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CEOs throughout Africa have 
unanimously confirmed that they 
see high growth potential in Africa. 
How do they intend to capture 
that growth? What are the priority 
business agenda actions to be 
launched? The CEO interviews 
brought to light a range of strategies. 
We believe some of these may be 
replicated successfully by other 
players across different countries or 
sectors. The priority actions show 
how a range of factors can weigh in 
on the overall approach.  

In some sectors there have been very 
high growth rates. For example, in 
the telecom sector, the level of mobile 
phone penetration has increased by 
20% per year for each of the past five 
years. In others, such as electricity, 
fundamental change is in progress, 
with 25% of the African network out 
of service and most of the network 
more than 40 years old. The current 
annual infrastructure investments 
across the continent are estimated 
to be $27 billion in power, $15 
billion in water and $10 billion in 
transportation per year.

In the energy and mining sectors 
there has been increased interest 
and significant investment activity 
on the part of international players, 
increasingly from China, India, 
the Middle East and Brazil. The 
increasing population and GDP 
growth are expected to lead to a 
surge in consumer demand. Signs 
of increased consumer purchasing 
power on the continent can be seen in 
the success of Casablanca’s Morocco 
Mall, one of the five largest shopping 
malls in the world, which opened in 
2011.
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In sectors such as banking, insurance, 
automobiles and consumer goods, 
CEOs are scrutinising their markets 
to adapt and take advantage of the 
most attractive pockets of growth for 
their companies. 

Issad Rebrab, the CEO of Cevital, 
has now seen double-digit growth in 
his group’s revenues for the past 12 
years. Bertrand Vignes of SIFCA and 
Brahim Benjelloun of the BMCE are 
two of many business leaders who 
explained to us how they are now 
expanding operations beyond the 
traditional national borders, pursuing 
pan-African development strategies. 
Aliko Dangote has gone further, and 
is now planning to launch his group 
on the London Stock Exchange.
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Figure 7: Customers remain a critical focus area

Q: What are your top three investment priorities over the next 12 months?

Growing customer bases and enhancing customer services are priorities 
recognised globally. Perhaps because of their unique development trajectories 
and growing competition in their markets, a number of African countries stand 
out for the emphasis their CEOs are placing on gaining new customers and 
keeping them.
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New product and service 
development 
Three types of best practice have 
been identified among companies 
interviewed who put an emphasis 
on new product development. 

First was the development of new 
products in order to anticipate 
market needs. A typical example 
is that provided by Cevital, which 
identified the need for several 
types of consumer goods. It is 
now developing a plan to set up 
a production facility in Africa 
to manufacture three million 
refrigerators, one million washing 
machines and 500 000 air 
conditioning systems, with 80% 
going to export markets with a 
view to meet demand across the 
continent.  

Second was the adaptation of 
existing products to meet new 
needs identified in the market. The 
insurance company NSIA has seen 
an opportunity among potential 
rural customers with limited 
revenues who are interested in 
alternative forms of coverage. It is 
adapting a product range to meet 
the needs of these potential clients 
and develop this large untapped 
market.  

Third was capturing more value-
add by undertaking beneficiation 
activities instead of just extracting 
and selling basic products. 
Following a change in legislation, 
the major forestry player SNBG 
(Société Nationale des Bois du 
Gabon) has completely changed 
its model. Previously it sold basic 
logs to clients who undertake 
transformation activities. Today 
it has invested in the most recent 
slicing, sawing and unrolling 
equipment that allow it to capture 
more added value. It now sells 
transformed products to clients 
who used to be the end clients of 
their previous intermediaries.  

Figure 8: 

Q: How concerned are you, if at all, about new market entrants?

Just as many CEOs are focused on reaching new customers and securing 
customer relationships, a significant number are also concerned about the impact 
new market entrants may have on their businesses. While barriers to entry may 
protect existing businesses in some countries, increasing competition is a reality 
in others.
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Increased share of existing 
markets
Many CEOs have told us how they 
intend to increase market share. 
SIFCA in Côte d’Ivoire, which is 
focused on the areas of rubber, palm 
oil and sugar, is developing brands 
and adapting packaging in a way that 
corresponds to the standard of living 
and consumption habits of retail 
consumers in each country.  

