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SMARTER, FASTER:

THE PROBLEM IT SOLVES:

Digital Qual intelligence hubs.

Even faster, more cost effective delivery of our

It’s an always-on digital qual intelligence panel that

digital qual research. Great for on-the-go

gets more efficient every time you use it.

questions and single question qual feedback for

Saving time and money - no need to keep recruiting,

better day-to-day decision making, follow-up

for faster decisions when ever you need it.

research and actionable insights.

SCALE AND EXPERTISE:
Simply leverage our existing Africa OTG Youth hubs. (21-

HOW IT WORKS:

29 y.o Intelligence hubs in South Africa, Nigeria and

With each round of research, we improve the quality

Ghana OR you can design and retain your own brand-

of your respondents, ensuring you are left with only

owned digital qual panel.

the best, fastest responders.
Build your own

Leverage ours

• Vibrand Research constructs bespoke Intelligence Hubs for clients in over 30
African countries.
• To conduct this OTG study we constructed our own Intelligence Hubs in 3 African
countries
• These Hubs curated 15 carefully selected respondents per country
• Field was run via proprietary software that ‘plugs into’ WhatsApp (Total = 45
respondents)
• In order to achieve the best level of feedback we retain the best respondents for
following waves of the study

Africa

• We recruit fresh respondents, where necessary, to ensure we feed in fresh ideas

• We identify key respondents who have an interest or specialization in particular
areas, e.g. fashion, health and then conduct longer interviews, as relevant, with
these respondents as a form of ‘expert or special interest interview’
• The current sample report showcases some of the findings from our first wave of the

OTG.

Our Approach

study, i.e. Lifestyle and Status
• Our 2nd wave currently in progress covers African Identity and Nutrition/health
• Based on client need the study can be expanded into other African countries
• Clients who buy into the study have the option of covering key areas of interest in
subsequent waves

Africa On-the-ground
12 unique, ready-to-go, thematic-led studies across lifestyle, status,
health and African identity across South Africa, Nigeria and Ghana with
a focus on 21-29 year olds.
These are packaged into two reports, each covering 2 themes and 3

countries.
Leveraging our digital qual expertise, proprietary methodologies and
digital qual Intelligence Hubs to deliver:
Ready-to-go reports, packed with
Vibrant human insight,
actionable outcomes and on-going access to our

Africa OTG Intelligence Hubs
for YOUR bespoke research needs.

Sample &
Methodology
• Total of 45 In Depth Interviews:
• 15 per country across 3 African Countries: South Africa, Nigeria &
Ghana
• Conducted via Vibrand’s WhatsApp based platform in August 2019: Each
Interview conducted over the course of two days
• Respondents answered 15 qualitative questions on lifestyle and status with
additional discussions facilitated via skilled moderator probing
• All respondents were screened via an online recruitment questionnaire
• Sample:
• 21-29 years olds
• Mix of male and female
• All selected early adopter and expressive attitudinal statements in
the recruitment questionnaire
• An additional benefit of conducting this study digitally is that we were able
to speak to respondents from a wide range of African cities, i.e. at least 3
different cities/regions per country

30 Actionable
Outcomes:
14 Vibrant Human Insights
6 Communication principles that will
ensure your brand resonates.
6 Insights for brands – a winning formula
for brand building in the African youth
market.
4 Social Implications – how organisations
can help.

To identify key human insights around lifestyle and status
in 3 African markets, i.e. South Africa, Nigeria and Ghana

Specific objectives include:
LIFESTYLE
• To understand the day to day lives of young Africans, their
key relationships, daily activities and socialising, dreams,
goals and frustrations

Report 01
Africa OTG Youth report.

ifestyle & Status
South Africa. Ghana . Nigeria

STATUS
• To understand the meaning of status to the typical
Nigerian/Ghanaian/ South African and how this differs from

the way the 21-29 year old African defines status
• To understand who young Africans aspire to be like and the
reason behind this
• To determine how young Africans see and establish status
within their own social circle
• To identify the relevance of brands as a means for

Full report

conferring status

Human Insights

14 Vibrant
Human Insights
#1 Life is hard in Africa
# 2 Education is the bridge to a better life
#3 The achiever is the hope of their community
#4 Some feel the odds are stacked against them
#5 Strong family support is key for resilience

# 6 Close to home success inspires
#7 “Being the best version of myself” is trending
#8 Status is defined by what you own
#9 Creating a fake life
#10 True African status is based on who you are
#11 Creating an African identify
#12 Personal style trumps being a brand slave
#13 Socialising is about people, not places
#14 In summary….there is a strong tension between dreams and
circumstances

Photo: Respondent in Ghana

Young Africans have bought into
an African version of the
American dream where anyone
can achieve their aspirations and
goals, rising to material success.
Yet, there is a wide gap between

the dream of success and the
harsh realities of daily survival.

#1 Life is hard
in Africa

# 2 Education is the bridge to a better life

Young Africans see education as the bridge to success and a
better life. They aspire to study prestigious courses and work in
successful fields or establish their own business. Many are the
first member of their family to attend university.
However, in the 21-29 year age group there is often a naivete
in terms of the scope of their dreams and the length of time it
can take to accomplish these dreams. As the first family
member on the path to success there is lack of experienced
mentorship from within their family & community.

