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Over the last decade, there has been a 
significant shift in how people interact with 
brands all over the world. The year 2020 
alone saw an unprecedented scale of social, 
economic, and cultural shifts across sectors, 
with companies beginning to challenge norms, 
push the envelope, and break new ground in 
market adoption.

How far have African brands gone to position 
themselves to drive global adoption? Are 
they focusing on local customer satisfaction, 
or would they be better positioned if they 
concentrated on building for a global audience?

While many businesses are still grappling 
with the new normal, some African 
brands have successfully navigated these 
disruptions through product innovation and 
communication. They are the ‘poster child 
brands,’ leveraging technology to innovate 
in finance, transportation, healthcare, 
commerce, and lifestyle.

These brands are successfully engaging 
customers across their favourite platforms 
and growing loyalty in ways that traditional 
heavyweights are struggling to grasp. 
They keep showing up for their customers, 
investing in their quality of life, and depositing 
into their ‘emotional bank accounts’, which 
skyrockets their brand equity. They are not only 
challenging their respective industries but are 
bringing the same game to perhaps the most 
important bit—communicating it.

A closer
look

I N T R O D U C T I O N

What can the ‘traditional’ brands 
eager to be young at heart and break 
the norm learn from these Challenger 
Brands? How can other new-age 
brands further improve their approach 
and scale growth?
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In 2015, African tech startups raised $400 million 
in venture capital funding; this has increased 
significantly, with African startups raising a record 
$1 billion in the first half of 2021 alone, with fintech 
consuming the majority of the funding. It is critical 
to highlight what successful startups have done to 
achieve success.

What can the ‘traditional’ brands eager to be young at 
heart and break the norm learn from these Challenger 
Brands? How can other new-age brands further 
improve their approach and scale growth? To begin 
with, who are they? Who are the leading examples 
of these emerging brands, and how are they 
succeeding?

What are today’s consumers in Africa looking out 
for to become loyal users of a product or followers 
of a brand? Empathy? Storytelling? Pricing? 
Technology? Community? User Experience? Visual 
Communication? Freebies?

At FourthCanvas, we are constantly in partnership 
with ambitious brands trying to challenge the norm, 
consulting for them across strategy, storytelling, 
design, digital/product experience, and other related 
components to influence the overall brand equity, 
but we can only do so for a few. Consider this our 
attempt to increase the cumulative range of ideas in 
this direction. We hope that this report helps teams, 
consultants, and agencies to help build brands that 
successfully engage people in ways unique and 
successful enough to become examples for others as 
top-tier (read: Top 20) Challenger Brands across the 
continent. The brands we have worked with (and/or 
work with) qualify too and are evaluated at the mercy 
of our 80% external crop of judges, alongside other 
specific criteria.

As brands invest more in their efforts to launch 
game-changing products that become leaders in 
their respective categories or maintain their current 
position as leaders, there is a need for a closer look 
at some of the best examples to see what we can all 
learn from them.
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We started the process of selecting the Top 20 Africa 
Challenger Brands with a pool of 100 brands drawn 
from Africa’s major tech ecosystems. Brands had 
to have been founded by at least one African co-
founder within the last ten (10) years and be active in 
at least one African country to make our long list.

Based on global examples, case studies, and our 
evolving experience studying, observing, and 
advising brands, we identified three (3) key lines 
along which branding innovation comes to life. These 
are brands that cut through the clutter and excel 
across the board, from their approach to ingenious 
storytelling and efforts to inspire a vibrant brand tribe 
to their exceptional overall brand experience.

Our final list was based on expert evaluation 
by our judges along these three (3) lines:

How well do these brands tell 
their stories and “stay human” in a 
digitally-driven society while being 
consistent with their brand narrative?

How well do these brands tap into 
social realities to inspire and fuel 
community spirit as they build upon 
great customer experiences and 
make fans out of customers?

What is the quality of their visual and 
verbal expressions across online 
and offline touchpoints, from their 
website to mobile apps and social 
media?

Evaluation
Ingenious Storytelling

Brand Tribe

Brand Experience

Our judges—carefully selected 
experts across related fields—
answered these questions as they 
scored the brands and provided 
additional remarks that helped to 
give further insight into their places 
on and off the #ACB20 list. 

As we studied the unique journeys and acts of the 
shortlisted brands, our analysis revealed a chain of recurring 
themes that other brands within the tech ecosystem — as 
well as those from across traditional sectors looking to build 
Challenger Brands — can take a cue from.

Key
 Insights
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Drive conversations
  —get personal with
 new media

K E Y  I N S I G H T S  ( 1 / 6 )

As major brands have taken advantage of social media as new 
channels of communication, they seem desperate in their approach 
to adopting new media as the ‘young people’ medium to share official 
communication and sell their products. Challenger brands know better 
and have leveraged new media to be as personal as possible, ensuring 
that people can relate to them more as friends than companies.

These companies understand that communication is a two-way street 
and do not want to come off as “salesy”. In turn, they foster user-
generated content as many users share their experiences with the 
products and services on social media and encourage others to relate. 
This goes beyond social media to include all digital communication, 
such as in-app pop-up messages. A good example is Cowrywise—a 
savings app in Nigeria renowned for its interesting push notification 
messages to remind its users to spend less and save more, especially 
on Fridays and paydays.

... they seem desperate in their approach to 
adopting new media as the ‘young people’ 
medium to share official communication and 
sell their products.
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     Nurture
 a community

K E Y  I N S I G H T S  ( 2 / 6 )

There has been an evident emphasis on fostering communities as 
brands have begun to treat their audience like fans of football clubs, 
giving them things to cheer for.

If the growing number of physical and virtual meetups (Telegram 
channels, Twitter Spaces, and Clubhouse rooms) is to go by, challenger 
brands are fostering brand connection, increasing content distribution, 
and winning brand representatives by painstakingly building tribes and 
leveraging communities with shared values and ideologies. Creating 
strategies that complement customer behaviour can help brands 
maximise the impact of communities.

... challenger brands are fostering brand 
connection, increasing content distribution, and 
winning brand representatives by painstakingly 
building tribes...
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K E Y  I N S I G H T S  ( 3 / 6 )

The leading examples in our study are 
leveraging strategic partnerships as part of 
their overall growth strategy—going beyond 
their core service offering to set their sights 
on the right partners who serve the same 
audience or get them the presence and 
platform needed for their next growth phase. 

While some brands are looking to expand 
and set up offices in other parts of the 
continent and overseas, some are building 
global partnerships and participating in global 
events, thereby strengthening their brand 
association and increasing their overall brand 
reputation locally. 

Chipper Cash’s collaboration with the Italian 
football club AS Roma is an example of this. 
This is a one-of-a-kind collaboration to foster 
an impact-driven community project that 
combines financial education with football 

training, which aligns with Chipper’s mission 
to solve financial challenges on the continent. 
Another notable example is Flutterwave’s 
associate partnership with the Basketball 
Africa League.   

Challenger Brands have increasingly engaged 
influencers and creators looking beyond just 
influencer popularity, to a partnership directed 
towards building relationships with their 
customers and fostering organic marketing. 

Safeboda’s grassroots focus makes its 
partnership with the comic influencer, Woli 
Agba, an effective one. There was hardly a 
better partner for Bitsika than the free-giving 
pop star, Davido. Sweepsouth, on the other 
hand, effectively demonstrated how they can 
allow their customers to focus more on their 
intensive work through the use of rugby player 
Justin Geduld.