The Cameroon national electricity 
company, AES Sonel, is working with 
the government to improve the level 
of direct access of the population 
to electricity networks (as opposed 
to allowing unauthorised rogue 
connections) and improve overall 
network coverage. Many companies 
have realised that it often costs 
more to win a new client than to 
hold onto an existing one and are 
working to improve client loyalty, 
while continuing to work on winning 
new ones. The approaches used vary 
from an increased focus on quality 
(SNBG) to regular client feedback 
processes (BMCE) and the winning 
of internationally recognised quality 
certifications (NSIA).

New geographic markets
African CEOs are increasingly looking 
beyond their national frontiers. 
The first step tends to be regional, 
to the countries that are most 
easily accessible and most easily 
understandable. Ismaïl Mabrouk, 
the president of the €1 billion-a-
year group he founded, first focused 
on other countries in the Maghreb 
before developing further in Africa. 
NSIA, the insurance company 
based in Côte d’Ivoire, grew first in 
neighbouring francophone countries 
before extending to lusophone 
Guinea-Bissau and now into the 
anglophone countries.  

The rapidly growing Moroccan-based 
BMCE is pursuing an ambitious trans-
African development plan with the 
objective of having ‘a presence in all 
54 countries’, all while respecting the 
national identity and maintaining 
a local identity in each country, 
according to director general, Brahim 
Benjelloun.

Compared to global results, 
technology has a slightly lower rating 
for African CEOs but still remains a 
top-three agenda item. Depending 
on the company’s sector, the order 
of importance can change. For IT 
and telecom players, for example, 
technology can be first. As Mamadou 
Bamba, the CEO of Orange Côte 
d’Ivoire told us, ‘technology is not 
with the rest of the list of agenda 
items for us as it is an essential item 
that is fundamental and inherent to 
all our activities as a telecom player’.

Technology can also have a 
significant role to play in helping 
companies capture value, as 
experienced by Serge Rufin Okana, 
the CEO of SNBG, who used state-of-
the-art technology to capture more 
downstream operations as well as 
improve the traceability of the wood 
products his company manufactures. 
As might be expected, Africa’s CEOs 
in general put less emphasis on 
the role of R&D and innovation, 
reflecting the overall orientation of 
companies across the continent. 

Finally, the fact that sourcing is not 
a major concern again rings true, 
given the characteristics of the 
continent. In an environment rich 
with resources (which are coveted 
by many other countries across 
the globe), African priorities rest 
squarely on the issues of optimising, 
developing and selling them and 
finding the right people to manage 
these processes in the most efficient 
way possible. 

“We wish to reinforce our 
presence on the continent 
while respecting the 
values of the African 
identity. It is for this 
reason that the Bank of 
Africa is Malian in Mali, 
Senegalese in Senegal, 
Ugandan in Uganda.” 

Brahim Benjelloun, 
Director and 
Delegate General 
Manager, BMCE, 
Morocco



“One of the main priorities for Mr Mebarek is geographic 
expansion. Tuninvest is looking at the US market, where 
it has succeeded in raising capital with the objective of 
diversifying their risks. The group works continuously on 
the diversification of its client base to reduce any risk of 
dependence on a market or sector.”

Aziz Mebarek, co-founder and Executive Director, Groupe 
Tuninvest   
Tuninvest is a leading private equity investor, committed to 
investing in growing African SMEs. The group has six subsidiaries 
in Tunis, Alger, Casablanca, Lagos, Abidjan and Nairobi. Currently, 
Tuninvest manages 11 investment funds representing more than 
US$ 700 million, from Tunisian, European, American and Arab aid 
donors.

“The main opportunity for growth of our business is linked 
to improving the population’s access to electricity. Today, this 
access level is 50% on average and 80% in large cities, taking 
into account the indirect access by unauthorised redistribution 
of electricity from plugging into the network. In addition, there 
are services that can be offered like the use of power lines in the 
telecom sector.” 

  Jean-David Bilé, VP and General Manager, AES Sonel, Cameroon

“The group tries to achieve horizontal integration in its activities. As a 
result of acquisitions, the group covers a very large range of products and 
has a high level of integration. This integration, achieved via mergers 
and acquisition, offers the group better control over its margins, but also 
a competitive advantage compared to less integrated competitors.” 