Photo: Ghanaian respondent attending lectures

The gap between dreams & reality is big
03 THE REALITY

01 THE DREAM
• Many aspire to be successful
professionals (e.g. an engineer, an
attorney, a psychologist) or
entrepreneurs
• They are currently studying, in their first
positions at work, working & studying

03

01

or struggling to find employment

• Some South Africans are studying
part time while working in a lower
level position to the one they desire,
e.g. a receptionist who is saving funds
to do her matric

• They envisage a bright & successful
future

02 THE COMPROMISE
• However, a lack of resources, opportunity or
personal skill gets in the way

• E.g. The Nigerian maths student who didn’t have
the contacts or finance to study Mechatronics
Engineering
• E.g. the Ghanaian nurse who would prefer to be in
engineering, pharmacy or architecture

• Nigerians who are studying, often
work informally or run a small
business to fund their studies, e.g.
being a tailor/dress maker

• Many are looking to do meaningful work

• E.g. The SA student teacher who can’t afford the 7
years study to be a child psychologist

• 21-29 years olds find the path to
success isn’t straight forward and
they have to take many stepping
stones

02

• Ghanaians complete a year of
mandatory national service after
completing their qualification which
gives them initial work experience in
government positions
• In all 3 countries some have to take
the work that is available or make
their own work, rather than do the
work they want to do

Key
Take-Out

21-29 year olds place all their hope in their
qualifications and education in leading them to
success. However, they may not be aware of the
realities and pitfalls of following their chosen path,
e.g. the likelihood of finding employment in their field,
whether they are suited to the career path they have
chosen.
Considering the time and investment they make in

gaining an education, they require guidance prior to
course and career selection.

THE SOCIAL IMPLICATION: PROVIDE
CAREER GUIDANCE
There is an opportunity for organisations to invest in
the future of the community by providing sound
career guidance and support at 3 key points:
1. Engage with schools and colleges to provide

realistic career guidance prior to course selection.
2. Provide students with work exposure
opportunities while studying
3. Provide internship opportunities to help provide
relevant work experience

# 3 The achiever
is the hope of
their community
The African ideal of success is collective, not individual. So
while young Africans aspire to western style success, their
goals are to better not just themselves, but also their
family and the wider community.
This level of expectation places a lot of pressure on the
individual to succeed. The young African feels a
responsibility to carry the expectations and hopes of their
family and the wider community.

Photo: Ghanaian student in healthcare

Personal success is the step to community success
THE GOALS OF YOUNG AFRICANS
Often the immediate goal is career success and getting one’s self established,
while giving back is a longer term goal. However, it is noteworthy that several are
already taking steps towards giving back.

03
02

Giving back to the community is an important goal,
especially for Nigerians and Ghanaians and many of their
plans centre around the desire to give back (see next slide)
Many South Africans aspire to go overseas to work believing
this provides more opportunities & better earning potential.
Note, however, that there is a level of naivete in terms of
expectations, e.g. lifestyle & how much they can earn. Going
overseas to study was a lower level mention in Nigeria.
Several 21-29 year olds have already started a family and
their children are a key priority. Others still aspire to settle
down and start a family. Having one’s one family is a key
goal.
In Nigeria and South Africa many aspire to start their own
business – it is seen as the way to earn more, create
employment for self & others and leave a legacy behind.

01

Many focus their goals on career success with the intention
of gaining both recognition and material assets, e.g. a
property, good car, etc.

05
04

I want to
…build
homes for
orphans
(NG)

I want to
…educate
special needs
kids
(GH)

I want to
…build
boreholes for
clean water
(GH)

Serving the community
is a core value
I want to
…get
healthcare to
needy
children
(GH)

• The desire to give back to the community is strong.

“My dream is to have a home for motherless and
orphaned children, a place where they would not feel
the absence of their parents.”
Female, Port Harcourt, Nigeria
• Many of these respondents see the problems around
them on a regular basis, with several admitting to
growing up with poverty and hardship themselves.

“I grew up in a society where a lot of the youth do not
see themselves climbing the success ladder. They either
resort to drugs, prostitution or other vices.”
Female, Tema, Ghana

I want to
…change as
many lives as
possible
(SA)

• In all markets, but most notable in Nigeria, several
respondents are already involved in some type of
community work, e.g. a volunteer for orphanages (NG),
a volunteer with special needs kids (GH), an NGO AIDS
worker for the LGBTI+ community (SA), etc.
• For some, their primary aim is to alleviate the poverty in
their own family.

Photo: Ghanaian student in healthcare

Key
Take-Out

Young Africans have a strong desire to both succeed
and give back to their community. This desire to give
back is rooted in their community values, as well as
having been surrounded by hardship throughout
their lives.
However, they often lack the personal resources and
skill set needed to live up this desire. As such, this is a

key area where outside help is needed to work with
and empower the young African.

THE BRAND IMPLICATION:
PARTNER WITH COMMUNITIES
Brands that create a genuine partnership in
community building are likely to resonate and
engender brand loyalty in young Africans. A brand
that gives back to the community embodies true

African values.
Brands could consider playing an active role in
empowering young Africans to give back, e.g.
provide volunteer training, assist with skills
development, provide resources, etc.

Disillusionment can set in when faced
with the obstacles of a lack of money
and resources to pursue one’s dreams,
e.g. get an education or start a
business.
In addition, the expectations young
Africans have of themselves (and the
expectations of their family) can be
disappointed if they don’t meet the
high goals set, e.g. the best grades.

#4 Some feel
the odds are
stacked against
them
Photo: Respondent in Ghana

“Sometimes I’m uncertain about the
future. Too many people looking up to
me. I sometimes get frustrated, but I
hide that and pretend it’s okay.”

