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PRESENTER... JOHN KOURKOUTAS
• Materials Scientist, MBA in operations 

management, Secretary of the Zambian 
consulate in Greece (10+ years of experience 
in Africa in management and business 
development in 22 countries)

• 13+ years working experience, 4 in Zambia, 
the rest all over Africa. General Manager, 
Continent Manager, MD of an 
Exports&Business Development agency since 
2016. 

• Expertise in sales / marketing / management / 
international pan-African business 
development. Advisor to many Africa related 
organizations in Greece.
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OUR SERVICES 
Consulting & Execution

EXPORTS BUSINESS 
DEVELOPMENT

TRAINING BRANDING

IMPORTS MARKET 
INTELIGENCE

We provide a wide range of consulting and execution services,

customized to your needs, top to bottom, starting from the

basics up to full outsourcing of your exports department.

EXPORT DEPARTMENT 
SETUP EXPORT PLAN

COMPANY SETUP GOLDEN VISA



PRESENTATION OUTLINE
• General Facts (in order to set a ground for the presentation)

• Graphs and numbers
• Interesting Maps

• Why to do business with Africa

• The African behavior and mindset
• Business/Consumer
• Wholesale/Retail

• The correct approach 
• How to enter the African Markets
• How to be successful and grow your market share
• Supply Chain
• What to do and not to do
• Pricing
• Marketing
• Preparations
• Pitfalls

• Case Studies
• Of successful companies
• Of African Countries
• Of countries doing business in Africa
• Of sectors



AFRICA
• Area: 30,370,000 km2, 2nd

• Population:1.2 bl, 2nd

• Countries: 54 (and 2 
disputed)

• Languages: 1250-3000 
native languages!!!







OTHER INTERESTING FACTS
• All of Africa was colonized by foreign powers during the 

“scramble for Africa”, except Ethiopia and Liberia.

• Arabic is spoken by 170 million people in the continent, 
followed in popularity by English (130 million), Swahili (100), 
French (115), Berber(Morocco) (50), Hausa (Niger, Chad) (50), 
Portuguese (20) and Spanish (Guinea) (10).

• The continent has the largest reserves of precious metals with 
over 40% of the gold reserves, over 60% of the cobalt, and 90% 
of the platinum reserves.



INDEPENDENCY



THE CHINESE FACTOR
• China is Africa’s top trade 

partner with Sino-African trade 
volumes now nearing $200 billion 
per year.

• China’s direct investment in Africa 
exceeds $50 billion.

• Neocolonialism is a real threat with 
over 1 million Chinese citizens in 
the African continent. Angola 
alone has a population of over 
350,000 Chinese.









THE TURKISH EXAMPLE
• The strategic presence of France, the US and the UK in Africa 

over more than a century is well documented. So is the 
growing presence of China and the resurgence of Russia’s 
interest.

• Ankara surged aid funding, initiated development projects, 
opened schools, including opening a sizable military facility 
to train Somali government soldiers. Today, Turkish firms 
operate Mogadishu’s air and seaports, its markets are flush 
with Turkish-manufactured goods, and Turkish Airways flies 
direct to the capital city—the first major international carrier 
to do so.

• Now 42 embassies and 54 airline destinations in Africa

• Greece has 7 in Sub-Saharan Africa: DRC, Kenya, Zimbabwe, 
SA, Sudan, Nigeria, Ethiopia 

• While Somalia and Sudan have proven the most natural 
targets for Turkish cooperation, neighboring Ethiopia is the 
region’s ascendant power. Though Turkish schools and 
mosque diplomacy have been deployed in Ethiopia. But its 
commercial investments in Ethiopia reportedly outweigh 
those in both Somalia and Sudan and a growing number of 
Turkish voices are urging Ankara to make it a priority. Djibouti 
and now Libya has followed.



TURKEY VS GREECE

• Turkey has 42 embassies(37 in Sub-
Saharan) and 54 airline 
destinations in Africa.

• Greece has 11 embassies (7 in 
Sub-Saharan) Africa: DRC, Kenya, 
Zimbabwe, SA, Sudan, Nigeria, 
Ethiopia. Has 5 airline destinations 
in Africa.



THE TURKISH EMBASSY IN SOMALIA













COMMON MISCONCEPTION



WHY AFRICA?

