations efficiency (55%) and brand and awareness

creation (52%) as the factors most important for their success in-country.

Figure 33 — What Are The Most Important Factors For Your Company’s Success In Your Country?*
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Further analysis of the overall top three success factors, by industry was carried out. All respondents (100%) in
the following industries mentioned social connection and networking among the most important success factors:

Arts & Entertainment, Fashion, Beauty & Design, Healthcare and Hospitality. All hospitality respondents

also

considered cost control an operations efficiency to be an important success factor. Finally, all Arts &
Entertainment respondents considered proper selection and training of employees to be among the most

important factors for success in their country of operation.

Figure 34 — What Are The Most Important Factors For Your Company’s Success In Your Country?* (By Industry)
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SECTION 4: COMPETITIVE ADVANTAGE

4.1 Competitive Intensity

Large proportions of both locally-owned firms (69%) and foreign-owned firms (57%) named local private
companies among their main competitors. Remarkably more foreign-owned companies (60%) considered foreign
competitors among their main competitors. Very few foreign (27%) and locally-owned companies (18%) named
imports as a main source of competition in their country. However, this is attributable to about 83% of
respondents operating in the Service sector.

Figure 35 — Who are Your Main Competitors in Your Country?*
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Majority of both foreign-owned companies (87%) and locally-owned companies (68%) considered the competi-
tive environment in their country to be intense or very intense

Figure 36 — How Intense is the Competition You Are Facing In Your Country?
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Notably, a high percentage of respondents operating within the Industrials industry (88%) reported intense

competition in their country while all respondents in the Hospitality industry reported that competition in their

country was somewhat intense.

Figure 37 — How Intense is the Competition You Are Facing In Your Country? (By Industry)
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4.2 Competitive Advantage

48% of respondents opined that their main foreign competitors thrived on pricing and brand advantages.

Figure 38 — What Is The Competitive Advantage Of Your Main Foreign Competitor In Your Country?*
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Views were more varied about the competitive advantage of local rivals. 39% of respondents were of the view
that the nature of local competitors’ social relationships with the government was a key factor; 34% mentioned
local brand recognition and local pricing; while 32% mentioned the extent of local knowledge and reach.

Figure 39 — What Is The Competitive Advantage Of Your Main Local Competitor In Your Country?*
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SECTION 5: HUMAN RESOURCES

5.1 Turnover & Retention

All categories of surveyed companies reported an increase in labor force over the previous year. Large
proportions of local companies reported increases compared to foreign companies; that is, 59% Of local private
companies and 58% of local state-owned companies compared to 50% of foreign companies.

Figure 40 — BY LEGAL STATUS: The Change In Your Company’s Labor Force In 2018 Vs. 2017 Is:

Decreased Stayed Same Increased

_ percent of Foreign_Comp _ percent of Local_Private_Comp
_ percent of Local_StateOwned_Comp

Industries in which larger proportions of respondents reported increases in labor force over the previous year
include: Arts & Entertainment (100%), Financials (71%), Technology & Telecom (70%), Hospitality (67%) and
Consumer Goods and Services (61%).

Figure 41 — BY INDUSTRY: The Change In Your Company’s Labor Force In 2018 Vs. 2017 Is:
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Analyzing by sector, 58% of Service companies, 53% of Manufacturing companies and 40% of Extractive
companies reported increases in labor force over the previous year.

Figure 42 — BY SECTOR: The Change In Your Company’s Labor Force In 2018 Vs. 2017 Is:

Decreased Stayed Same Increased

_ percent of Extractive _ percent of Manufacturing
_ percent of Service

The pattern of increase in labor force appear to have cartied on from the petiod 2016/2017, when large
proportions of surveyed companies reported low rates of turnover. 67% of local state-owned companies and 54%
of foreign companies reported employee turnover in 2017 compared to 2016 at less than 5%. Notably, the largest

proportion of local private companies (41%) reported employee turnover greater than 20% in 2017, using 2016 as
the baseline

Figure 43 — The Average Employee Turnover Across Levels In 2017 Compared To 2016 Is:
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Average rates of turnover were highest in local private companies among all levels of staff: top management
(12%), middle management (15%), engineering and technical staff (16%), sales staff (22%) and unskilled labor
(20%).