Getting ahead is hard

Female, Tema, Ghana

LACK OF MONEY
A lack of money is a key
frustration as this prevents young
Africans from achieving their
goals, e.g. finishing studying,
starting a business, buying a
home, travelling, etc.

COMMUNITY STRUGGLES
Nigerians and Ghanaians mention
the sense of helplessness in seeing
other’s struggle, e.g. with poverty,
and not being able to help. They
feel frustrated when affluent
members of the community don’t
step in to help.

HARD ECONOMIC TIMES

01

04

02

03

Many are feeling the stress of the
economic climate, e.g. struggling
with unemployment, finding work,
a job that doesn’t pay well
coupled with cost of living
increases, e.g. food and petrol
price.

PRESSURE TO ACHIEVE
Young Africans feel torn between
the pressure to achieve (both their
own & their family’s expectations)
and the realities that get in the
way of their goals, e.g. not
achieving good grades, not
finding a job, etc.

Key
Take-Out

Young Africans have high ideals, but find their
enthusiasm and drive to succeed is often thwarted by
difficult circumstances and poverty. While they are
pushing to succeed, they struggle to find a way
forward when surrounded by a community that
remains mired in hardship.
As such, they need role models and mentors who have
overcome the odds and are already on the path to

success to provide wisdom and guidance.

THE SOCIAL IMPLICATION: PROVIDE
MENTORSHIP
Organisations can assist young Africans in 2 key ways:
1. Provide communities with relevant role models
from within the organization, e.g. offer talks at
schools and colleges, give access via social media

to a role model who can provide advice and assist
with a road map to success
2. Provide one-on-one mentoring to promising
candidates, e.g. help manage their expectations and
provide career guidance

#5 Strong family
support is key for
resilience
In tough times family relationships are the key to emotional
resilience and perseverance. Often a close-knit family is the main
reason that the young African has been able to rise about their
circumstances and aim for a better future. As such, family
members, e.g. parents, siblings and a spouse are seen as the
most valuable form of emotional support.

Photo: A Nigerian family

“When we were
going through
excruciating poverty
with no one to help, we
(the family) were all we
had and we grew an
inseparable bond.”

Family is key to
survive hardship

Female, Port Harcourt,
Nigeria

FAMILY
Family is pivotal to young Africans and a
key source of strength. Parents have
often sacrificed to give their children a
better life. The family is the source of
unconditional love, support and advice.
Several respondents mention that they
formed a strong bond with their families
by struggling through tough times
together.

“My family and I have
been through tough
times and just grew
closer throughout the
circumstances.”
Male, Bloemfontein,
South Africa

FRIENDS
Friends are a key source of support, but
are mentioned more often in South
Africa than the other markets as key
relationships. Note in this age group
friendships may change due to moving
to a new city to study or find work.
Trust is key to a good friendship as is
support, but friends are a good source
of fun.

“Family is everything in
Ghana, however, there
are most times you find
solace in friends.”
Female, Tema, Ghana

Photos clockwise from top left: Ghanaian family, Nigerian
family, Ghanaian friends, South African friends

Key
Take-Out

21-29 year olds look to the values that helped them
survive and establish strong relationships. They value
the deep bonds they forged during difficult times.
The popular values attached to brands are often more
superficial than the deeper values held by these
Africans. Brand values and personality based on
success, status, popularity, pleasure, fun, etc., may
resonate on one level, but don’t capture the heart of

African values.

THE COMMUNICATION
IMPLICATION: TAP INTO RESILIENCE
Communication is likely to resonate more when it taps
into deeper values that have helped young Africans get
through hardship and become resilient.

As such, values such as loyalty, sacrifice, hard work,
perseverance, trust, dependability, accountability
and responsibility are all values worth exploring when
speaking to young Africans. Note an authentic
expression of these values is key.

# 6 Close to
home success
inspires
All 3 countries admire international achievers, especially
those who use their success for philanthropy. However,
many young Africans look closer to home for inspiration,
admiring local achievers, especially those who have come
from a disadvantaged background, but who beat the odds
to succeed.
These local achievers give young Africans hope that they
too can overcome their backgrounds.

Photo: Aliko Dangote is admired by Nigerians

Role models pave the way
• In the absence of experienced mentorship from within their own community, international and local achievers become a form of distant mentor who give hope

that success is possible. However, many choose people who embody the ultimate success story – a path that is hard to emulate.

INTERNATIONAL
ACHIEVERS
•

A few young South Africans

LOCAL
ACHIEVERS
•

PEOPLE I
KNOW
•

However, in both Ghana and

Some young Africans,

MYSELF

•

More common in South

and Nigerians aspire to be like

Nigeria local achievers who

especially women, choose

Africa, but also mentioned in

international achievers,

have risen above their

role models who are closer to

Nigeria and Ghana is the idea

especially successful African

circumstances inspire, e.g.

home to emulate, e.g. a

of simply wanting to be

Americans, e.g. Oprah,

business success stories.

mother, an aunt, a pastor, a

myself (see next insight).

Nigerians are inspired by

boss, etc.

Rihanna, Denzel Washington.
•

•

•

Bill Gates is a popular

wealthy Nigerians, e.g. males

Hard work, perseverance,

aspiration with Nigerian

aspire to be like Aliko

determination and eventual

males due to his success and

Dangote, a few women

success are all qualities these

philanthropy.

mention Folorunson Alakija.

women would like to
emulate.