• Time Machine

• Demographics-50% under 25 years old

• Fastest growing mobile network in the world

• Western world products are very welcomed

• Rapid Growth

• Easier Competition

• Room to develop



WHY AFRICA?
• GDP rises by more than 5% a year from 2000 and on, more 

than twice its pace in the 1980s and ’90s.

• Telecommunications, banking, and retailing are flourishing. 
Construction is booming. Private-investment inflows are 
surging.

• There is still room for development.

• Close to Greece.

• Closer to Greeks mindset vs. the rest of the western world.



WHY AFRICA?
KINDS OF ECONOMIES

• Developed economies: Egypt, Morocco, South Africa, 
and Tunisia

• Oil exporters: Algeria, Angola, Chad, Congo, Equatorial 
Guinea, Gabon, Libya, and Nigeria

• Transition economies: Cameroon, Ghana, Kenya, 
Mozambique, Senegal, Tanzania, Uganda, and Zambia

• Pre-transition economies: the Democratic Republic of the 
Congo, Ethiopia, Mali, and Sierra Leone

Μckinsey&Co



POOR INFRASTRUCTURE

• Only about one-third of Africans 
live within two kilometers of a 
paved road,

• Travel within the continent is 
prohibitively expensive and 
difficult, with transportation costs 
five to eight times than in markets 
such as Brazil or Vietnam,

• About 70 percent of the 
population has no access to 
electricity,

BASIC ISSUE IN AFRICA



POOR INFRASTRUCTURE

BASIC ISSUE IN AFRICA



TYPICAL ROAD



LINGUISTIC DIVERSITY

To communicate 
effectively with African 
consumers, companies 
need to deliver their 
marketing messages in 
a plethora of 
languages.



DIFFERENCES IN CONSUMER BEHAVIOR

• They make buying decisions
differently from country to
country or region.

• Price sensitivity
• Opinions about brands
• Companies must seek to

understand local needs and
preferences that drive mass
adoption of their products,
then tailor their offers
accordingly.



CASES-LOCAL PRODUCT PREFERENCES
• P&G changed the formulation of its Ariel detergent in Nigeria

to make it lather faster and with less water, having discovered
that Nigerian consumers see lather as an indicator of a
detergent’s quality and effectiveness.

• SABMiller created a beer specifically for Onitsha, a large
commercial city in southeastern Nigeria, and gave it a local
identity; the beer’s label features a rising sun, a cultural symbol
of Onitsha’s Igbo people. The beer is less bitter than typical
European lagers, making it better suited for drinking in hot
weather.

• In Zambia, SABMiller’s brand is Mosi (which is what Zambians
call Victoria Falls), with a label that shows the waterfall.



OTHER CASES-LOCAL BUYING 
BEHAVIORS

In Lagos and Luanda, consumers perceive low-priced food 
items to be of questionable quality, whereas consumers in 

Abuja, Accra, and Nairobi don’t share the same perception 
and thus wouldn’t hesitate to buy discounted food.



A FRAGMENTED RETAIL MARKET

Africans buy groceries 
primarily from neighborhood 

kiosks or independently 
owned convenience stores; 

in many countries, the 
percentage of groceries 

bought in supermarkets is in 
the low single digits. An 

exception is South Africa, 
where supermarkets 

account for an estimated 75 
percent of grocery sales.



MANAGEMENT’S APPROACH
QUESTIONS TO BE ANSWERED

• Marketing - which countries, which segments, how to manage 
and implement marketing effort, how to enter - with 
intermediaries or directly, with what information?

• Sourcing - whether to obtain products, make or buy?

• Investment and control - joint venture, global partner, 
acquisition?



MANAGEMENT’S APPROACH
THINGS TO HAVE IN MIND

• Always take more time in Africa

• Absence of specialized intermediaries, regulatory systems, and 
contract-enforcing mechanisms

• Can’t find skilled market research firms to inform them

• Few end-to-end logistics providers



MANAGEMENT’S APPROACH
THINGS NOT TO DO

• Target the wrong countries or deploy inappropriate
globalization strategies. Many corporations enter new lands
because of senior managers’ personal experiences, family ties,
gut feelings, or anecdotal evidence

• Follow key customers or rivals into emerging markets



MANAGEMENT’S APPROACH
THINGS TO DO

Research:

• Political and Social Systems

• Openness to business

• Product Markets: How easily 
can we do market research?