    Build strategic
partnerships—find
 alignment for growth

some are building global partnerships and 
participating in global events, thereby strengthening 
their brand association and increasing their overall 
brand reputation locally. 
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 Inspire and promote
   employees as
     ambassadors

Along with investing in external brand influencers, Challenger 
Brands have also begun grooming employees who go out into the 
world and talk about their jobs and the brands with which they work. 
These companies assist their employees in developing a high level 
of personal branding, allowing them to become trusted voices and 
thought leaders in their industry.  

When employees believe in a brand, the target audience is more 
likely to believe in it as well. It is critical to have a workforce that speaks 
in unison, especially if they do so loudly.

Having employees become brand ambassadors helps to validate 
the company’s claim to having a great culture. Having a company’s 
values communicated by actual employees is not only authentic and 
credible, but it also plays an important role in recruitment and word-
of-mouth marketing.

When employees buy into a brand, it 
becomes easier for the brand’s target 
audience to get onboard.

K E Y  I N S I G H T S  ( 4 / 6 )
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  Light up behind
the scenes

K E Y  I N S I G H T S  ( 5 / 6 )

Peculiar to these Challenger Brands is the willingness to give their 
audience a peek behind the curtain, regularly showing what is 
happening behind the brand they love. 

We see the intentionality to show the process and background of the 
product, leveraging backstage content to help their users gain a deeper 
understanding of everything that goes into their business and what 
makes them unique. 

The design blog published by Flutterwave perfectly explains this, 
showing how the team works and the exegesis of products they have 
built. ‘Backstage with Cowrywise’ also puts this narrative in context, as 
the brand encourages direct conversations between the people and 
the teams within.

...leveraging backstage content to help 
their users gain a deeper understanding 
of everything that goes into their business 
and what makes them unique. 
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 Connect to
   a bigger cause

K E Y  I N S I G H T S  ( 6 / 6 )

Businesses are established on and sustained by a prioritisation of profits; 
brands are built on the values they stand for. One does not have to hurt the 
other. We have seen how much success (reaching the bottom line) brands 
that stand for something can achieve.
Most of the #ACB20 brands are unmistakable in their passion for the 
community. From being vocal about how they are trying to change the 
world through their work, to fully supporting movements — as we saw with 
Piggyvest, Bitsika, Flutterwave, and others during the #EndSARS protest 
in Nigeria — it is easy to see their true intentions. Donations are great, 
but there was more. There were the words of the founders, free rides, 
refreshments driven to the protest grounds, posters up on their pages, 
employees given time off to attend protests, and all of this had a significant 
impact on people’s respect and loyalty for these brands.    

We have seen how much success 
(reaching the bottom line) brands that 
stand for something can achieve.
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The 
Top 20
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Fostering discussions around the stock market through 
user education is a strategy Bamboo has mastered towards 
making its core product known across Africa. As the brand 
makes international stocks available to people across Africa, 
it is gaining trust through its focus on financial education 
that goes beyond stock trading to include personal finance 
and this is successfully resulting in high adoption rates as 
the go-to platform for people looking to invest in US stocks.

According to Deola Adebiyi (Head of  Comms 
Engagement), “the most important thing that Bamboo 
has done to strengthen our brand is investing in our 
content. We aim to push out content that educates, 
inspires, and helps all Africans invest and build wealth.” 

Bamboo has successfully built a strong tribe for itself, 
despite the low-trust challenge being faced by a lot of 
investment platforms in Nigeria. The brand is always 
available across multiple channels and access points to 
its users as it efficiently uses Instagram live, webinars, and 
actively engages customer feedback.

Unrestricted
access to US stocks

www.investbamboo.com

EST: 2019   |   NIGERIA

 https://bit.ly/acb-bamboo
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From its refreshing use of language in its marketing copy, 
empathetic communication on social media, engaging 
content across the board to its sublime user experience on 
the app, the brand makes it easy for users to feel at home 
and flow with ease as they begin their stock investment 
journey with Bamboo.

During the turmoil with the SEC, Bamboo’s quick response 
to reassure their customers of the safety of their assets was 
a confidence booster. Its show of support through critical 
moments like BlackLivesMatter and EndSARS have also 
helped to reflect some of its core values and this has further 
reinforced its loyal community.

“Earning in dollars” is the new goal for the younger 
population in Nigeria, and Bamboo is not only making this 
possible but also easy.

An analysis of Bamboo’s Twitter activity between February 2020 and March 2021

Number of tweets by Month & Year

14068 12702 51771366

10850 41736 462

T W E E T S T W E E T S  F R O M 
O T H E R S

T W I T T E R
U S E R S

T W E E T S  B Y
B A M B O O

R E P L I E S L I K E S Q U O T E D
T W E E T S

We believe everyday Nigerians that want to grow their 
personal wealth long-term and take part in the global 
markets should have an investment platform they can 
trust enough to do so.”

Richmond Bassey  |  Co-founder and CEO, Bamboo

The consistent growth in this visual representation of Bamboo’s 
Instagram posts shows efforts of the brand in their use of social 
media marketing to build awareness and drive adoption.

Like Count Retweet Count
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Bitsika has positioned itself as the one-stop app for 
everything money-related. Processing nearly $40 million in 
2020 alone, Bitsika easily contends as a leading remittance 
platform in Africa.

As a strategy to push its brand into the mainstream, Bitsika 
has been brilliant with its strategic choice of ambassadors, 
and it struck gold with the superstar musician, Davido. With 
a lavish and free-giving attitude with money, he has made 
the perfect ambassador for the African ‘cash-app’—a label 
they surely know may not be sustainable for the future but 
have so far successfully latched on to announce Bitsika to 
the world. Just five hours after Davido announced his Bitsika 
partnership with giveaways, ten (10) servers dedicated to 
the campaign crashed, and the team had to add new ones 
as a matter of urgency.

Beyond simply exciting customers with giveaways (as 
some critics have put it), Bitsika has also shown up at pivotal 
moments like the #EndSARS protests, for which it raised a 
$5000 fund.

www.bitsika.africa

Africa’s cash-app.
Perform all your financial 
needs on one app
EST: 2018  |  GHANA  

https://bit.ly/acb-bitsika-africa
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One other way the company has attracted genuine 
admiration is from what appears to be an ideology of 
openness to its aggressive efforts towards continuous 
improvement. In a Founders’ Connect interview with Peace 
Itimi, the CEO stressed ‘aggression to get it right’ as a value 
that runs through his team. 

On his website, Atsu stresses the advantage when 
startups carry their audience along as they improve on 
imperfections. He paints a picture of the resulting position 
of customers, “I am not scared if anything goes wrong. 
Bitsika will eventually refund my money. I trust them. I have 
seen them do it many times.” Surely the Bitsika team, 
who rebuilt their mobile app four times in the first year 
of operations and are currently working on yet another 
revamp, has enjoyed that and earned a reputation of trust 
and confidence while at it.

37956 37809 12713147

28887 203113 2402

T W E E T S T W E E T S  F R O M 
O T H E R S

T W I T T E R
U S E R S

T W E E T S  B Y
B I T S I K A

R E P L I E S L I K E S Q U O T E D
T W E E T S

An analysis of Bitsika’s Twitter activity between February 2020 and March 2021
*According to CEO Atsu Davoh, Davido crashed all of the servers that were set up for him 
during their collaboration. The data agrees.

At the beginning, I just wanted to build 
something cool that would impress people 
and could seduce investors.”

Atsu Davoh  |  CEO and Founder, Bitsika

Number of tweets by Month & Year Like Count Retweet Count

“Ask Me Anything”—An evidence of the open and transparent 
culture Bitsika builds with its customers.
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Relentlessly expanding its mission across Africa, the 
Chipper Cash milestone is clear—that anyone is able to 
send money from any point to another in Africa, without 
any issues. In an interview with DigestAfrica, one of the 
co-founders, Ham Serunjogi, expressed that the pace of 
progress in the financial industry and the number of barriers 
and borders existing is unacceptable.