Key
Take-Out

Young Africans are exposed to a lot of international
media and brand messaging which focuses on players
and success stories in the international market.
However, many of these success stories lack relevance
in that play out against a 1st world background where
the opportunities, struggles and culture are
different.
21-29 year olds desire relevant role models who have

faced similar odds and struggles to their own. They
need stories that resonate to inspire them.

THE COMMUNICATION
IMPLICATION: USE LOCAL STORIES
Use local stories of success to inspire young Africans.
These stories can work at various levels from everyday
heroes who are making a difference in their immediate
communities, to local achievers who have broken out

of the poverty trap to attain success. Note a key note
needs to be about achievers who give back to the
community. It is key to focus on people, rather than
material wealth.

An emerging trend, especially
in South Africa, is not to
aspire to be like a successful
achiever, but to focus on

#7 ‘Being
the best
version of
myself’ is
trending
Photos:
Top: Nigerian respondent designing fashion
Bottom: SA respondent who uses healthy
ingredients to create health food products

being myself or the ‘best
version of myself’.
Some young Africans no

longer want to copy an
achiever, instead they want to
harness their own strengths
for success.

Forging a new
path
Some young Africans, especially South Africans, appear to be
following personal growth/self-help trends

“I don’t want to aspire to be
like these people (achievers)
because I want to pace my
own way and leave my own
legacy.”

“I aspire to be like me
because I am all I need to
focus on to succeed.”
Female, Cape Town,
South Africa

Male, Bloemfontein, South
Africa

• Several from different backgrounds and different

cities comment that they wish to be ‘the best
version of myself’
• They believe each person should follow their own
path and set their own goals
• The focus is on being unique, being an individual,
standing out from the crowd because of who one is
• While they may look up to achievers, their intention is
to draw on inspiration in order to forge their own
path
• This suggests a rejection of the traditional path to
success and coming up with a more personal

definition of success
But there is dissonance between this idealism and the
tougher everyday reality of earning a living
Photo: South African respondent fishing

“I also post
motivational posts and
sometimes poems on my
Facebook account just to
be different and give
people insight on how they
can be better versions of
themselves.”
Male, Bloemfontein,
South Africa

Key
Take-Out

While 21-29 year olds have shifted the focus away
from imitating achievers to harnessing their own
strengths, they often don’t know how to implement
this. They believe in their own uniqueness, but are
uncertain how to manifest this in the real world.
They experience a strong tension between their high
ideals and who they believe they are vs. the day to
day reality of surviving and trying to earn a living.

THE COMMUNICATION
IMPLICATION: FOCUS ON GROWTH
There is a two-step opportunity here:
1. Focus on messages around the individual’s own
strengths and uniqueness, i.e. their best self. Make
the 21-29 year old the hero of the story and move

away from the unattainable success of celebrities.
2. Use social media messaging to inspire young
Africans. Empower them with the tools to be
their best self, e.g. sponsor motivational speakers,
personal growth workshops, etc.

Young Africans are immersed in society
driven by a western ideal of status.
Material success is key to gain status,
i.e. the type of car a person drives, the
area they live in, the size of property
they own.
Many experience an underlying sense of
depression and disillusionment as this
type of status is beyond their grasp.

#8 Status is
defined by
what you own
Photo: Nigerian respondent who sells ‘designer’ labels

Wealth is status
• These definitions of status are how 21-29 year old Africans feel status is defined by the typical citizen in their country
• Material success is key to status
• Its about showing you have made it, hence
career success and business accomplishments
are key
• Moving in the right circles and knowing the
right people is important
• All of this determines the level of respect a
person receives

• Status is linked to material success, being
influential and knowing the right people
•

A key focus is on the idea of flaunting wealth
and throwing money around, i.e. it is not
enough to be wealthy, but visible displays of
wealth are needed

• Its about living big, i.e. having the most & most
luxurious (cars, properties, businesses, etc.)

• Status is linked to material success in Ghana, but
with a strong community element
• There is a collective focus, i.e. status is linked
to family background and achievement, rather
than only individual success
• The family is important, i.e. where the family
has come from, their level of affluence and the
social standing in the community
• Education can raise a family’s status

“It’s important to most people to have the best
of the best as it’s their way of showing they have
accomplished their goals and have made it.”

“But in the city I live in high status is attributed
to rich and well connected persons…so you have
to be seen spending money and living big.”

Female, Cape Town, South Africa

Female, Onitsha, Nigeria

SOUTH AFRICA

NIGERIA

“Using your wealth to buy the success
ladder…like buying yourself into positions.”
Female, Tema, Ghana

GHANA

Key
Take-Out

For many of these young Africans, the material success
that is played out to them in the media, on social
media, in brand messages, etc, is out of their reach
for the foreseeable future. While they dream of attaining
it, there is a strong feeling that their current life falls
far short of this type of status.
They feel they are letting themselves and their family
down by not having material wealth, which can result

in depression.

THE COMMUNICATION
IMPLICATION: GIVE HOPE
21-29 year olds experience the struggle of
establishing an independent life. They need
encouragement to persevere and hope that their
hard work and struggles are not in vain.

Messaging that focuses on western materialistic
success can heighten disillusionment. Instead stories
that focus on cases where an individual has helped
the community or bettered the community in
achievable ways are likely to inspire.

# 9 Creating a
fake life
Social media and brands are a way to create an illusion of
success not grounded in reality. In the absence of genuine
symbols of material success, some young Africans post
pictures of themselves with status brands, at branded
events, etc to gain status through social media. Using and
wearing knock-offs of designer brands is part of this.
Nigerians refer to this as living a ‘fake life’.