• Labor Markets

• Capital Markets



CORRUPTION



CORRUPTION



METHODS OF MARKET ENTRY
EXPORTING

• Manufacturing home based it is less risky than overseas based.

• Gives an opportunity to "learn" overseas markets before 
investing in bricks and mortar.

• Reduces the potential risks of operating overseas.



METHODS OF MARKET ENTRY
PASSIVE VS. AGGRESSIVE

• A passive exporter awaits 
orders or comes across them 
by chance

• An aggressive exporter 
develops marketing 
strategies which provide a 
broad and clear picture of 
what the firm intends to do 
in the foreign market



METHODS OF MARKET ENTRY
AGGRESSIVE

• Clearly defined 
• plans and strategy
• product
• price
• promotion
• distribution
• research elements

• Seekers of export opportunities



HOW TO SUCCEED IN THE AFRICAN MARKET
FIND PARTNERS

• A good starting point is via an organization that specializes in
marketing and business promotion in the African markets. Such
originations have not only the necessary experience and
expertise, but also the right contacts to help you in your
marketing efforts.

• Search for business associates in African countries.



HOW TO SUCCEED IN THE AFRICAN MARKET
TIPS

• Understand the areas of need and high profit

• Educate yourself about Africa

• Develop a sound business and marketing strategy

• Identify reliable business partners

• Visit the location if you intend to establish business

• Follow up on every arrangement

• Arm yourself with a lot of patience and keep an open mind
because communication and correspondence from Africa
may not flow as smoothly or as fast as you may expect



HOW TO SUCCEED IN THE AFRICAN MARKET
TIPS

• Understand the cultural environment of the African country in which
you intend to do business.

• Use a consultant, especially those that have a real understanding of
Africa.

• Be mindful of the three Ps of African business: Pensiveness, patience,
and perseverance. Pensiveness demands the use of common
sense.

• Lucrative as it may be the African market is not without pitfalls. Keep
your guard up concerning transactions as far as possible.

• Establish direct contacts with your business counterparts in Africa
by participating in trade fairs and exhibitions.



INTERNATIONAL AND LOCAL BRANDS
‘ONE SIZE FITS ALL’ MARKETING BY GLOBAL 

COMPANIES FAILS IN AFRICA



INTERNATIONAL AND LOCAL BRANDS

• The idea everybody looks the same but just having black 
models is no longer enough

• Adapt to the continent: role models, languages, music and 
food

• Understand and respect the continent

• e.g. Sweeter drinks, extra-loud stereos & fridges that can 
withstand power loss and fluctuations



INTERNATIONAL AND LOCAL BRANDS



QUALITY CONTROLS
• Countries with strict policy like South Africa and it’s 

dependencies. S.A.B.S.

• Countries that rely to their mother countries for quality 
control(Angola, Mozambique etc.)

• Countries with no quality control legislation (majority)



HOW TO GROW YOUR MARKET SHARE 
IN AFRICA

• Travel

• Socialize

• Spend time on the ground

• No one will tell you what you will find out

• Work closely with your partners

• Don’t be afraid

• Do your own market research



HOW TO GROW YOUR MARKET SHARE
APPROACH CUSTOMERS

• Organize your email campaign effectively

• Follow up and evaluate

• Arrange meetings

• Use phone calls after emails, don’t cold call

• Adapt to your potential customers’ needs and mentality

• Continuous internal improvement of your company based on 
feedback



HOW TO GROW YOUR MARKET SHARE
METHODOLOGY

• We need to decide exactly what we are looking for(B2C, B2B, 
exact target profile)

• Use the internet effectively

• Communicate with chambers of commerce and industry, 
embassies and other similar institutes both Greek & non-Greek

• Scan your competitor’s web pages for useful resources such as 
dealers and distributors

• Continuous search of exhibitors and visitors of trade fares

• Visit and exhibit in trade fares

• Don’t Buy leads



UNDERSTANDING THE AFRICAN CONSUMER

Consumer saving behavior differs across countries and cities

• Television and esp. radio are ranked as the most important 
and trusted channels for consumers to make purchasing 
decisions

• People listen to their friends and family, but they generally 
ignore them

• Africans have proven to be brand loyal, especially in West 
Africa



HOW CULTURE AFFECTS CUSTOMERS
In Sub-Saharan Africa, one finds that some factors that influence
consumers’ purchase decisions are unique to this region.