The Chipper Cash brand, reflecting the resolve of its 
founders, is committed to an Africa where a lot more 
can happen from country to country and faster. As it 
communicates across its digital platforms with its choice 
of imagery and words, among other details, there is a clear 
identification with and a reflection of everyday street life 
across African countries. This is further emphasised by 
its intentional support for football and teams at all levels, 
including grassroots, and most importantly, women football. 
This approach has recently birthed a partnership with AS 
Roma, an Italian football club that has recently gained more 
popularity with football fans across Africa through its unique 
use of social media.  

www.chippercash.com

Move your money 
freely. Across Africa

EST: 2019  |  UGANDA

https://bit.ly/acb-chipper-cash
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For a brand solving the huge problem of cross-border 
transfers, the Chipper Cash solution has gained the 
attention of 3 million users already, in 3 years, and as it 
continues to put Africans first, with its community initiatives 
(like #ChipperCares) and grassroots soccer sponsorships, 
one can expect that it is headed towards its most ambitious 
goals.

Today, it is the sixth African fintech startup to attain a 
unicorn status.

Our mission is to unlock opportunities and bring Africa 
together, one transaction at a time. We wanted a partner 
that shared this, and our vision for developing football in 
Africa and, in AS Roma, we have found the perfect fit.” 

Hasan Luongo  |  Vice President of Growth, Chipper

An analysis of Chipper Cash’s Twitter activity between February 2020 and March 2021

22386 19449 70002937

16711 68720 447

T O T A L
T W E E T S

T W E E T S  F R O M 
O T H E R S

T W I T T E R
U S E R S

T W E E T S  B Y
C H I P P E R

R E P L I E S L I K E S Q U O T E D
T W E E T S

r

A merge of celebrity influence and partnership with 
AS Roma employed by Chipper Cash to reach out to 
football fans across Africa.

Number of tweets by Month & Year Like Count Retweet Count
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“Ope from Cowrywise”. 

These three words capture the essence of the Cowrywise 
brand—to feel personal and touchable—a core element 
most brands long for these days but struggle to attain. It 
almost appears like they invented the regular “[name] from 
[company]” style, but they didn’t. 

Bursting into the scene as the second major player in the 
savings and investment niche of the Fintech space in Nigeria, 
Cowrywise has worked hard to position itself as people-
centric. This strategy starts from within by exposing its 
culture and making “public figures” out of its employees while 
championing the stories of its users. “Building the best place 
to work” hangs on a wall at the office and captures the mission 
that every employee eagerly attests to. 

The level of investment in the brand is visible through its 
tailored use of different digital platforms as well as a consistent 
personality and carefully curated visual identity that comes to 
life across social media, the web, and its mobile product.

The smartest way to plan, 
save & invest

www.cowrywise.com

EST: 2017  |  NIGERIA 

https://bit.ly/acb-cowrywise
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Cowrywise capitalises on social media as a tool to support 
and build its community. From educating their community 
on how to survive in the pandemic, to simplifying big financial 
concepts and sparking viral reactions with a witty push 
notification on a Friday afternoon, Cowrywise repeatedly 
strikes a deep chord with people as relatable, with admiration 
from not only its users but neutral observers and future 
customers. Among many other brilliant initiatives, there is the 
#DesignFundForWomen for International Women’s Day and 
the fun (yet necessary and hardly thought about exercise) 
#PaintWithDad event at the Cowrywise HQ on Father’s Day. 

Going viral over a ‘security breach’ is a negative experience 
few brands recover from (especially in Fintech), but for 
Cowrywise, the formidable tribe it has built over time enabled 
it to achieve a good recovery and an opportunity for the brand 
to educate users further on security. 

One of the things we have done differently is to take 
major commemorative days as an opportunity to do 
something that helps to bridge the gaps these days 
aim to close, rather than just greet our customers.”

Feranmi Ajetomobi  |  Ex-Product Marketing Lead, Cowrywise

An analysis of Cowrywise’s Twitter activity between February 2020 and March 2021

28675 24994 113693681

18286 147158 1423

T O T A L
T W E E T S

T W E E T S  F R O M 
O T H E R S

T W I T T E R
U S E R S

T W E E T S  B Y
C O W R Y W I S E

R E P L I E S L I K E S Q U O T E D
T W E E T S

Some examples of pop-up notifications from the Cowrywise 
app sparking excited reactions on social media

Number of tweets by Month & Year Like Count Retweet Count
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One would have thought moving back to ‘Our Eden Life’ 
would be the easiest decision for us all to make, but despite 
the long list of obvious benefits, from saving time to 
managing artisans, deliveries, and more, it is taking a lot of 
intentional effort to rewire what has been a long-held love-
hate relationship we have all cultivated over the years with 
house chores and responsibilities.

Thanks to Eden Life’s consistent delivery on its promise, 
there is a growing community of young people focused 
more on being the best they can be - doing their best work 
and living their best lives - without having to think about 
keeping their home and belly in form.

The Eden brand continually pays homage to the stress-free 
lifestyle—a new normal that is not as expensive as one 
would have assumed. The brand maximises the testimonies 
of its eagerly satisfied users as social proof to its advantage 
across all brand touchpoints. 

Say goodbye to chores

www.ouredenlife.com

EST: 2019  |  NIGERIA  

https://bit.ly/acb-eden-life 
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Among many other brilliant ideas in its efforts to engage 
people, there is the smart attempt at bringing a relatable 
human touch to its brand in the creative use of the character 
“Eve from Eden”, an allusion to the biblical story of the garden 
of Eden. 

Starting with Lagos, Nigeria, Eden is bringing the convenience 
of room service to African homes, as it maximises technology 
to simplify the apparently complicated. With “say goodbye to 
chores’’, the brand is inspiring an entire generation of young 
people to live the life they’ve always wished for—one in which 
the chores actually do themselves. When it was time to fight 
back against police brutality which affects a huge part of its 
community, the brand played a role. 

According to the CEO, Nadayar Enegesi, Eden will continue to 
raise the bar on service delivery and hope that more service 
providers cross the bar “because ultimately, the goal is to give 
busy people a better quality of life, while they pursue career 
goals.” 

We are focused on being promise-keepers. We 
want to tell our customers that we will do something 
and then do it. Every time. No ifs or buts.”

Fu’ad Lawal   |  Growth Lead, Eden

An analysis of Eden’s Twitter activity between February 2020 and March 2021

4474 3729 1765745

3462 32637 321

T O T A L
T W E E T S

T W E E T S  F R O M 
O T H E R S

T W I T T E R
U S E R S

T W E E T S  B Y
E D E N

R E P L I E S L I K E S Q U O T E D
T W E E T S

“...reducing their stress and saving them time.” Edenlife teaches 
the Nigerian audience in a unique way to appreciate their friends 
by giving them “soft life” gifts.

Convenience, as promised by Edenlife, is laced all 
around this testimonial from a pleased customer.

Number of tweets by Month & Year Like Count Retweet Count
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Farmcrowdy is empowering farmers and championing 
Africa’s inclusion in the global agriculture value chain. 
With its proprietary platform, Farmgate, it is leveraging 
technology to connect the food value chain participants 
with access to finance, reduced cost of production, open 
market access, and better harvest yields-all in one place. 

Despite the risks and levels of instability that comes with 
agriculture as an investment field, FarmCrowdy has earned 
customers’ trust - vis-à-vis the security of their invested 
funds - by telling stories of how they aid the success of 
farmers and encourage food production.