Photo: South African respondent

The Power of
Social Media
Social media has given young Africans an opportunity to
gain status without the need for money
• A young African can create an online presence that

increases their status
• Status is then linked to the number of followers they
have online, the places where they are seen, the
brands they pose in front of, the celebrities they
pose with, etc
• As such, they can achieve a virtual status that is beyond
their physical status
• This approach to status was mentioned more often in
Nigeria
• However, it appears that there is a fine line between
gaining actual status this way, i.e. becoming a

genuine social media influencer vs. being recognised
as an imposter
• Note many of the respondents we spoke to reject this
form of status

“Living a fake life will
definitely not give me
status…there are so many
people online that are
leading people to
destruction, they use what
they don’t own to run in the
face of people.”
Female, Lagos, Nigeria

Key
Take-Out

Premium international brands have high desirability,
hence play into the trend of Creating a Fake Life.
While high desirability is positive for a brand whether
this be high-end fashion or a premium beer, there is a
danger of being associated with a fake life. Brands
that are predominantly used to create a fake life
could suffer a decrease in overall appeal and
perceived desirability, i.e. become linked to the idea

of being an imposter.

THE BRAND IMPLICATION:
AVOID THE FAKE LIFE
Young Africans can see through the façade of the fake
life and the façade of brands associated with a fake
life. This suggests that brand messaging that is built
on a one size fits all international positioning focused

on material status and success could become the
personification of a fake life. A brand carrying an
authentic African message is likely to resonate more
and provide immunity against the fake life.

# 10 True African
status is based on
who you are
While aspiring to material success, many young Africans embrace
status that is rooted in African community and spiritual values.
This type of status is conferred by the immediate community in
which one lives and is based on upholding moral values and
giving back to the community.
It is realistically achievable in that it is based on the character of
the person and his/her actions. Respect within the community for
being a good person is often more attainable than material
success and results in a deeper sense of personal satisfaction.

Photo: Nigerian respondent running children’s church

It’s about giving back
8. I WILL CONTRIBUTE MORE
Many young Africans have high ideals for
giving back to their community in big
ways so the community benefits from
their success.

7. I PLAN FOR THE FUTURE

1. WHO I AM
The young African’s beliefs and values
form the core of who s/he is as a person
and who s/he wants to be.

2. HOW I BEHAVE

The young African’s plans for future
career success include plans to give back
to the community.

The young African’s good name
and moral standing in the
community is key to his/her status.

6. I CAN CONTRIBUTE NOW

3. WHAT I DO

The 21-29 year old has already achieved
a level of status in the community which
provides a sense of personal fulfillment.

Making a contribution to the community
no matter how small is important, e.g.
helping the youth, the poor, etc.

5. I AM RECOGNISED
The community recognise and know the
young African as a valuable community
member, i.e. they confer positive status.

4. THE IMPACT I HAVE
The behavior and actions of the
21-29 year old are seen to have a
positive impact on the community.

“If I am rich and have a lot of money, if I couldn’t help my poor neighbour then it means the money is just for
me which implies I don’t have a higher status than my neighbour.”
Female, Oyo State, Nigeria

Spiritual values
provide inspiration
• In South Africa the focus is more strongly on the
individual
• Being a good person and making a difference in
the lives of others is seen as important
• Its about who a person is & their own sense of
self-value
• There is a strong religious base
• In Nigeria the young African gains respect by
doing good works
• It is important to be a good role model, i.e.
someone others can look up to
• Status is linked to the number of people the
young African impacts in the community
• African status is strongly based in religion
• Traditional values give status to the elderly and
also to those who are married
• Self-respect and self-esteem are based on how
the community views the young African
Photo: Ghanaian respondent who belongs to a group that give talks at high schools. Here
they are visiting a boy’s school.

Key
Take-Out

Many young Africans express passion about serving
and giving back to the community. However, often
this passion is not reflected or played back to them in
the communication and brand messaging that they
are exposed to.
This is a key area where they can achieve and feel
good about themselves, yet communication

reinforcing this definition of success is not common.

THE COMMUNICATION IMPLICATION:
REDEFINE SUCCESS
There is an opportunity for brands to re-define success
by communicating success that is based on African
values. This is a personal, yet collective form of
success where the community confers status on the
individual for being a role model and for their
contribution to the community.

# 11 Creating an
African identity
High end international/western brands remain king for
conferring status as these brands are seen as expensive
and top quality.
However, in South Africa and Nigeria some young Africans
are returning to a more African based identity by choosing
African prints and jewellery by local designers.

Photos: SA respondent wearing jewellery by a local
designer
Nigerian respondent wearing local African print design

African designs carry their own status
• International brands have
status
•

• African designs are trending

•

In Nigeria this is referred to as ‘wearing
natives’. Anakara and Dutch Wax prints are
popular, which may be influenced by the
popularity they have gained on international
run-ways and among celebrities

In technology, international brands offer
both status and durability, i.e. they are
expensive, provide better functionality, are
high quality and last long. In all markets the

“I love wearing natives…it reflects my African
being, it gives me the sweet taste of being
African.”

iPhone remains the pinnacle of aspiration in
Smartphones
•

Both Nigerian and South African
respondents mention the trend in wearing
clothes by local designers esp. African prints

In fashion, international brand names still
dominate as these are well-known,
expensive, high quality and set the wearer
apart as someone who is affluent

•

•

In cars, luxury status brands such as BMW
and Mercedes Benz carry high status due to
the high price tag attached to these brands

Ankara prints

Maxhosa
by
Laduma

Male, Rivers State, Nigeria
•

In South Africa, local designers such as
Maxhosa by Laduma, Dennis Manthata
Designs, Tshepo the Jean Maker are
mentioned for fashion, while The Prince of
Newtown is mentioned for jewellery

• A few young Ghanaians are worried that this focus on international brands is undermining the success of Ghanaian brands

Key
Take-Out

Although international brands still carry the most
weight, young Africans express a desire for brands that
are more relevant to Africa and help them feel pride in
being African.
They want to see their own heritage and culture
played back to them in a way that highlights the value
of all things African.

