






Ushahidi, in Kenya, that says, “I am 
guided each day by these three 
questions: ‘What are you fixing?’ 
‘What are you making?’and ‘Who are 
you helping?” This thought affirms to 
a large extent why we do what we do 
at Business Africa Online magazine 
for the continent of Africa. We wake 
up daily with this question top in our 
heart, mind and to-do list of how do 
we enhance and elevate the work of 
the titans behind the new narrative of 
a rising Africa. Simply because we 
recognize we all have a role to play in 
the Africa that we dream of.
It is with utmost pride I write to you 

dear African business community of founders, 
CEO, executives and stakeholders who daily put 
in the work and setting the pace for progress for 
our continent both in Africa and in the Diaspora. 
You are the fuel that energizes our hope and con-
fidence in Africa, as the continent that will eventu-
ally determine the future for the world especially 
in terms of talents, ideas and innovation for a 
better world. We see immense potential in you as 
an African business or social entrepreneur, and 
we are driven by the need to see a greater 
number of success stories that competes global-
ly and lead whatever sector they play in.
Business Africa Online magazine with the vision 
to “Raising Africa's Next Generation Business 
Leaders” is fully committed to your success, and 
in the famous philosophy of Ubuntu, ‘I am 
because we are’. Like we have done over the past 
couple of years of establishment, we are commit-
ted to the sustainable growth and development 
of the African business community and social 
impact ecosystem through our reporting and rich 
content of the massive progress by men and 
women in this space. A journey that began some 
couple of years ago, have seen its tentacles 
spreading across the continent and the Diaspora.
Business Africa Online, BAO as we are fondly 
called remain your one-stop digital media plat-
form for news, reviews, insight and reports on 
businesses in Africa. With a focus on Corporate 
Social Responsibility (CSR) and sustainability 
development projects by corporate citizens in 
host communities within Africa. We have also 
made massive progress in fostering gender bal-
ance through showcasing men and women 
behind the ideas and innovations that are chang-
ing the Africa’s narrative based on merit, in line 
with one of the objectives of United Nations social 
development goals (SDGs), amongst others.
While we are confident about the future of Africa 
through your invaluable contribution, we also 

et me begin this brief note with 
the remarkable thought of Juli-
ana Rotich co-founder of L



identify with the challenges you confront daily, from economy to policy, governance, poor 
infrastructure and global changes, and as a media/news agency, we are not exempted as 
well, but we have continued to surmount these challenges through the conviction of the 
"why" behind our vision, why we are doing what we do. Which is simply, if Africa must expe-
rience growth and leap into the future with the rest of the world, only Africans can bring 
about that reality. No foreign investment, governments, NGO or donor can have the best 
interest of Africa more than Africans. This was further affirmed  a while back by the presi-
dent of Ghana Nana Akufo-Addoin response to a question at a joint press conference in 
Accra with the visiting French president Emmanuel Macron, calling for Africa to end its 
dependency on the West, that until Africans wakes up and build their continent, no 
foreigner will do it for them.
As I bring this to a close, while a lot has changed in just a couple of years in how we engage 
the business and social community in Africa, what has not changed remains our commit-
ment to pushing further every milestone of excellence through insightful and capacity 
building content for Africa’s progress. Thus, we want to keep showcasing African business-
es and social impacts that are thriving in their own right to inspire others coming behind 
who may be contemplating throwing in the towel.

We want to use this opportunity to call on stakeholders in business and social sphere in 
Africa and Diaspora for more collaboration; we are open for business and partnership for 
the progress of the continent. We are the change we seek. And so, in the words of Dr. Ola 
Orekunrin, CEO, Flying Doctors, Nigeria “True success is about a passion to create a better 
world– live a life that you can look back on and be truly proud of.”We invite you to be part 
of this movement of ‘Raising Africa's Next Generation Business Leaders’.           