One of the elements of a Challenger Brand is the ability to 
push the envelope despite unforeseen market disruption. 
In 2020, FarmCrowdy launched ‘Shop with Uduak’, a free 
virtual shopper service to ease online shopping for their 
customers and keep the flow of business as the general 
lockdown in Lagos had made the process of purchase 
more difficult for people. They also maximised this period 
to educate their customers intensively on food security, 
entrepreneurship, and safety measures.

Empowering Farmers 
with Technology

www.farmcrowdy.com

EST: 2016  |  NIGERIA  

https://bit.ly/acb-farmcrowdy 
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Farmcrowdy ensured all its communication channels were 
left open during the pandemic, and their customers attest 
to this and how much support they received. The positive 
feedback from the customers grew massively—and is still 
growing.

Farmcrowdy consistently makes it about the people. From 
featuring exceptional employees to testimonials of farmers, 
as well as CEO appearances at events, it is gaining the 
image of being people-centric.

With major features across local and international platforms, 
the brand has positioned itself as credible, professional, and 
accessible to all.

We are committed to expanding our reach in order 
to continue to empower local farmers, positively 
impact their lives and their families while boosting 
food production and sustainability in Nigeria”

Onyeka Akumah  |  CEO and Co-Founder, Farmcrowdy

An analysis of Farmcrowdy’s Twitter activity between February 2020 and March 2021
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A testimony to Farmcrowdy’s people-centric approach
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Over the years, Flutterwave has earned a reputation for not 
only the quality of its engineering in delivering on its promise 
of dependable payment solutions for businesses but also for 
its involvement in social development.

Expanding rapidly during the pandemic to create digital 
storefronts to “keep the lights on” for small businesses, 
Flutterwave has successfully grown the size of its impact 
and justifiably got listed as one of TIME100 Most Influential 
Companies in the world. 

Small businesses are at the top of Flutterwave’s priority list, 
and this has a significant impact on its brand communication 
strategy, as the company uses its massive platform 
to provide visibility for the small business owners it so 
passionately supports.

The butterfly icon has undoubtedly become synonymous 
with the image of a remarkable African organisation on a 
mission to make waves all over the world. Beginning at home, 
Flutterwave contributes significantly to the development of 
the ecosystem while also showing up at pivotal moments.

Transforming payments in Africa,
and the rest of the world

www.flutterwave.com

EST: 2016  |  NIGERIA

https://bit.ly/acb-flutterwave 
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This is evident in their participation in the #StopRobbingUs 
campaign (which preceded the #EndSARS campaign), as 
well as their support for hundreds of developers who were 
laid off by Andela, among other things.

Flutterwave’s recently launched design blog, which focuses 
on the activities of its in-house design team, among other 
ideas, is increasingly bringing us all into what goes on at the 
Wave. As a financial services company, trust is a valuable 
commodity, and one way to earn it is to show customers 
what goes on behind the scenes.

As Flutterwave expands across the continent and beyond, it 
looks to build on its impressive list of corporate clients while 
growing its large community of smaller businesses that now 
have a better shot at success thanks to its support.

We are not doing anything new or disrupting. We are just trying to 
make life simple for a small merchant. A merchant in Rwanda can 
decide to sell to someone in Nigeria and they get paid simply and 
easily. We are breaking the barriers of geography through payments.”

Olugbenga Agboola  |  CEO, Flutterwave

An analysis of Flutterwave’s Twitter activity between February 2020 and March 2021
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Flutterwave’s big news of raising $170m and becoming a unicorn 
was a major morale boost for tech innovation across Africa

Actively showing up for its people and supporting a 
social cause is an action Flutterwave is well-known for.

Number of tweets by Month & Year Like Count Retweet Count
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Within a year of its relaunch as a fully digital bank, Fundall has 
created a fun and memorable brand that is easy to fall in love 
with and be curious about, as it strives to become the true 
financial partner for upwardly mobile Nigerians. 

Finding its voice in an evolving space of digital banks with 
similar offerings, Fundall is focusing on establishing authentic 
relationships with people—Fundallers, as they are called—
as they keep an open and genuine conversation with the 
audience, carrying them along with the ongoing efforts to 
meet their evolving money needs.

With #StoriesIndeed, a series of thought-provoking stories 
captured with great photography of everyday Nigerians from 
diverse backgrounds talking about their unique journeys, 
Fundall is giving people an idea of what it cares about. One of 
the editions featured a 47-year-old trader who was looted out 
of goods worth 13 million Naira. Fundall set up a fund in this 
regard and raised some money to support this trader’s effort 
to rebuild as a result of immediate reactions from followers 
across its social media pages asking for an opportunity to 
donate to help.

All things money in one place—
spend, manage and grow money

www.fundall.io

EST: 2019  |  NIGERIA

 https://bit.ly/acb-fundall 
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Open house events, Q&As, and engaging videos across 
all platforms, as well as a responsive customer support 
system, help the brand go even further in this direction. 
Ari, the AI character referred to as your personal wealth 
manager, ‘welcomes’ you during onboarding and shares 
money tips with you regularly, takes it a step further.

Thanks to an interesting and unique combination of 
photography, colours, and illustrations, Fundall ensures a 
memorable impression that conveys its human-to-human 
approach. With an engaging social media personality, the 
brand has been able to nurture a fast-growing tribe of fans 
and potential customers, all while highlighting its desired 
role as “your bank, indeed”. 

We are very intentional about brand building and this is 
very obvious in how we hire, internally and externally. We 
have consulted with 3 different brand design agencies 
since the beginning of the firm and these consultations 
have been pivotal to elevate our overall brand experience.” 

Taiwo Obasan  |  CEO, Fundall

An analysis of Fundall’s Twitter activity between February 2020 and March 2021
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A Fundaller spreading the Fundall gospel in 
response to another user’s challenges.

A few Instagram posts from the 
#StoriesIndeed series.
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Gokada has earned the reputation of resilience as well as 
a following of confidence through the way it has not only 
survived but effectively adapted in the face of catastrophic 
challenges from last year, events they would have wished 
never happened if they had a choice.

The brand bounced back from two unrelated but tragic and 
consecutive events—the government banning of its main 
service and the gruesome murder of its founder in his New 
York home—by focusing on “reliable delivery” as a core 
mission that has firmly re-established its position in people’s 
minds. Several months later, it is taking things a step further 
with a super-app that builds upon the credibility and trust it 
has earned with its customers.

The largest last mile
delivery service in Nigeria

www.gokada.ng

EST: 2017  |  NIGERIA

https://bit.ly/acb-gokada 
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Starting as a motorcycle-hailing platform in Nigeria, the 
green Gokada bikes were a regular feature on the streets 
of Lagos. Gokada did boast of an army of well-trained, 
insured, and verified drivers that it has now switched from 
moving people to delivering parcels and other items. In 
a community where people are rightly concerned about 
the risks associated with motorcycle rides on highways, 
Gokada successfully provided the safety assurance that 
led to mass adoption of their services. The green bikes are 
still flying around, but a large black box now seats where the 
customers once sat. 

As the brand brilliantly communicated the change, “The 
best delivery drivers you have ever seen. First, they carried 
you. Now, they carry your packages for you.”

Gokada has commendably maintained its reputation 
despite its continuous evolution, demonstrating the power 
of the brand even when the business changes.

An analysis of Gokada’s Twitter activity between February 2020 and March 2021
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Gokada seamlessly transitioned from the 
transportation industry to the logistics industry.

Without our pilots, it is impossible to deliver the 
service level we have managed so far. We put our 
pilots and customers at the heart of everything we 
do, and our mission is to connect them through our 
world-class platform.”