• Nigeria is a country that is not multi-racial. The other extreme is South
Africa has much more opportunities for retailers to diversify as the
country has multiple races.

• In Nigeria, women are mostly considered to be housewives. They
make most of the purchase decisions. Nigerians have a generic
dress code which is similar across most ethnic groups. This therefore
impacts on the types of apparel products purchased by most
people in the country. The same can be said about the masses in
Kenya who mainly eat the staple food, ugali. It therefore makes it
challenging for other food products to compete with this type of
food thereby impacting on the consumer food service market.



HOW CULTURE AFFECTS CUSTOMERS
• Societal Values and Perceptions are also key influencers in

consumers’ purchase decisions, like social status and
homosexuality.

• Very few consumers are well informed about the products
they purchase.

• Health & diet products are not very popular amongst
consumers.

• Household income size is another factor that plays a big role in
consumer behavior.

• Religion



RELIGION

• Several Christian denominations: Generally liberal, close to 
western standards with lots of African elements. 

• Muslims: Halal eaters, no alcohol

• Hindus: Special diet, flour, spices, dress code

• Locals: Mix



RELIGION



BODY LANGUAGE
• Raising the right hand in a first is regarded as 

a symbol for black power.

• Holding both hands out in a cupped position 
is a gesture meaning what “the gift you may 
give me, will mean so much that I must hold it 
in two hands.”

• Nodding up means yes. Also sides(Indian)

• Extending your hand with your palm facing 
outward and closing it so that your fingertips 
touch repeatedly so it looks like a “flapping” is 
used to tell someone that their car blinker is 
on.

• The “friendly” handshake

• Avoiding eye contact with superiors



BODY LANGUAGE
In contrast, here are some 
gestures that should be 
avoided:

• Pointing a finger at 
someone

• Standing close when 
speaking with someone

• Speaking to someone while 
your hands are in your 
pockets.



UNDERSTANDING THE AFRICAN CONSUMER
CASES OF COUNTRIES



UNDERSTANDING THE AFRICAN CONSUMER
CASES OF COUNTRIES

• ANGOLA: offers opportunity for launching new products. Print and
online penetration is almost twice that recorded in other Sub-
Saharan African countries. Its high GDP per capita and its young
urban population are critical factors for growth.

• CAMEROON: has a fast growing, tech-savvy, and fashion-conscious
urban population. For this reason, though economic growth has
lagged slightly behind that of the rest of Africa's, Cameroon offers
numerous opportunities for potential businesses and investors.

• DEMOCRATIC REPUBLIC OF CONGO: has abundant natural
resources, yet it ranks second to last in Africa on the Human
Development Index. Companies that wish to launch new products
need to remember that buying the same brand, affordability and
availability are major purchase drivers.



UNDERSTANDING THE AFRICAN CONSUMER
CASES OF COUNTRIES

• ETHIOPIA: has emerged as one of the fastest growing economies in
Africa (8% p.a.) in recent years. While GDP per capita is estimated at
only $350, the poverty rate has steadily declined from 65% in 2002 to
the present rate of 40%

• GHANA: Ghana's economic growth and political stability make it an
enticing destination for global companies to invest. In comparison to
other African countries surveyed, consumers are more willing to try
new brands, are better connected with media, and are more
receptive to advertising.

• KENYA: Kenya is strategically positioned as the "gateway to east
Africa". Rising GDP per capita indicate increasing consumer
incomes. Nielsen’s research indicates that Trendy Aspirants and
Progressive Affluents account for 34 percent of Kenya vs. 28 percent
across Africa.



UNDERSTANDING THE AFRICAN CONSUMER
CASES OF COUNTRIES

• MOZAMBIQUE: Mozambique is the home to over 23 million
people, 55 percent of whom are below 20 years old, and high
GDP growth, the Mozambique marketplace offers significant
potential.

• NAMIBIA: Namibia is the seventh most business-friendly country
in Africa. Namibia's economy, political stability and per capita
income have consistently ranked among the best in Africa.

