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From my recent IPREX panel with African
PR leaders Elzaan Rohde & Eloïne Barry

Explore this fast-growing, diverse, and dynamic
region through the lens of communications.



Africa is NOT aAfrica is NOT a
Single MarketSingle Market

Each country has its own
regulatory, media, and cultural
dynamics.
Don’t approach Africa with a
blanket PR strategy—local
relevance is key.
Hyperlocal storytelling and
regional segmentation is a must.

Countries54
Billion people1.2

Languages 2,000+ 



In South Africa: digital media
leads, but access gaps keep print
& radio relevant.
In West Africa: radio remains
powerful due to mobile
integration.
Mobile-first communication is
critical; broadband penetration
is still growing.

Digital is Rising, ButDigital is Rising, But
UnevenlyUnevenly
Digital is exploding, but
access varies:



French is dominant in West &
Central Africa.
Portuguese in Angola,
Mozambique.
Dozens of local dialects in
each country—often more
trusted than global
languages.
Tailored messaging = more
trust + stronger engagement.

Language ShapesLanguage Shapes
CommunicationCommunication
English ≠ Africa’s
default language.



Youth = digital natives, but
skills gap is real.
High interest in careers like
influencing, content creation,
and tech.
Massive opportunity for
brands to build loyalty early
with educational and
empowering messaging.
Digital upskilling = social
impact + business ROI.

A Young, AmbitiousA Young, Ambitious
DemographicDemographic
70% of Africans
are under 30.



Podcasts and thought
leadership content are driving
awareness.
B2B buyers want expertise, not
just press releases.
Build credibility through
industry storytelling, webinars,
and media partnerships.

B2B is Growing – andB2B is Growing – and
It’s Getting SmarterIt’s Getting Smarter
In tech-savvy pockets like
South Africa:



Media space, quality
journalism, and partnerships
often cost more than expected.
Logistics and infrastructure
challenges increase campaign
costs.
Allocate proper budgets and
plan for multi-layered
execution.

“Africa is Cheap” is a“Africa is Cheap” is a
Dangerous MythDangerous Myth
Cost ≠ low just because
it’s emerging:



Local agencies
understand media
behaviour, cultural
nuance, and language
barriers.
Train your
spokespeople in local
etiquette.
Co-create with African
partners—not just “roll
out” campaigns.

Influencer Marketing –Influencer Marketing –
Big Growth, BiggerBig Growth, Bigger
ResponsibilityResponsibility
Success = Collaboration:



Respect the complexity.
Embrace the opportunity.
Learn before you leap.

Ready to ExploreReady to Explore
Africa?Africa?

Whether you're a brand or
agency eyeing Africa, here’s
the key:



Vikram Kharvi

The images are representations from Africa Traditional Illustrations and are sourced from Google.