Nikhil Goel  |  CEO, Gokada
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Launched in 2016, Helium Health is well on its way to 
accelerating Africa’s transition to a technology-and-data-
driven healthcare sector. It is bridging the innovation gap to 
aid transparency, effective management, and increased 
investment in the sector.

Last year, the COVID-19 pandemic caught the healthcare 
industry off guard, emphasising the importance of Helium 
Health’s mission and reinforcing its commitment to assisting 
key players in the sector in upgrading its systems for greater 
efficiency. Some of its immediate interventions included the 
HeliumCredit solution, which provides collateral-free loans 
to struggling hospitals, as well as its telemedicine solution, 
which came in handy as the lockdown restricted the free 
movement and patients’ willingness to visit hospitals in the 
first place.

The number 1 health-tech 
provider in Africa

www.heliumhealth.com

EST: 2016  |  NIGERIA

https://bit.ly/acb-helium-health 
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Helium Health is earning trust from people as it gradually 
becomes the symbol of innovation towards the future of 
the sector by leveraging data and unique insights on the 
status of healthcare in Africa, while its founders — who 
were named Forbes 30 under 30 — lead conversations 
in the same direction. According to Lauretta Hamza, the 
Community Engagement Lead, Helium invests heavily 
in its brand positioning and thought leadership, with 
strong communication and a design team dedicated to 
properly contextualising and educating the public about 
the inherent dangers of data fragmentation.

Helium Health has been adopted by over 5,000 
health professionals to manage over 165,000 patients 
monthly. The healthcare startup closed a $10 million 
Series A funding last year which further aided its 
expansion to new markets in Uganda and Liberia—and 
most recently, in Nairobi.

In 10 years we want to see a dramatically different 
healthcare system, one where technology and data 
guides decision making and people of every cadre and 
creed have access to quality and effective healthcare.”

Dimeji Sofowora  |  Co-founder and COO, Helium Health

An analysis of Helium Health’s Twitter activity between February 2020 and March 2021
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From the official signing of the partnership between the 
state government of Ekiti and Helium Health to improve 
health care delivery.

Number of tweets by Month & Year Like Count Retweet Count
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Fostering trust in a low-trust society is a daunting task, 
especially when there are no physical offices customers 
can storm when they have any issues. However, Kuda 
Bank works twice as hard to make this a reality for the 
average Nigerian. With a brand well known for engaging 
communication in a humane manner, they have steadily 
maintained their position as the leading and most 
recognised digital bank in Nigeria. 

Kuda undoubtedly won many people over with its promise of 
freedom delivered through a business model that eliminates 
various maintenance fees, offers 25 free transfers per 
month, and allows overdraft. The bank also provides free 
debit cards delivered across the country at no cost. 

While the long wait for the cards has been one major source 
of complaints, the uniqueness of its pack (compared 
to what you would get from the typical Nigerian bank) 
when it gets to the customer has been a major source of 
excitement. “Your Kuda card is here”, indeed. 

The bank of the free

www.kudabank.com

EST: 2018  |  NIGERIA

https://bit.ly/acb-kudabank 
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This reflects a recurring pattern that also applies in the 
case of other functional issues: a few complaints are 
overshadowed by a large amount of customer satisfaction. 
Kuda, however, does not appear to find solace in that, and 
will undoubtedly improve along those lines and, as a result, 
achieve better results overall.

From Erica (of BBNaija fame) and collaborations with Jola 
Ayeye (of FeministCo) to a brilliant ad involving the social 
media sensation, Kamaru, the brand’s strategic selection 
of ambassadors and partners is noteworthy. Beyond the 
use of new media, and previous publicity wins such as the 
BBNaija sponsorship, Kuda has recently taken to the streets 
with its distinctive billboards, with the goal of reaching 
a wider audience and surmounting the trust barriers 
associated with the concept of a virtual bank.

We’ve taken more time than ever before 
to dive deep into data, and that has really 
improved our understanding of our current 
customers and people like them” 

Bradley Want  |  Head of Growth and Analytics, Kuda

An analysis of Kuda Bank’s Twitter activity between March 2020 and March 2021
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A series of random users expressing their 
excitement in response to the Kuda ATM card.

Number of tweets by Month & Year Like Count Retweet Count
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Starting with a clear goal of saving lives through quick 
access to blood supplies, the Lifebank brand has earned 
its growing reputation through all of its effort to fulfil its 
promise: “At LifeBank, we believe no African should die 
because critical supplies were unavailable when they 
needed them.” 

Temie Giwa-Tubosun founded Lifebank primarily to address 
health workers’ inability to access blood, which leads to 
unnecessary deaths. “Healthcare is a right,” she insists. 
The brand is still telling the story of its impact, which has 
saved over 10,000 lives in over 700 hospitals in Kenya 
and Nigeria. While its direct impact is currently limited to 
the two countries mentioned, Lifebank claims to be the 
infrastructure of Africa’s health system. This illustrates its 
trajectory as it develops a replicable logistics system that 
successfully reaches some of the most remote rural areas.

The business of saving lives

www.lifebankcares.com

EST: 2015  |  KENYA & NIGERIA

https://bit.ly/acb-lifebank
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It would be nearly impossible and largely unnecessary to 
draw a line between the Lifebank brand and the founder’s 
passion, as the latter drives the former. In a roundabout 
way, the brand fully embodies this passion. “8 out of 10 
women who die from childbirth could be saved if blood was 
available. In the hubris of being young, I thought, ‘I’m going 
to solve that problem.’ That was the single thought that 
started LifeBank. “

Within five years, the brand has amassed an extensive 
cabinet of local and international awards and recognitions. 
Mark Zuckerberg, Facebook’s founder, also endorsed the 
brand saying, “This is a thing that needs to exist. If she can 
actually pull it off, she’ll show a model that will impact not 
just Lagos, not just Nigeria, but countries all around the 
world.”

We can’t help but agree that “LifeBank cares” after its life-
saving intervention during the EndSARS protests in Nigeria, 
and as its website domain and social media handles state.

At LifeBank, we believe we can 
be the heroes of our own story.”

Temie Giwa-Tubosun  |  Founder and CEO, Lifebank

An analysis of Lifebank’s Twitter activity between February 2020 and March 2021
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The availability of oxygen round-the-clock in Nigeria via 
trucks and bikes shows that LifeBank is truly in the business 
of saving lives, and has delivered on its promise

Number of tweets by Month & Year Like Count Retweet Count
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When NALA Money issues the rallying cry “Build our Africa” 
— which has come to define the emerging brand — you can 
tell they mean it.

Nala is building a community around the importance of the 
problem it is solving, starting with a personal finance app in 
Tanzania and now helping to ease remittances from Africans 
all over the world to their relatives back home.

The founder, Benjamin Fernandes has lived the experience 
of a young brilliant African who had the opportunity to go 
to school abroad, get a great job, and ‘live the life,’ but who 
also lived with that strong desire to help their people back 
home. He, like many other Africans around the world, saw 
how costly and wasteful sending money home could be, 
with transfer fees alone accounting for 3.3 billion USD of 
48 billion USD in remittances to Africa in 2019. While other 
Africans continue to use the existing mediums because they 
have no other options, Benjamin has returned home and is 
addressing the issue.  

Born in Africa,
built for you

www.iwantnala.com

EST: 2017  |  TANZANIA

https://bit.ly/acb-nala-money 
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With transfers from the United Kingdom to Tanzania, 
Kenya, and Uganda already under the belt, Nala Money 
is successfully building a global community around the 
vision of an Africa where more people have the opportunity 
to realise their dreams. With its #BuildOurAfrica virtual 
sessions, Nala Money is engaging founders of other Fintech 
startups to discuss how they are solving problems in Africa 
while strengthening the perception of a brand deeply 
connected to the bigger picture. 

