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Executive Summary

Africa represents one of the most dynamic and untapped markets
for social media growth. With a population of over 1.4 billion
people, nearly 60% of which are under the age of 25, Africa is
home to the world's youngest and fastest-growing workforce. This
young, tech-savvy demographicjocoupled with increasing mobile
penetration and internet access, makes Africa a fertile ground for
social media platforms looking to expand globally.

This whitepaper explores the immense opportunities for social
media platforms in Africa, examining the region's unique challenges
and opportunities. It highlights how companies like Sikhona, through
its DoYou platform, can tap into Africa’s vast potential and
contribute to economic growth while offering social media
experiences tailored to local preferences and needs.

& DoYou




LS ho

Intfroduction
A

oo Africa's Rising Digital Presence

Africa’s digital landscape is rapidly evolving. In 2023, 570 million
Africans were using the internet, and this number is projected to reach
over 700 million by 2025. The region’s increasing adoption of
smartphones, affordable data plans, and growing investments in
infrastructure are creating new opportunities for social media companies
to expand their reach.

e Mobile Penetration: Africa has one of the fastest-growing mobile
phone markets, with over 1 billion mobile connections. Mobile
internet usage is expected to double by 2025 as more affordable
smartphones enter the market.

® Young, Tech-Savvy Population: Africa’s population is not only the
youngest in the world, but it is also highly engaged in digital
communication. By 2050, the continent is expected to account for
nearly 40% of the global workforce.
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he Social Media Boom in Africa

Social media adoption in Africa has accelerated
dramatically over the past few years. Platforms Iike'
Facebook, TikTok, and atsApp dominate the
region, with Facebo oasting 139 million users
across the contir of 2023. Ti , a relative
newcomer explosive ‘(por’riculorly

slnlelyle demographics.

Popular Platforms:
Facebook, WhatsApp, and
Instagram remain dominant in
the region, with TikTok quickly
g"g‘:;i_ng ground among the

i J_ h. YouTube is also a

 significant platform for content

~creation and consumption,

particularly in regions with
higher internet

> bandwidth.

User Engagement: African social media users are highly

engaged, with platforms like TikTok reporting average
daily usage times of over 80 minutes per user. Social |
media has become an essential tool for communication, |’
business, and entertainment across the continent.
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55 Key Growth Drivers in Africa’s
Social Media Market

1. Expanding Mobile Internet Access

The rapid growth of mobile internet is one of the most significant drivers
of social media expansion in Africa. The region's mobile internet
penetration rate is expected to reach 50% by 2025, up from 28% in
2020. This growth is fueled by:

e Affordable smartphones: Brands like Tecno, Infinix, and Xiaomi are
producing budget-friendly smartphones that cater specifically to the
African market.

¢ Improving infrastructure: Initiatives
such as Facebook's 2Africa undersea
cable project aim to boost internet
capacity across the continent.

® Lower data costs: Telecom companies
are offering competitive data plans,
making mobile internet more accessible
to the broader population.
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2. Africa’s Growing Middle Class

Africa’s middle class is projected to grow by over
60 million people by 2030, leading to increased
disposable income and higher demand for digital
services. As more people gain access to reliable
internet and smartphones, social media platforms
can capitalize on this growing market.




3. The Power of Influencers
and Content Creators

Africa’s young population is driving
the rise of influencers and digital
confent creators ACross the
continent. From fashion to music,
African influencers are gaining
international attention, with many
becoming local celebrities.

® Niche influencers: Influencers in
African countries often cater to
hyper-localized™ markets, creating
content in nafive languages and
addressing region-specific trends.
This opens up opportunities ' for
social media platforms like DoYou to
connect with users on a personal
level.

® Monetization potential: African content creators are tapping into
growing opportunities for monetization through brand partnerships,
sponsored posts, and YouTube ad revenue. Social media platforms
can help these creators by providing tools for better engagement
and monetization.
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Challenges in the African
Social Media Market

1. Infrastructure Gaps

While internet access is rapidly expanding, many regions in
Africa still face significant infrastructure challenges. In rural
areas, network coverage can be unreliable, and access to
affordable, high-speed internet is limited. Social media
platforms looking to enter the market must consider these
disparities and adapt their services to function efficiently in
low-bandwidth environments.




2. Regulatory and Political Factors

Africa’s regulatory environment can vary
significantly between countries. Some governments
have imposed taxes on social media usage, such as

Uganda’s Social Media Tax, which led to a
temporary decline in user engagement. Companies
must navigate these regulatory landscapes
carefully to avoid disruptions.

Data privacy: As more Africans go online, data privacy
concerns are becoming a significant issue. Governments
are beginning to introduce data protection laws, similar to
the General Data Protection Regulation (GDPR) in Europe.
Social media platforms must ensure they comply with these
regulations to protect user data and maintain trust.
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3. Digital Literacy
and Language
Barriers
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Afric diversity presents an opportunity for social media

& p ’rforms to pfier localized content. Platforms that can
prowde user experiences failored to specific languages,
cultures, and inzr sts willl stand out in the market.
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2. Social Commerce and E-commerce Integration

With the growth of mobile money and digital wallets across Africa, social
commerce is becoming a key area of growth. Social media platforms
that integrate seamless shopping experiences can capfure a significant
share of the growing e-commerce market.

® Mobile money dominance: Services like M-Pesa in Kenya have
revolutionized how Africans conduct fransactions. Social media
platforms can integrate similar payment systems to facilitate direct
purchases within apps.

3. Influencer Marketing in Emerging Markets

As influencer marketing grows In
popularity, platforms like DoYou can
leverage Africa’s influencer ecosystem
to drive engagement. Collaborating
with local influencers will help platforms
build trust and credibility with African
audiences.




Influencer partnerships
Sikhona plans to partner
with African influencers
to drive localized
content and aftract a
loyal user base.

¥ sikhona

ial Media Growth

luencer-driven growth, and
positioned to capitalize on
e app's user-friendly inter
vironments makegitea
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Conclusion

Africa presents an unparalleled growth
opportunity for social media platforms, driven by
Its young, tech-savvy population and rapidly
expanding mobile internet access. As
Infrastructure continues to Improve and the
middle class grows, platforms like DoYou have
the potential fo capture a significant share of
this emerging market. By tailoring content and
features to local audiences, [8veraging
influencer partnerships, and _supporting e-
commerce Infegration, ‘DoYou Is uniquely
positioned to lead the social media revolution in
Africa, helping to unlock the full potential of this
vibrant region.
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