 Could you briefly tell us about your role 
and journey into media and
production in Africa?
I have been involved in the creative industries 
since I left school, though initially as a singer, 
songwriter, and performer. In the mid 80’s I 
worked with the two-time Grammy Award 
winner, the late Nigel Gray, at his legendary 
Surrey Sound Studios. Older readers may 
remember his work with The Police, Godley & 
Crème, Paul Brady, and a host of others. The 
engineer for my projects, who is still a good 
friend of mine, was Jim Ebdon; he’s now the 
live sound engineer for the artist Sam Smith. In 
the 90’s, I had the amazing privilege of working 
with the musical genius and Grammy Award 
winner David Hentschel who produced, engi-
neered and arranged works for Genesis, The 
Yellow Jackets, Elton John, Missy Elliot, L.L. 
Cool J, and the list goes on. I was born in Kano, 
Nigeria but went to school and lived in England 
until I came back to Nigeria in 1995. One of the 
first gentlemen I met was Mr. Jimi Awosika who 
was then the Creative Director at Insight Com-
munication. He, very kindly, based on my music 
background, started giving me jobs for some of 
their clients. I worked on the music for the 
Pepsi Big Blue Campaign, I composed jingles 
for UBA featuring Daddy Fresh and I created 
the theme music for the original series of The 
Ultimate Search. I was also the Music Director 
for The X-Factor here in Nigeria. This, and the 
revelation that Nigeria had a largely untapped 
popular music scene, made me interested in 
staying in the country and working alongside 
some of those artists. I mention this only to 
highlight that I was firmly embedded in music; I 
didn’t think I would ever be involved in produc-
ing television content let alone co-own a TV 
Channel. I always mention that the inspiration 
for the TV Channel came about when I noticed 
my son watching, learning and absorbing infor-
mation from the shows on CBBC and Disney 
Junior. This made me wonder if there was con-
tent available that would resonate more with 
the African Child, content that they could iden-
tify with. This was ten or so years ago, and I was 

amazed that there had been nothing 
since the NTA show, ‘Tales by Moon-
light.’ I understood then that there was 
a space, so that’s how the idea for 
Pineapple TV came about.

Kindly tell us about Pineapple 
TV, the inspiration and who is 
your target
market?

Pineapple TV started with a focus on a 
target market of children from the 
ages of 4 to 16. After about 3 months 
of broadcast however, we started get-
ting feedback from parents and 
grandparents saying that they were 
enjoying the channel and were watch-
ing alongside the children. Then we 
noticed teenagers outside of our 
target responding also; those of the 17 
to 20 something age group. We have 
now shifted our content production 
and acquisition to include shows for 
the family while ensuring that Pineap-
ple TV continues to be a safe viewing 
space.

Kindly tell us about Pineapple 
TV, the inspiration and who is 
your target
market?
I believe we are the only channel on 
the African Continent broadcasting 
Africa for Africa family content. By that 
I mean, 95% of our shows must be 
produced or licenced on the African 
Continent fulfilling our mandate of 
invigorating this sector of the Creative 
Industry while providing quality con-
tent that resonates with our audience, 
which is the African Family. The 
remaining 5% allows us to partner with 
content producers elsewhere on proj-
ects that will impact our audience. At 
this time, most of the shows we have 
produced are made in Nigeria, and I 
don’t see this changing. I have seen 
that in Nigeria we have the producers, 



directors, and crew who, given the opportunity, can deliver content to an interna-
tional broadcast standard. They are dedicated, professional and passionate. We 
are currently developing a Pineapple TV Mobile App. When this is available our 
content will be available to families in Diaspora and the rest of the continent. We 
are in discussion with various broadcast platforms who have indicated an interest 
in licencing the channel to other parts of the world. I’m pleased to say the impor-
tance of the Pineapple TV initiative and concept is beginning to be understood.