THE BRAND IMPLICATION:
USE AN AFRICAN LOOK & FEEL
There is an opportunity to use African themes and
designs in a brand’s look, feel and packaging so as to
increase resonance with young Africans. Both
international and local brands that show they respect

the meaning of being African help young Africans feel
a sense of pride in their own culture and heritage. It
is key that this is done authentically, and provides a
modern take on being African.

In tough economic times young Africans
often can’t afford the right fashion &
technology brand names.
Several choose to create an identity based
on developing their own look and sense of
style. They buy quality within their budget.

Their sense of pride is based on being
stylish (rather than a slave to brands),
despite financial challenges.

#12 Personal
style trumps
being a brand
slave
Photo: Nigerian respondent who designs her own fashion

It’s about looking
good within a budget

Male, Durban,
SA

NIGERIANS 03
There are several mentions of designing
one’s own clothes or using a tailor in
Nigeria, suggesting that creating one’s
own sense of style and taking pride in it
is important, especially when lacking
money to buy brand names.
For technology they may buy the best
they can afford and will consider local
Nigerian brands, e.g. Itel.

“Some items look
better together and it’s
not about the cost.
Sometimes an
inexpensive item looks
good with a pricey one.”

GHANAIANS 02
Ghanaians tend to look down on local
Ghanaian brands as being cheaper and
therefore inferior quality. There is a
comment that this has forced local
brands to raise their prices to increase
perceptions of quality & compete with
international brands.

SOUTH AFRICANS 01
Young South Africans often can’t afford
to reject low budget brands, e.g. Mr
Price, so they focus on creating their
own sense of style within their budget.
However, a few admit that once they are
on the career ladder, using the right
brands becomes more important.
Photos clockwise from top left: Nigerian respondent who likes African prints; Nigerian respondent who designs own fashion; South
African respondent who favours local African brands

Key
Take-Out

Young Africans show a level of creativity and ingenuity
in forging a personal style within a tight budget. In
addition, they are prepared to trade down to a more
affordable brand, but find creative ways to make this
brand work for them.

THE BRAND IMPLICATION:
HARNESS INGENUITY
It is key for brands to keep their finger on the pulse to
determine how their brand is being used by young
Africans. Brands that show a level of versatility,
adaptability and ingenuity are likely to have the

advantage. This suggests brands should actively tap
into ingenuity, whether this be running workshops to
help young Africans dress with style within a budget,
or introducing a new model smartphone that is
affordable, yet high on style.

For these young Africans
socialising centres around the
friends and family they are
with, rather than being seen

#13
Socialising is
about
people, not
places
Photos clockwise from top left:
Ghanaian respondent with friends
Nigerian respondent at the beach
SA respondent at a mall with friends
SA respondent out with friends

in the right places.
In tough economic times
young Africans look for

affordable ways to connect
and have fun with their
friends, e.g. house to house
visiting is popular.

Many choose to
socialise at home
RELAXING ON OWN 02

CATCHING UP ON CHORES 01
Weekends are a key time for catching up
on household chores, e.g. cleaning,
laundry, ironing and cooking. Ghanaians
& Nigerians also visit the market to
stock up on food.

Several mention time relaxing on their
own, e.g. reading, listening to music,
chatting to friends via WhatsApp, listening
to the radio, watching movies, social media
newsfeeds & internet streaming.

AT HOME VISITS 03
Visiting friends or family in each other’s
homes is popular in all 3 markets. This is
an affordable and relaxing way to
socialize. South Africa’s mention ‘sit-ins’
as a cheaper way to drink with friends,
i.e. buy own alcohol for @home
consumption. Watching movies with
friends is popular. Males in Ghana and
Nigeria mention playing video games
with friends, e.g. PS4, PES & FIFA.
Photos: Ghanaian friends at home

Soccer is core to
weekend enjoyment
Soccer plays an important role on the weekends for males,
although only a handful admit to playing
• Several mention watching live matches whether this is

at the stadium, a local football pitch or even a game

“I joined a dancing
group in school so I used to
go there and have fun. I
mostly hang out with my
male friends….If we are not
in the house playing video
games, then we’ll be at the
sports centre playing
football or at the bar.”
Male, Kumasi, Ghana

in the nearby park
• Both Ghanaians and Nigerian males mention watching
matches at local DSTV viewing centres
Only South Africans refer to doing various forms of
exercise for both fun and fitness, suggesting exercising
for the sake of fitness is not a priority in the other markets
• Activities such as going to the gym, jogging, walking
and swimming are mentioned for maintaining fitness
• Hiking and walking are activities mentioned by
Capetonians

• Playing cricket, soccer and rugby are further mentions
• Only 2 Ghanaian males mention activities for fun and
fitness, i.e. gym, being part of a local dance group and
playing soccer

Photos: Ghanaian respondent’s soccer team

A Ghanaian dance group

Video: Ghanaian respondent’s dance group

Expensive places are out of
reach
BEACHES & PARKS
Beaches are popular spots to
relax on weekends in coastal
cities in all 3 countries. Parks are
another favourite outdoor spot.