A video on the website concludes with the phrase “powered 
by you, built by us.” This mission-driven approach to 
storytelling is certain to increase not only the likelihood of 
Africans in diaspora sending money home through Nala, but 
also the amount they send home at all.

We are embarking on an exciting 
new journey, with a global African 
community at the heart”

Benjamin Fernandes  |  CEO & Founder, NALA

An analysis of Nala Money’s Twitter activity between February 2020 and March 2021
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Social media graphics showing some of Nala’s 
conversations with leaders from other startups
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Polished, yet relatable. Simple, yet memorable. It goes by 
the name Patricia, as simple, easy, and memorable as that. 
Patricia is redefining old financial systems and building new 
ways to transact. Patricia has evolved from a simple solution 
to provide a platform for people to exchange their iTunes 
cards for money to become an enabler of alternative digital 
solutions in Africa. “We are not a bank, we are more,” it says 
on its website.

Patricia has undoubtedly achieved great success for a 
business that began as a small source of income on the side 
for the founder, with over 1.6 million USD in transactions.
In 2020, Patricia co-sponsored the popular Big Brother 
Naija show, which helped raise awareness of this new brand 
that automates a variety of alternative transactions for 
people in Africa. Given its reputation in alternative finance, a 
move into cryptocurrency was a foregone conclusion.

A technology-driven alternative 
payments platform

www.mypatricia.co

EST: 2017  |  NIGERIA

https://bit.ly/acb-patricia
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Patricia communicates with a refreshing language, as 
evidenced by how it starts its conversations with “Hey 
Chief,” from its website to DM inquiries. The brand strives to 
be as personal as possible, collecting customer feedback 
in newsletters, featuring user nicknames on cards, and 
referring to the team as Patricians. 

Patricia continues to enable a seamless flow of value across 
different forms of value with its Bitcoin ATM card, which 
allows you to withdraw the Naira equivalent of your crypto 
account balance at any time and is the first of its kind in 
Africa. Ever. And, yes, it is absolutely stunning.

With the recent relocation of its headquarters to Europe, it is 
well-positioned to emerge as the world’s leading alternative 
payment platform. And we can hardly wait to see it.

The decision to expand and move our headquarters 
to Europe is part of our plans to improve our business 
strategy. We want to play in the big league, there’s no 
passion to be found playing small.”

Hanu Fejiro Agbodje  |  Founder and CEO, Patricia

An analysis of Patricia’s Twitter activity between February 2020 and March 2021
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Unusual for a Crypto brand, yet cool and engaging
—A showreel of Patricia’s social media style.

Number of tweets by Month & Year Like Count Retweet Count
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You can’t tell the Paystack brand’s story without mentioning 
two young people who passionately believe payment 
gateways can and should work better and smarter for 
Africans, merchants, and customers alike. Shola Akinlade 
and Ezra Olubi had meticulously planned their strategy from 
the start. “We are on a mission to deliver a safe, convenient 
and modern payment experience for customers and 
merchants in Africa,” they say. 

Paystack, which is recognised as one of Nigeria’s most 
reliable payment systems, trusted by over 60,000 
businesses and loved by millions of people, makes huge 
waves with each new announcement, from its acquisition 
by Stripe to its Storefront platform, and more. The 
brand has consistently demonstrated the excellence it 
promises, with its fast onboarding and a user experience 
that simplifies what used to be a clumsy experience for 
merchants.

Modern online and offline 
payments for Africa

www.paystack.com

EST: 2015  |  NIGERIA & SOUTH AFRICA

https://bit.ly/acb-paystack 
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Paystack has remarkably built a brand renowned for its 
emphasis on talent and culture, easily becoming one of 
the best and most sought-after startups to work for across 
the continent. While the brand benefits greatly from 
word-of-mouth feedback from satisfied customers, which 
should come as no surprise given its outstanding customer 
service and active support for important causes such as 
#EndSARS, it effortlessly soars even higher due to its focus 
on people and culture, as it hires and supports some of the 
best talents available. 

The Paystack team comes up with beautiful ideas, executes 
them quickly, and tells great stories about them, bringing 
us into the tiny details of how they got there and painting 
a picture of what it would go on to become while keeping 
our attention the entire time. This further endears the 
brand to its target audience, from potential employees to 
merchants.

My goal, my vision is to build the best talent 
in Africa. I think there are so many talented 
people in Africa and we want to have them 
around building for us.”

Shola Akinlade  |  CEO, Paystack

An analysis of Paystack’s Twitter activity between February 2020 and March 2021
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Edmund Olotu, Founder and CEO of TechAdvance, 
emphasises the importance of Paystack in shaping 
Nigeria’s talent culture.

“...and life was easy.” A clear social proof of the simplicity 
Paystack embraces in its processes, and how the brand 
thrives on customer testimonials.

Number of tweets by Month & Year Like Count Retweet Count
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Piggyvest was inspired by the everyday desire of the 
average Nigerian to save more effectively. Moving from its 
core offering of automated savings to providing access to 
investment opportunities, it has built a formidable brand 
that is not only respected by its 2 million+ customer base 
but has also become the new way for young people in 
Nigeria to think about savings. According to a popular 
Twitter sentiment, “she is never truly broke, it’s all in her 
Piggyvest.”

With an incredibly engaging social media presence, 
Piggyvest has built a brand that is firmly on the side of 
the people it serves. Every month, it highlights the saving 
culture of a different Piggyvest saver as it expands its 
league of product evangelists who continue to spread the 
word about how Piggyvest has helped them achieve their 
goals.

The better way to save 
and invest online

www.piggyvest.com

EST: 2016  |  NIGERIA

https://bit.ly/acb-piggyvest 
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Co-founder and COO, Odun Eweniyi, is a well-known and 
outspoken figure in Nigeria. She joins other Piggyvest 
leaders whose reputations combine to positively influence 
the Piggyvest brand as trustworthy after being named 
one of Vogue’s 12 women leaders who changed the world 
in 2020. With their active participation in the #EndSARS 
movement, they continue to strengthen the image of an 
organisation that will go to great lengths to ensure the well-
being of Nigerian youths.

With new acquisitions to broaden its portfolio and 
bandwidth of tech solutions, active efforts to partner with 
more finance professionals, as well as intensified marketing 
efforts targeted at a broader audience beyond new media, 
Piggyvest is building a truly African tech giant for the future.

We have always been big on our use of social media. Now 
we are taking things further with major sponsorships like 
BBNaija that bring our brand to a wider community of 
potential customers and raving fans.” 

Joshua Chibueze  |  Co-founder and CMO, Piggyvest

An analysis of Piggyvest’s Twitter activity between February 2020 and March 2021
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Social media creative spotlighting a customer as the top 
saver of the month—definitely worth sharing.

Piggyvest is one brand that follows through on its 
promise, as evidenced by the testimonial tweet above 
from a random customer.

Number of tweets by Month & Year Like Count Retweet Count
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As the name implies, Safeboda’s emphasis on safety is evident 
throughout the entire brand experience, as it highlights its 
intensive efforts to train and equip riders in this direction.   

Safeboda’s quick action includes the provision of free sanitisers 
and disposable masks for all its riders and passengers, as well as 
promoting its cashless payment option to reduce the exchange 
of physical notes and accompanying contact, as Uganda, like 
many other countries, made quick adjustments in an attempt 
to reduce the spread of COVID-19. As one of the most popular 
modes of transportation in Uganda, its response was critical to 
the overall national effort. 