• NIGERIA: Growth in Nigeria has been possible because of steps
taken by the government to end armed conflicts and create a
better business climate. In the past decade the non-oil sector,
led by Telecom and Agriculture has been instrumental in
driving growth across Nigeria.



UNDERSTANDING THE AFRICAN CONSUMER
CASES OF COUNTRIES

• TANZANIA: Tanzania's strong macroeconomic indicators and rising
population offer a variety of opportunities to manufacturers and
retailers who can design products and services that are able to win
the trust of consumers.

• UGANDA: Uganda's growing population and increasing urbanization
make it an attractive market in Africa. As in any typical emerging
country there are wide income disparities in Uganda.

• ZAMBIA: To succeed in Zambia, companies must cater to
consumer’s emotional needs first. Products must talk about "family
well-being" and balance it with elements of modern, individualistic
behavior.

• ZIMBABWE: Zimbabwe's economy is fast recuperating after a
decade of economic contraction, which has resulted in greater
confidence across all consumer groups.



SUPPLY CHAIN IN AFRICA
ISSUES

• Demand Planning: Difficulty in forecasting demand, dealing
with fluctuating costs and often depreciating currencies,
results in a fragile domestic supply chain.

• Counterfeit and Parallel Imports & Corruption: Counterfeit and
parallel imports remain a major concern in many markets,
while several countries struggle with high levels of bribery and
corruption.

• Supply Chain Risks: Ever evolving risks ranging from conflicts to
terrorism lead to major disruptions in the supply chain where
risk in one area can easily affect the whole supply chain.



SUPPLY CHAIN IN AFRICA
ISSUES

• Territory & Road Infrastructure: Lack of infrastructure results in 
poorly connected markets.

• Lead Times: Landlocked countries are particularly impacted 
where the lead times are significantly longer.

THE KEY IS ONCE MORE TO UNDERSTAND THE MARKET 
CONDITIONS AT HAND



FREE TRADE ZONES
AFRICAN CONTINENTAL FREE TRADE AREA

• The African Continental Free Trade 
Area (AfCFTA)[8] is a free trade 
area which, as of 2018, includes 28 
countries

• It was created by the African 
Continental Free Trade Agreement 
among 54 of the 55 African Union 
nations.

• The free-trade area is the largest in 
the world in terms of the number of 
participating countries since the 
formation of the World Trade 
Organization.



FREE TRADE ZONES
VARIOUS FREE TRADE AREAS



SUPPLY CHAIN IN AFRICA
EVALUATE YOUR PARTNERS

• Is he legitimate?

• Do we share a common vision?

• Is it easy to communicate?

• Is he big/small enough?

• Is he experienced

• Does he have a network/resources?

• Don’t always rely on contracts: Be careful what you agree but 
don’t count on it.



SUPPLY CHAIN IN AFRICA
INVENTORY CONTROL PROBLEMS

• Lack of coordination

• Inventory management

• Absent demand information

• Human resource dependency

• Order management

• Shortage avoidance

• Expiration

• Warehouse management

• Temperature control

• Shipment visibility



SUPPLY CHAIN IN AFRICA
ORDER MANAGEMENT

• Start preparing immediately after receiving the order because 
it is going to take more time to deliver than you believe.

• Have established relationships with clearing agents, couriers 
etc.

• Do your homework on each specific case: 54 countries- many 
different legislations.

• Be clear and follow what you have agreed.

• Follow up closely until the delivery.



SUPPLY CHAIN IN AFRICA
ORDER SHIPPING

• Around 90% of Africa’s trade happens by
sea, making its ports crucial locations in
logistics networks.

• The cost of moving goods in Africa is, on
average, estimated to be two or three
times higher than in developed countries
and transport costs can represent as much
as 50-75% of the retail price of goods.

• The poor quality of road and rail networks
forces logistics companies such as DHL
Express to transport the majority of its cargo
by air.



SUPPLY CHAIN IN AFRICA
ORDER SHIPPING-THINKS TO HAVE IN MIND

Landlocked Countries

• In East Africa, transport and
freight costs are among the
highest in the world with freight
logistics expenditure more than
50% higher per km than in
Europe

• In landlocked countries, this
gap can reach as high as 75%
of the value of exports.