SHOPPING MALLS
These receive moderate
mention as places to go to shop
and hang out with friends.
Going to movies is popular.

BARS & CLUBS

GAME CENTRES
Nigerians mention enjoying game
centres/shops on weekends.

EATING OUT
Eating out at restaurants is
mentioned much more frequently
in South Africa then elsewhere.

CHURCH
Sunday is reserved for church
(especially in Nigeria & Ghana),
and also for family activities.

West African men mention going to bars to chat and drink with friends,
although some abstain from drinking for moral/religious reasons, e.g.
drink soft drinks in a bar. Going clubbing appears to be an occasional
Saturday evening activity– the key appeal is to dance and meet new
people. Several prefer to drink before going out as this is more affordable
+ there is low level concern among SA women of drinks being spiked.
Photos from top clockwise: SA respondent on beach, Nigerians on
beach, South Africans eating out, Nigerians at a game centre

Key
Take-Out

Socialising habits for young Africans reflect their need
to be careful with their disposable income, e.g. group
activities where they can share costs, socializing at
home where entertaining expenses are cheaper.
This suggests that to reach this market brands need to
go the young African and provide them with
socializing opportunities that are both fun and

affordable.

THE BRAND IMPLICATION:
ADJUST TO THE ECONOMIC TIMES
The apparent success of viewing centres for sport in
both Nigeria and Ghana, highlight these markets enjoy
an opportunity for communal socializing and access
to a resource (i.e. DSTV) at a fraction of the cost.

This suggests brands can reach consumers by focusing
on events that are communal, community based and
affordable, that provide an experience otherwise out
of reach, e.g. local concerts, sports events, dancing.

#14 In summary…there is a strong tension
between dreams & circumstances
PUSH FACTORS

PULL FACTORS

Young Africans desire to forge a path to success, but
often are caught between many conflicting dynamics
and the harsh reality of their circumstances.

Family poverty/struggles

Material success

Community poverty/struggles

Best version of myself

Economic climate

Education is seen as opening the door
to success and aspirations, but when
this doesn’t happen young Africans
find themselves without a proven road
map for achieving their dreams.

Desire to give back

Key
Take-Out

Media and brand messaging often plays into and
heightens the tension that young Africans
experience. As such, the communication messages
around them help to sow the seeds of disillusionment,
by promising them a world and a lifestyle that is out of
their reach.
Brands can play a more positive role in the life of the

young African by playing back to them African values
and providing a more real and attainable vision.

THE BRAND IMPLICATION:
ALIGN WITH AFRICAN VALUES
Brands can fulfill a more positive role by highlighting
the value and uniqueness of being African, i.e. make
being African desirable, rather than imposing a model
rooted in western ideals.

Brands can increase resonance with young Africans by
reflecting African values, e.g. the value of the
individual within the community.
Messages focused on who you are not what you own
will inspire.

Implications:
How to connect with
young Africans

Communicate to Africans
REDEFINE SUCCESS

GIVE HOPE

Communicate success based on African values, i.e. a personal, yet
collective form of success that is based on the young African’s standing
within the community and desire to contribute to the community.
Provide hope and encouragement to counter the disillusionment linked to
not living up to western materialistic status, e.g. stories where an individual
has helped the community, bettered the community in achievable ways.

FOCUS ON GROWTH

GIVE VALUE TO
BEING AFRICAN

Focus on messages around the individual’s own strengths and uniqueness,
i.e. their best self. This requires a shift away from focusing on the
unattainable success of international celebrities.
Highlight the value of being African and the uniqueness of being African,
i.e. make being African a desirable quality, rather than imposing
international messaging on the African market.

USE LOCAL STORIES

Use local African stories of success to inspire e.g. these can be stories of
everyday heroes, or local people who have attained success and
contributed to their community. Focus on people, not material wealth.

TAP INTO RESILIENCE

Tap into an authentic expression of deeper African values centred around
resilience for better resonance, e.g. loyalty, sacrifice, hard work,
perseverance, trust, dependability, accountability and responsibility.

Photo: Ghanaian respondent selfie

Insights for
brands

ALIGNING WITH
AFRICAN VALUES
INSPIRING YOUNG
AFRICANS

AFRICAN LOOK & FEEL

BRAND
PARTNERSHIPS

Photo: South Africans socialising

Brands can increase resonance with young Africans by aligning with
African values, e.g. focusing on the value of the individual within the
community, using messages related to who you are not what you own.

Social media messaging can reach young Africans through a focus on
inspiring them to succeed and helping them find ways to be their best self.
There is an opportunity to use African themes and designs in brand
packaging and the brand look and feel in order to increase appeal.
However, this needs to feel authentic and provide a modern take on being
African.
Creating genuine partnerships in community building is likely to enhance
brand loyalty. Brands that use their success to give back to the community
are likely to appeal to young Africans.

AVOID THE FAKE LIFE

Young Africans can see through the façade of the fake life and through the
façade of brands associated with a fake life. This suggests brands need to
focus on authentic African messaging, rather than imposing a one size fits
all international message focused on material status and success.

HARNESS AFRICAN
INGENUITY

Brands that show a level of versatility, adaptability and ingenuity are likely
to have the advantage. Actively tap into ingenuity whether this be running
workshops on how to dress with style on a budget, or a new model
Smartphone that is affordable, yet high on style.