Figure 44 — The Average % Employee Turnover By Level And Legal Status In 2017 Compared To 2016 Is:
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Analyzing by country, average rates of turnover were highest on Nigeria among: top management (22%), middle
management (28%), engineering and technical staff (25%) and unskilled labor (26%); and in Ivory Coast, among
sales staff (43%).

Figure 45 — The Average % Employee Turnover By Level And Country In 2017 Compared To 2016 Is:
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Majority of foreign-owned (76%) and locally-owned companies (64%) report that employees who leave their
companies usually proceed to work for local private-owned companies. Many leavers start their own businesses:
as reported by 54% of locally-owned companies and 40% of foreign-owned companies. Notable proportions of
foreign-owned companies (40%) reported leavers gaining employment in other foreign-owned companies. Few
locally-owned companies (21%) reported leavers gaining employment in foreign-owned companies.

Figure 46 — People Who Leave Your Organization Usually Proceed To:*
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61% of surveyed companies reported that the most efficient measure for retaining employees was developing a
feeling of belonging to the company. Other measures largely cited by respondents as efficient were: creating a
system of rewards and recognition (56%) and offering a good career path in the company (53%).

Figure 47 — What Measures Do You Find Most Efficient In Retaining Employees?*
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Analyzing by company type, the following patterns emerged: 69% of local private companies reported the most

efficient measure to be developing a feeling of belonging to the company. 64% of foreign-owned companies

reported the most efficient measure to be offering a good career path in the company. 55% of local state-owned

companies reported employee coaching and mentoring as well as the provision of training opportunities to be
mist efficient in retaining employees.

Figure 48 — What Measures Do You Find Most Efficient In Retaining Employees? (By Company Type)*
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5.2 Salary Increase

Most foreign-owned companies (44%) and local state-owned companies (50%) recorded average salary increases
in 2017 over 2016 in the range of 11 — 20%. Equal proportions of local private companies (32%) reported in-
creases between 11 — 20% and above 20%.

Figure 49 — The Average Salary Increase Across Levels In 2017 Compared To 2016 Is:
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In 2017, compared to 2016, top management salaries showed the greatest percentage increase in local private
companies (21%). Middle management salaries topped increases in foreign-owned companies (18%), while
state-owned companies Engineering & Technical staff salaries recorded the greatest increases in local-state-owned
companies.

Figure 50 — Average % Salary Increase By Level & Legal Status In 2017 Compared To 2016
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Analyzing by country, average percentage increases in salary were highest on Nigeria among: top management

(27%), middle management (26%), engineering and technical staff (24%) and sales staff (30%); and in Kenya,
among unskilled labor (29%).

Figure 51 — The Average % Salary Increase By Level & Country In 2017 Compared To 2016 Is:
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5.3 Human Resource Challenges

Finding and hiring the right talent was highly cited as a major human resource challenge among foreign-owned
companies (50%), locally-owned companies (62%) and local state-owned companies (42%). Additionally, large
proportions of foreign-owned companies (45%) cited retaining employees as a challenge. while several local
state-owned companies (50%) struggled with generating sufficient loyalty and commitment of staff.

All respondents Agriculture, Consumer Goods, Education, Fashion & Beauty, and Professional Services cited
finding and hiring the right talent as a major challenge. All respondents in Education and Energy cited
commitment and loyalty as major challenges; and finally, all respondents in the Arts & Entertainment industry
cited retention of employees as a major human resource challenge.

Figure 52 — What Are The Major Human Resource Challenges Facing Your Company In Your Country? (By Company Type)
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Figure 53 — What Are The Major Human Resource Challenges Facing Your Company In Your Country? (By Industry)*
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SECTION 6: MARKETING & SALES
6.1 Market Segmentation & Position

While most foreign-owned companies (50%) targeted premium or high-end segments of the market, most
locally-owned companies (66%) targeted middle segments. Interestingly, while most companies selling in the
high-end (72%) and middle segments (62%) planned to increase sales in their respective current segments, most
of those in the low-end segment (46%) had plans of selling more in the middle segment.

Figure 54 — Which Is Your Main Market Segment In Your Country?
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Figure 55 — What Are Your Plans For The Future?
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20% of surveyed companies identified themselves as market leaders, that is, having the largest market share in
their respective industries. Out of these, more than half (51%), comprising 71% of foreign-owned companies and

44% of locally-owned companies, cited their competitive advantage including unique products, technology or
know-how; as the reason for their position.