SUPPLY CHAIN IN AFRICA
ORDER SHIPPING-THINKS TO HAVE IN MIND

Transit times

• Borders, roadblocks, damaging
goods being transited,
corruption

• Air freight is fast but costly and
for low volumes

• Be informed for the customs and
extra costs depending on each
case.

• Better to sell ex-Greece



SUPPLY CHAIN IN AFRICA
PAYMENTS

• Always agree upfront payment for new 
customers.

• Seek for agencies who provide insurance on 
sales-54 countries mean a lot of different cases.

• Use the banking system as much as possible and 
request payments from reputable banks.

• Accept cash only on rare cases and only if you 
are fully aware of the situation.

• Examine each case before agreeing, having in 
mind all the details such as banking fees etc.



PRICING
• Be prepared to lower your prices and margins in order to 

penetrate the market.

• Investigate thoroughly your competitor’s prices by searching 
and travelling or with the help of experts or locals. Try to 
understand their pricing policies.

• Adapt to the country you are selling. 

• Create your unique pricing strategy.



PROMOTE & ADVERTISE

• Internet: email campaigns, social media, web site is viewable
correctly from the target countries and does not offend the
audience in anyway.

• Work with your partners: online or live seminars, guides,
promotion activities.

• Advertise: Social media adverts, Google adverts, Radio, TV, 
Magazines, Newspapers, Flyers, Posters.



PROMOTE & ADVERTISE
ADVERTISEMENTS



PROMOTE & ADVERTISE
ADVERTISEMENTS



SECTORS-AGRICULTURE
• Africa’s largest economic 

sector

• Four main challenges
• Fragmentation
• Interdependence and complexity
• Underinvestment
• Enabling conditions: 

transportation and other kinds of 
infrastructure, stable business and 
economic conditions, and 
trained business and scientific 
talent.



SECTORS-AGRICULTURE



SECTORS-BANKING
• Geographic expansion: The key to the 

success of this strategy is the 
interconnection between the independent 
subsidiaries.

• Entering new segments: affordability, 
accessibility, simplicity, and personal 
service. Credit card or overdraft facility. 
Corporate and investment banking.

• Product innovation: e.g. innovative credit 
and savings products to salaried low- and 
middle-income customers.

• Channel innovation: Electronic channels & 
mobile-payment.



SECTORS-CONSUMER GOODS
• When people begin earning money at the basic-needs level, 

they start buying and consuming goods and services.

• The enormous expansion of mobile telephony in Africa 
provides clear evidence of this phenomenon.

• 5 major challenges:
• Heterogeneous market structure
• Low affordability levels
• Underdeveloped distribution and route to market
• Nontraditional marketing techniques
• Talent shortages



SECTORS-INFRASTRUCTURE

• Investment in African infrastructure can be very profitable, with 
returns up to twice as high as you get elsewhere.

• five keys to success:
• Arrive early and take a long-term view
• Build relationships
• Be vigilant
• Manage actively
• Diversify your project portfolio



SECTORS- MINING
The paradox: 
although the 

continent is strongly 
endowed with 

mineral resources, 
mining has not been 
the consistent engine 

of economic 
development that 

people in many 
countries have 

hoped for.



SECTORS- OIL AND GAS



SECTORS- TELECOMMUNICATIONS: 
FROM VOICE TO DATA



AFRICA’S RICHEST BUSINESSMAN



SALES FORCE
• One common mistake companies make is to underestimate

the size of the sales force they will need in Africa.

• The most successful companies emphasize both capability
building and performance management for their sales force.

• Invest in technology



ZAMBIA'S FOUNDING FATHER



AFRICA IS IN YOUR HANDS

Companies seeking a foothold in Africa must be prepared to
invest for the long haul. It will, no doubt, be a challenging and
sometimes frustrating journey. But the payoff will be well worth it:
African consumers reward brands they trust, and a brand that
wins them over can thrive in the market for decades to come.



OUR SERVICES 
Consulting & Execution

EXPORTS BUSINESS 
DEVELOPMENT

TRAINING BRANDING

IMPORTS MARKET 
INTELIGENCE

We provide a wide range of consulting and execution services,

customized to your needs, top to bottom, starting from the

basics up to full outsourcing of your exports department.

EXPORT DEPARTMENT 
SETUP EXPORT PLAN

COMPANY SETUP GOLDEN VISA
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