Safeboda has earned the reputation of being a relatable brand 
that cares about the community and the lives of its customers. 
This care can be traced back to the brand’s inception, as 
the founder, Ricky Thomson, is a former Boda Boda rider. 
Over the past year, they have launched initiatives such as 
#SafeBodaCleans to promote environmental cleanliness, 
#BumpLoveCarePackage to assist vulnerable mothers, and a few 
others. During the EndSARS movement, they identified strongly 
with the cause, creating promo codes for free rides for protesters 
using the hashtags #EndSARS and #SARSMustEnd.

Your city ride

www.safeboda.com/ng/

EST: 2015  |  UGANDA

https://bit.ly/acb-sweepsouth 
https://bit.ly/acb-safeboda 
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Some riders were reported to have complained about the 
length of the “endless” training process in Ibadan, the Nigerian 
city it launched in instead of Lagos due to government hostility 
toward ride-hailing. This is undoubtedly appealing to passengers 
because it emphasises the brand’s culture of excellence.

Safeboda has certainly achieved success with its unique 
positioning hinged on a focus on the wellbeing and safety of 
its riders and users, with over 35 million rides completed and a 
claim to own more than 80% of the market share in Uganda and 
Nigeria.

You can’t ignore or miss the bright orange jackets flying Boda 
Boda (bikes) around town, which attests to both great recall and 
safety.

An analysis of Safeboda’s Twitter activity between February 2020 and March 2021

41044 35595 118705449

24615 207369 2017

T O T A L
T W E E T S

T W E E T S  F R O M 
O T H E R S

T W I T T E R
U S E R S

T W E E T S  B Y
S A F E B O D A

R E P L I E S L I K E S Q U O T E D
T W E E T S

Number of tweets by Month & Year Like Count Retweet Count

We tend to localize our product and take a 
local approach where we hire local guys to 
be part of the team.”

Alastair Sussock  |  Co-CEO, Safeboda

Safeboda deployed its mediums to send a strong 
message during the #EndSARS protests

Safeboda’s impact on culture and the economy, 
especially in Uganda, is nothing short of immense

https://bit.ly/acb-sweepsouth 
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Launched in 2014 as a cleaning service company that 
remodels home services by providing dignified, flexible work 
at decent pay, SweepSouth earns its reputation through 
the improved quality of life it guarantees both its customers 
and its workers, dubbed SweepStars.

While leveraging technology to reinforce its core mission 
of creating more happy chore-free homes in Africa, 
this women-led startup also establishes dependable 
structures to ensure a progressive culture for its employees. 
SweepSouth’s response to the pandemic, in particular, 
aligns with its deliberate efforts to provide a supportive 
community for domestic workers in South Africa.

The brand established a fund for the SweepStars to help 
them get through the lockdown, which was particularly 
helpful for the 79% of them who are the primary 
breadwinners in their households. “If these workers aren’t 
paid during the lockdown, they face worsening poverty and 
mounting debt. We simply cannot allow SweepStars and 
their children to be left to this fate,” insists Aisha Pandor, 
SweepSouth’s co-founder and CEO.

Modernised home 
services

www.sweepsouth.com

EST: 2013  |  SOUTH AFRICA

http://www.sweepsouth.com
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On various occasions, the brand provided free home 
cleaning services to celebrate how much it values its 
customers, while also regularly participating in online 
discussions and webinars to discuss trending social 
issues. SweepSouth ensured its customers received 
daily tips to keep their homes clean during the lockdown 
with “SweepStar Tips of The Day,” a testament to the 
humanitarian brand SweepSouth has built for itself. 

SweepSouth is leading the future of domestic work in South 
Africa, consistently reinforcing the message that everyone 
needs to value their real work and stay clean at the same 
time, and that SweepSouth has the best hands-on board 
to make it happen. Having expanded from South Africa to 
Kenya, it promises to launch operations in Nigeria soon.

SweepSouth’s work is about empowerment, 
helping women who are caregivers and 
breadwinners find employment.”

Aisha Pandor  |  Co-founder and CEO, SweepSouth

An analysis of SweepSouth’s Twitter activity between February 2020 and March 2021
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A few of the exceptional structures set in place by 
Sweepsouth to increase Sweepstars’ quality of life.
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Swvl is intriguing. Everything about the brand is endearing, 
from its perplexing but sweet name to (the storytelling of) 
its approach to solving transportation problems.

If there is one word to describe the Swvl brand, it will 
be the word “intentional”. This tech-driven brand has an 
unrivalled art direction that should be studied by their 
peers both within and outside their industry. When you 
go to their website, you’ll see a short brilliant video that 
tells you everything you need to know about Swvl without 
using any words. As you move through, the use of modern 
illustrations and bespoke photography does a lot of the 
talking. There is a consistent visual language that is striking 
and unmistakable across social media and advertisements.

A tech-driven, affordable, and
convenient transportation service

www.swvl.com

EST: 2017  |  EGYPT

https://bit.ly/acb-swvl  
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Communication is crafted around personal ties across its 
various platforms, with photography (among other things) 
capturing relatable moments and inspiring an emotional 
connection with the audience. Swvl demonstrated its 
people-centricity beyond branding by providing free rides 
to commuters on critical roads and raising funds for a large 
number of affected families during the pandemic, despite 
its own operations and revenue being severely impacted.

Beyond their services to the customers, and behind all 
of the brilliant communication, there is a strong people 
and leadership culture. Mostafa Kandil, the founder, has a 
personal mantra of “building an organisation that leapfrogs 
nations” and he has clearly influenced a team-wide mindset 
of commitment to excellence. A striking and recurring post 
on @swvlpeople, an Instagram page dedicated to team 
members, reads, “you are a co-founder, act like one”. Read 
that again! 

An analysis of Swvl’s Twitter activity between February 2020 and March 2021
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A public display of solidarity for Swvl in response to 
unfavourable regulations from the Kenya government

Number of tweets by Month & Year Like Count Retweet Count

We continue to develop world-class technology 
that solves the daily struggle of commuting in 
emerging markets.” 

Mostafa Kandil  |  Co-founder and CEO, Swvl
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“10 years ago, everyone wanted to work in an oil company. 
Today, everyone wants to work in a tech company and you 
are likely one of them” reads a LinkedIn post from Utiva. 

With a passionate approach to its storytelling led and fully 
embodied by the founder, Eyitayo Ogunmola, Utiva is 
becoming that permanent voice in your head reminding you 
of the skill gaps you need to close to stay relevant in a fast-
changing world.

Utiva emphasises that everyone, regardless of their 
differences or disadvantages, should be able to obtain 
adequate technical education. One story that truly 
exemplifies this is the Wunming scholarship, which 
sponsored 500 people with disabilities to attend any of its 
courses for free. Omowunmi Samson, an employee with a 
mobility impairment, not only inspired the scholarship but 
also led the Communications department to incredible 
success through it.

Everything technology 
skills training

www.utiva.io

EST: 2017  |  NIGERIA

https://bit.ly/acb-utiva
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While they earn a lot of goodwill for a variety of reasons, 
they have had to learn from a few structural blunders, 
including the story of a job candidate that went viral earlier 
in 2021. So far, Utiva is bridging its own gaps, learning fast, 
and laying the groundwork for a global organisation, not just 
in mindset but in every structural detail. 

Utiva is successfully positioning itself as a platform for 
leading organisations around the world to access top talent 
from Africa through partnerships with organisations such 
as MIT Solve, Halcyon Incubator, Royal Bank of Scotland, 
Facebook, the Japanese Government, HP, and others.

With over 500 people joining its alumni every month, Utiva 
is quickly becoming the next force for the future, grooming 
the next generation of skilled young people in Data Science, 
Product Development, Artificial Intelligence, and other 
fields. 