Compettv_Advantage 51
Price_Qlty_Ratio 40
Mkt_Understanding 40
Distribution_ Network 20
Adapted_Quality 18
Other_Reason_Position 13

Competition_Weak 6

T T T
20 30 40 50
column percent (base: cases)

o
=
o

Figure 57 - MARKET LEADERS: Why Are You In That Position? (Local vs. Foreign)*
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6.2 Marketing & Sales Budget

While 51% of locally-owned companies spent below 5% of their yearly revenue on marketing & sales, the largest
proportion of foreign-owned companies spent 5 — 10%. Notably, 44% of locally-owned and 57% of foreign-
owned firms spent 5% or more of their yearly revenue on marketing & sales. Furthermore, 65% of locally-owned
companies planned to increase their budget over the next year while 46% of foreign companies planned to keep
theirs the same.

Figure 58 — What % Of Yearly Revenue Do You Spend In Marketing & Sales?
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Structuring of clientele did not appear to significantly influence marketing and sales budgeting. Both businesses
selling to individual clients (B2C) and businesses selling to other businesses (B2B) mostly spent below 5% of
yearly revenue on marketing & sales.

Figure 60 — What % Of Yeatly Revenue Do You Spend In Marketing & Sales? (By B2B/B2C)
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Both B2C and B2B businesses mostly planned to increase their marketing budgets the following year; however,
the proportion was larger for B2C (66%) than B2B companies (55%).

Figure 61 — What Are Your Plans For Next Year? (By B2B/B2C)
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Analyzing by industry, all respondents in the Arts & Entertainment industry spent above 10% of yearly revenue on
marketing & sales’ while all respondents in Agriculture and Hospitality spent below 5% of yeatly revenues on
marketing & sales.

Figure 62 — What % Of Yearly Revenue Do You Spend In Marketing & Sales? (By Industry)
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Unsurprisingly, majority of respondents spending above 10% of their yeatly revenue on marketing & sales
operated in the high-end segment (45%).

Figure 63 — What % Of Yearly Revenue Do You Spend In Marketing & Sales? (By Market Segment)
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6.3 Sales & Exports

More than half of the respondents (52%) reported that over 90% of global sales for their company in 2018 was to
be generated from their country of operation. 59% of respondents reported that the percentage of global sales
expected from their country in 2018 was an increase or substantial increase over the previous year’s expectations.

Figure 64 — Percentage of 2018 Expected Global Sales To Be Generated In Your Country:

Less than 2% 9

2-10% 12

11 -30% 8

31-50% 5

51-90% 15

More than 90% 52

I T T T T T
0 10 20 30 40 50

percent

Figure 65 — How Does This Percentage Compare To That Of Last Year?
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Only a minority of surveyed companies, consisting of 21% of locally-owned and 13% of foreign-owned

companies, exported their goods. This is attributable to the large proportion of service companies (83%) in the

sample.

Figure 66 — Does Your Company Export?
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Among those who did exportt, the greatest proportion (39%) reported that exports comprised less than 10% of
total revenue in 2016, with the largest proportion of companies (35%) reporting almost no change in 2017.

Figure 67 — What Was The Percentage of Exports In Total Revenue in 2016?
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Figure 68 — How Do Your Exports In 2017 Compare To 2016?
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Both B2B (53%) and B2C companies (55%) attributed sales success to the development of a strong brand.
Additionally, B2B companies cited the price-quality ratio (48%) while B2C companies named awareness and

advertising campaigns (47%) as well as distribution networks (45%) as important factors for sales success.

Figure 69 — What Are The Most Important Factors For Sales Success In Your Country? (By B2B/B2C)*
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6.4 Marketing Strategies

While most B2B companies (73%) considered client visits to be the most effective marketing activities for their
main business, most B2C companies (64%) cited traditional advertising, including print, radio, television and out-
doot channels.

Figure 70 — Which Marketing Activities Are Most Effective For Your Main Business? (By B2B/B2C)*
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Surprisingly, majority of companies targeting low-end segments (77%) agreed with those of the premium (69%)
in citing client visits as their most effective marketing activity for their main business. Companies serving the
middle segment were spread among the various activities.