Tarek Cherif, CEO of Groupe Alliance and Founder of CONECT 
CONECT (Confédération des Entreprises Citoyennes de Tunisie) is the 
second-largest employer association in Tunisia. It was created in 2011 by 
Groupe Alliance founder and CEO Tarek Cherif, and aims to assist economic 
development and entrepreneurship, along with improving companies’ social 
responsibility.

Alliance is a Tunisia-based family-owned business founded in 1947. It is 
diversified across several areas, including chemicals, retail, real estate, 
manufactured goods, agriculture, finance, hotels and sea transport. 

Q: What is your outlook for growth in Africa?
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The Internet is changing the landscape of the hospitality 
industry – practically every hotel is involved in 
e-commerce. The web tends to be a preferred source for 
travel information. Social media and online reviews are 
increasingly becoming an important decision factor for 
consumers. 

Marcel von Aulock, CEO of Tsogo Sun (South Africa)

Tsogo Sun is a South African gaming and hotel group that 
operates 14 casino destinations in South Africa and over 90 
hotels in South Africa, Mozambique, Zambia, Tanzania, Kenya, 
Nigeria and the Seychelles. 
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Driving growth through 
mergers and acquisitions
Overall, growth by acquisition is not 
generally the highest priority for 
African CEOs. Compared to CEOs 
globally, it appears relatively less 
important on the agenda compared 
to organic growth and optimising 
existing operations. This low level 
of M&A activity is confirmed by 
transaction value data for the 
continent, which represents well 
under 5% of all transactions globally 
(compared to, for example, 40% of 
total transaction value in the US and 
30% in Europe in 2012). 

Nevertheless, non-African 
companies have long been active 
in Africa, particularly in the areas 
of natural resources (especially 
oil and mining), telecoms and the 
financial sector. Some of the largest 
transactions of the past year have 
involved major non-African groups 
such as ConoccoPhilipps, ENRC, 
QNP, Danone and Orange. Chinese 
companies are increasingly present 
and are active in some of the largest 
transactions, for example the Sinopec 
acquisition of 20% of OML from Total 
in Nigeria.

But some African companies are 
beginning to see acquisitions as 
a means of growing faster and 
extending their reach across the 
continent. A notable example in 
2012 was the acquisition of 63% of 
Dangote Flour Mills by the South 
African Tiger brands. Several CEOs 
explained how their development has 
been boosted by strategic acquisitions 
and this trend is helping them secure 
a presence and local expertise in the 
countries where they seek to extend 
their reach. Philippe Couderc 

Partner in Transaction Services, 
PwC France

+33 6 14171092 
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“I would be very interested in investing across Africa. And actually 
I have very significant investment opportunities in Morocco and 
Libya. And even if there are political risks in these countries, 
the markets are very attractive. We also have a few ideas for 
investment in Sub-Saharan Africa. I would like to invest, and 
certainly, investing in itself would be quite easy, but I’d first like to 
assess and analyse the opportunities.” 

Slim Othmani, CEO NCA Rouiba 
Created in 1996, NCA Rouiba is a family-owned group with 
approximately 450 employees and a leader in the Algerian fruit juice 
market. In 1990, the company was the first to use Tetra Pak in Algeria.
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“Insurance penetration in Africa is exceptionally low, 
indicating significant growth runway. Regulatory barriers 
are generally fewer and regulations less onerous, but there 
are a few exceptions. The African population’s health is 
improving, as is longevity. Africa also has a vast young 
population. One cannot, however, ignore the potential 
downside risks of doing business in Africa. This does not 
seem to outweigh positive factors, but political instability, 
corruption, poor infrastructure, red tape, bureaucracy and 
inaction all remain real risks.” 

Nicolaas Kruger, Group CEO of MMI Holdings, South Africa





© 2013 PwC. All rights reserved. PwC refers to the PwC network and/or one or more of 
its member firms, each of which is a separate legal entity. Please see www.pwc.com/
structure for further details. This content is for general information purposes only, and 
should not be used as a substitute for consultation with professional advisors. PwC 
firms help organisations and individuals create the value they’re looking for. We’re a 
network of firms in 158 countries with more than 180 000 people who are committed to 
delivering quality in assurance, tax and advisory services. Tell us what matters to you 
and find out more by visiting us at www.pwc.com.   (13-12411)