What we have done is leverage global partnership to 
up our game and also increase our credibility across 
the countries where we operate.” 

Eyitayo Ogunmola  |  Founder and CEO, Utiva

An analysis of Utiva’s Twitter activity between February 2020 and March 2021
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Top 20
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By Country

By Sector

By Year of
Establishment

Where The Top 20 
Come From

B Y  C O U N T R Y ,  B Y  S E C T O R
&  B Y  Y E A R  O F  E S T A B L I S H M E N T

70%

10%

5%

5%

5%

5%
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Ranking on
Ingenious
Storytelling (IS)

T O P  5
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Ranking
on Brand
Tribe (BT)

T O P  5
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Ranking
on Brand
Experience (BE)

T O P  5
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Overall Ranking Table
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Phokeng Setai is a research fellow in the Centre for 
Humanities Research and a doctoral candidate in 
the Department of Anthropology at the University 
of the Western Cape. He is also a researcher in 
the curatorial department at Zeitz MOCAA and is 
co-founder of About00Time, a digital cultural work 
platform and open access independent press that 
has just released its first book publication titled, 
Creativity Under Confinement.

Koromone “KK” Koroye is a storyteller and 
communications specialist with experience 
in Africa’s tech & business ecosystem. She’s 
currently TechCabal’s Managing Editor.

Prisca is a live performer, songwriter, curator, 
and visual artist from Nairobi, Kenya who 
fuses music, storytelling, dance, and visuals 
to express her ideas, life experiences, and 
point of view. Over the last 5 years, she has 
consulted for Sauti Academy, Music Culture 
Foundation, Arifu, and currently leads the 
team at Engage Kenya. 

Balindile ka Ngcobo is a South African actor, 
theatre-maker and voice artist who holds a 
Master’s degree in Theatre & Performance 
from the University of Cape Town. Her work is 
concerned with the understanding and healing 
of the Black psyche through the staging of 
alternate Afrikan realities. Her work has been 
presented at Artistic Research Africa and as 
part of an international collaboration at the 
2020 Investec Cape Town Art Fair.

Prisca Ojwang’

Balindile ka Ngcobo

Phokeng Setai

Koromone Koroye

Judging Panel
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Khadijah is the founder & lead consultant of 
MakalliMatta Consulting, a SeneGambian 
global communications and business 
set-up facilitation consultancy, founded 
in 2010. She is also the co-owner and 
publisher of the Gambia-based NewDay 
Newspaper.

Dami is a User Researcher at Webflow 
primarily focused on setting research 
operations in place as the organization 
scales. She sees life as an adventure and 
loves sharing the things she has learnt 
about life, humans, technology and design.

Perez is a communications and brand 
growth strategist. He founded the Africa 
Business Meetings, a platform for execu-
tive-level conferences in Africa. Currently, 
he leads the strategy and planning team at 
Arden & Newton, a brand communications 
company.

Lade Tawak is an Experience and Service 
Designer using her expertise in research, 
strategy, design thinking, facilitation, and 
customer experience to improve products 
around the world. She is passionate about 
personal and career development and is 
also a Career Coach.

Perez Tigidam

Lade Tawak

K. A. Tambajang

Dami Oludumila

Judging Panel
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Tolu is a PR and communication 
professional combining a portfolio of 
winning case studies across Africa with 
a decade-abiding love of K-culture. She 
has an in-depth understanding of media, 
culture, socio-politics, loves all things tech 
and has a keen interest in the continent’s 
development agenda.

Over the past 10 years, Victor has enjoyed 
playing key roles on major brand design 
projects within the social development and 
tech industries; bringing his much-enjoyed 
capacity as creative director and honed 
skill to facilitate conversations, to the table. 
He co-leads the team at FourthCanvas.

Adebayo is a Deputy Creative Director in one 
of Nigeria’s foremost advertising agencies. 
To him, creativity is a way of life. It’s what 
he enjoys doing and advertising only helps 
create a platform for him to express himself 
through the voice of brands.

Victor Fatanmi

Adebayo Arisilejoye

Tolu Orekoya

Judging Panel

With a communication tendency that dates 
back to his earliest memories, Ope has 
over the years worked on radio, written for 
tech publications and to what he now does 
best, developed blueprints for compelling 
brand storytelling. He is a Partner at 
FourthCanvas, leading Strategy.

Opeyemi Olugbemiro
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Ized is first a community-builder, and 
professionally, a builder of brands— 
through marketing and PR. Among many 
other hats she wears, she is CEO/CMO of 
Loose Media Ltd, and convener of DigiClan 
Africa. She was previously Social Producer 
at CNN Africa Bureau.

Ized Uanikehi

Judging Panel



Africa Challenger Brands 2020/2021 by FourthCanvas

62

Project Execution Team 

Coordination
Ajayi Ayomide
Oluremi Akinfaderin
Gabriel Balogun

Content 
Victor Fatanmi
Innocent Ekejiuba
Oyinlola Akindele

Design & Illustration
Tunji Ogunoye
Dunsin Ayodele
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Data & Research
Deji Faniyan
Paul Nnakwe
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Digital & Web
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Grace Oisamoje

FourthCanvas... 

As a brand-centric strategy and design agency that helps 
our clients stand out and win through distinctive identity, 
communication, and digital experiences, our most passionate 
desire has always been to see good businesses, regardless of 
their age and size, realise their dreams of becoming great brands. 
While we would like to be responsible for as many as possible, 
we have always been eager to see what we can do to elevate the 
overall average standard, including in places where we have no 
direct influence. 

We decided to create a resource like the Africa Challenger Brands 
because we could not find anything comparable. We believe that 
as various internal teams, agencies, and consultants think and 
work hard to build brands that successfully connect with people, 
they could benefit from resources like this, but because there 
aren’t many places to look for them, we decided to do something 
about it. 

It grew from the seed of a suggestion from one of our Partners, 
and it was soon impossible to tell whose idea it was. It belonged 
to all of us. Before we started writing the plan, suggesting judges, 
and populating the long list of brands, we revisited the idea several 
times and renamed it a few more times. Africa Challenger Brands 
was a work-in-progress until its publication, with constant tweaks, 
learnings, and improvements toward the vision of inspiring and 
enabling many more long-lasting and successful brands from 
Africa, by Africans.

with the support of
TheFutureOfWorkAfrica

We had the highly resourceful help of TheFutureOfWorkAfrica, 
who brought their core expertise to the table, providing us with 
data analysis from across the social media communication of 
the brands evaluated, in addition to the informed opinions of our 
judges and internal thought leaders on branding

Putting
 this together
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 Build-up to     
  Africa Challenger 
Brands 2022

As we reviewed and put together our final observations and 
thoughts on the brands featured in this maiden edition, we 
could not but notice the growing impact of a few emerging 
others who would surely make strong contenders for next 
year’s evaluation, and we are excited about that.

Between now and then, we will continue to advance the 
conversation beyond the report by exploring other mediums 
such as newsletters, blogs, podcasts, virtual and physical 
meetups, and more. We intend to involve you more, opening 
up a channel for dialogue that will assist us in imagining the 
best path forward for Africa’s new era of possibilities.

You might be interested in delving deeper into these by 
following us on social media with any of the hashtags 
#AfricaChallengerBrands #ACB20 and/or a mention 
@fourthcanvas.
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P R O D U C E D  B Y

W I T H  T H E
S U P P O R T  O F

W W W . F O U R T H C A N V A S . C O

H E L L O @ F O U R T H C A N V A S . C O

H E L L O @ T F W . C O M . N G

www.africachallengerbrands.com
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