Figure 71 — Which Marketing Activities Are Most Effective For Your Main Business? (By Market Segment)*
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6.5 Distribution Network

The largest proportions of local-owned (50%) and foreign-owned (46%) companies rated their distribution
network as sufficient, rather than bad or variations of efficient.

Figure 72 — How Do You Evaluate Your Company’s Distribution Network In Your Country?

Very efficient Efficient Sufficient Bad
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Analyzing by structure of clientele, most B2B (52%) as well as B2C businesses (47%) rated their distribution
networks as sufficient. Notably, more B2C businesses (40%) rated their distribution networks as efficient than
B2B companies (32%).

Figute 73 — How Do You Evaluate Your Company’s Distribution Network In Your Country? (By B2B/B2C)
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Analyzing by market segment, 57% of companies who rated their distribution network as very efficient served the
premium or high-end segment of the market. Companies targeting the middle segment led in ratings of efficient

(53%), sufficient (64%) and bad (60%).

Figure 74 — How Do You Evaluate Your Company’s Distribution Network In Your Country? (By Market Segment)
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All respondents in the Entertainment and Fashion & Beauty industries rated their distribution networks as
efficient; while all companies in Agriculture and Hospitality rated their networks as sufficient.

Figure 75 — How Do You Evaluate Your Company’s Distribution Network In Your Country? (By Industry)
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SECTION 7: GOVERNMENT, LEGAL ENVIRONMENT & CORRUPTION

7.1 Government Relationship & Services

An overwhelming majority of respondents: 93% of foreign-owned and local state-owned companies, as well as
76% of local private companies believe that maintaining relationships with the government and other legal
authorities is either important or very important for the success of their business.

Figure 76 — How Important Are Relationships With The Authorities?

64 64
o
©
- percent of Foreign_Comp
- percent of Local_StateOwned_Comp
- percent of Local_Private_Comp
o |
=
o
N
7
3
0 0
o - [
Very important Important Good but not important Not important

Out of the 3% of local private companies who thought relationships with authorities were not that important,
half (50%) operated in the Consumer Goods and Services Industry and the other half in the Technology &
Telecom industry.

Figure 77 — How Important Are Relationships With The Authorities? (By Industry)
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Most respondents (39%) reported neither satisfaction nor dissatisfaction with the services provided by
government and related agencies. A larger proportion, however, reported dissatisfaction (31%) than satisfaction

(23%).

Figure 78 — How Satisfied Are You With The Services Provided By Government & Related Agencies?
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Foreign-owned companies reported the following as their greatest concerns regarding the government and legal
environment: corruption (61%), stricter and more difficult regulations to fulfil (32%) and macroeconomic policy
adjustment (29%) and regional disparity (29%). Locally-owned companies were most concerned about corruption
(49%), regulations (30%); and macroeconomic policy (30%), as well as inadequate power supply (29%).

Figure 79 — What Are Your Main Concerns Regarding The Government & Legal Environment?*
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7.2 Corruption

68% of surveyed companies perceive the level of corruption in their country of operation to be serious.

Figure 80 — How Serious Is Corruption In Your Country In General?
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Opinions were more split about the level of corruption within industries. 62% of surveyed companies reported
moderate or minor corruption in their industries compared to 28% who said it is serious.

Figure 81 — How Serious Is Corruption In Your Industry?
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While 46% of local private companies reported corruption in their industries to be moderate, 36% of foreign-
owned companies reported it to be minor.

Figure 82 — How Serious Is Corruption In Your Industry? (By Company Type)
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Industries which had the highest proportions of respondents reporting serious corruption were: Energy (67%),
Agriculture (50%), Basic Materials (50%) and Industrials (50%0).

Figure 83 — How Serious Is Corruption In Your Industry? (By Industry)
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The largest proportions of foreign-owned companies (57%), local private companies (65%) and local state-owned
companies (71%) believed there had been neither improvement nor deterioration in levels of corruption in their

industries compared to the previous year.

Figure 84 — How Is Corruption In Your Industry Compared To Last Year? (by Company Type)
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To participate in the 2019 CEIBS-CIMA African Business Survey, please: fill the form at the following link:
https://goo.gl/forms/JrUlvBTcHez31.7133 or email: gnana@ceibs.edu
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