ENTREPRENEURSHIP

SOCIAL IMPLICATIONS –
HOW CAN
ORGANISATIONS HELP?

•

CAREER GUIDANCE
•

•

•

Engage with schools & colleges to
provide realistic career guidance
prior to course selections. Ensure
young Africans are aware of both
employment opportunities and
limitations of their proposed course
Provide work exposure
opportunities while studying for
students to identify if they are in
the right field
Provide internship opportunities to
help provide relevant work
experience

•

Provide training and guidance, e.g.
workshops or mentoring to
aspiring entrepreneurs to help
them establish their own
businesses. Advice on product,
marketing, sales, finance are all
areas where aspiring entrepreneurs
struggle
Take on or mentor a local business
partner/supplier in order to
develop local business and increase
public perceptions of the relevance
and quality of local business
Ghanaian healthcare students who desire to
give back to the community through
healthcare

Nigerian respondent aspiring to fashion
design

COMMUNITY TRAINING
•

MENTORING
•

•

Provide communities with relevant
role models from within the
organisation, e.g. talks at schools,
colleges, access via social media to
provide young Africans with
advice/access to a person who can
assist with a road map to success
One on one mentoring for
promising candidates is relevant,
i.e. to help manage expectations
and provide guidance they will not
receive from within their
community

•

Start up health food brand by a SA
respondent

Play an active role in helping young
Africans give back to the
community, e.g. providing
volunteer training and support
Assist with skills development and
empowerment so young Africans
can go back into their communities
and contribute

the achiever finds it
hard to get ahead.

from within the
community, the
achiever looks to
local success stories
for inspiration. An
emerging trend is
not to imitate, but to
be “my best self”.

Western status ideals
focusing on material
success/wealth are
often out of reach.
Some try to get
around this by
creating an illusion of
status through social
media, and live a
‘fake life’.

04 AFRICAN VALUE

education seen as
the bridge to a better
life. The achiever
becomes the hope of
their family and
community, but often

In the absence of
strong mentorship

03 STATUS TRAP

Daily life is hard in
Africa, with

02 INSPIRATION

01 CHALALENGES

Our findings in a nutshell
A return to African
values may hold the
key. Status is based
on who you are, what
you give back and
not what you own. In
addition, creating an
African identity
restores pride in
being African.

How Vibrand can help
with your research needs

Use a Vibrand Intelligence Hub for your needs
TAILOR MADE HUBS

FORWARD PLANNING

Multiple tailor-made hubs on your
& competitor brands can be

You are able to forward plan for
the year in that the hub is available

established across SA & the rest of
Africa, allowing for near real time
intelligence

to tie into your key deadlines – you
decide how to use the hub based
on your yearly plan

PRE-RECRUITED
A pre-recruited qualitative hub that
is tailor-made to your needs

CO-CREATION
It offers the flexibility of cocreation, i.e. you determine how
and when to use the Hub based on
your individual needs

TIME-SAVING
A pre-established Hub saves you
time for those quick, yet urgent
questions that you need answered
now – it cuts out the need for a
long research process and set-up

ECONOMIES OF SCALE
You use the same respondents for
feedback on more than one research
issue, hence saving recruitment & setup costs

BUDGET AHEAD
You can budget for the Hub at the
beginning of the year and then have the
comfort of knowing it is in place for
your needs during the year

FIND OUT MORE
Hubs are available in over 30
African countries. Contact
info@vibrand.co.za to find out
more

Why choose Vibrand for your Intelligence Hub?

Why choose Vibrand for your Intelligence Hub?
Extensive Pan African experience
We have worked across Africa for 20 years

Scalable Technology
We have built tech plug ins into WhatsApp that
are proprietary and help us run this work

A true team of experts

Our teams (both qual and
quant) have decades of
experience which means we
unlock real human insight
based on in-market expertise
and an intuitive
understanding of the
problems we solve

Research Values
Our experience is grounded in
years of traditional qual so our
digital qual is underpinned by
adherence to strong research
values and providing rich insights

Extensive Digital Qual
We have conducted extensive digital
qual over the past two years and
tuned this to a fine art

Extensive recruitment network
Our recruitment network has
been honed over 20 years of
working in Africa

Vibrand can meet your bespoke research needs
QUALITATIVE
RESEARCH

QUALITATIVE

QUANTITATIVE

Traditional qualitative research across Africa

Bespoke quantitative research

including:

•

• Focus groups
• Immersions
• Deep Consumer Insights
• Ethnography

• B2B Interviews
• F2F interviews across Africa
In addition we offer bespoke digital qual
across Africa

We offer all
forms of
traditional
qualitative
research

We offer
bespoke
quantitative
research

QUANTITATIVE
RESEARCH

•
•
•
•
•
•
•
•

Brand Equity and Brand Perception
Studies
Brand Health Tracking
Brand Customer Satisfaction and Net
Promoter studies
Pack Testing
Ad/Campaign Testing
Concept Testing
Needs-Based Segmentation Studies
Ad-Hoc Research
Sensory Research

Connect with us today.
Brief us by email:
info@vibrand.co.za
Call or WhatsApp our Director Stuart Jones:
+27 (0)82 444 4784
To view our website and shop ready-to-go reports. (Coming soon)
www.vibrand.co.za

SAMRA and ESOMAR accredited, and a certified Level 4 B-BBEE contributor, with a 100% procurement recognition.