Can you share your major challenge and how are you navigating 
through this dire time?
As a new channel, there are a few challenges that we had to overcome. The most 
difficult is convincing a broadcast platform to understand what your channel 
offering is. I was very lucky in that I was given an opportunity to present the Pine-
apple TV concept to The Honourable Minister of Information and Culture, Alhaji 
Lai Mohammed, who understood fully what I was trying to achieve and actually 
said and I quote, “Carl… You are preaching to the converted.” He kindly asked Mr. 
Segun Adeyemi to oversee the progress of the project. Mr. Adeyemi in turn intro-
duced me to the COO of Startimes. Mr. Tunde Aina and that is how we are now on 
Startimes Channel 129. These three gentlemen have played a significant part in 
our progress and I am grateful to them.

What is your leadership style and philosophy?
That’s an interesting question but perhaps better answered by those in the Pine-
apple TV team.  I do think that in a creative space however, one should have 
defined parameters, so procedures, reporting and work flows are adhered to, but 
at the same time ensuring the office space is friendly so that creativity can flow. I 
like to encourage the whole team to suggest creative ideas no matter how 
out-of-the-box they may seem and no matter what position you hold in the busi-
ness; I have an open door policy and I ask the executives and heads of depart-
ments to offer the same; we’ve had some exciting content concepts come to 
fruition in this way.

Which is more important, data or content to the future of marketing?
In my opinion it’s always going to be content. Consumer’s won’t spend their 
hard-earned money on data if the content isn’t appealing… I am of the mindset 
that, as consumers are able to access content via ever more varied and available 
platforms, that what they want to access becomes even more important. So, 
whether its an advert, a series, a film or a song, it better be fantastic! As the 
saying goes, ‘Content Is King’ and I believe this is hugely relevant now.

 How do you see the convergence of digital and TV play out?
In Africa, for the foreseeable future, I think both will share the same arena. Data is 
still quite expensive, and coverage is not available everywhere, or all the time. I 



I am looking forward to when the country flips fully to DTT. That will give a great 
option for consumers and producers alike.

How does your organization measure its impact and what is the 
future for Pineapple TV? 
Pineapple TV is here to stay. We will continue to invest in our area of the Creative 
Industry to ensure Nigerian talent across the whole process of our production 
needs is supported and invigorated. By that I mean the various women and men 
who are actors, producers, scriptwriters, film crew and content producers. We 
will also broaden our content appeal to ensure that Pineapple TV is the channel 
that African Families tune in to for safe viewing, educational, inspiring and enter-
taining programming. We measure our impact by the positive feedback from our 
partners.

What would be your advice to aspiring media entrepreneurs and 
investors in Nigeria and rest of the region?
Pineapple TV took me over 10 years to get going from concept to first broadcast. 
I experienced many hurdles on the way. So, the most important advice I would 
give to aspiring media entrepreneurs is to understand from the onset that it will 
not be easy, you must be ready to persevere. It helps if you are passionate about 
what you are trying to achieve, because if you’re not, it may be difficult to endure, 
figuratively speaking,  the bumps and bruises you will undoubtedly receive on 
the way to fulfilling your ambition. Also, it’s important to note that the creative 
sector is a business just like any other, and that it’s vital that whatever your disci-
pline within the industry is, it is approached with the same tenacity  as other 
entrepreneurs apply to other sectors. As far as investors are concerned, because 
the Nigerian Creative Sector is exciting and vibrant at every level, it has many 
years of potential growth ahead of it. Whether investing in studios, concert 
venues, equipment rental, movies, make up outfits, fashion design, book pub-
lishing  and all the other areas that make up the creative industries, there is room 
for dedicated professional well managed entities in every area.

 How do you relax and what is your favourite tourist destination in 
Africa?
At the moment, I don’t have too much time to relax, but that’s fine by me. I’m so 
grateful to have the opportunity to see 10 years of hard work trying to get this 
project off the ground actually moving now. Of course there are challenges, but 
every challenge resolved is a step forward. That’s a more relaxing place to be 
than wondering if the concept might ever get off the ground. For me and my 
co-directors, Heitham, Ali and Hadi Safieddine and for our Chairman, Mr. Francis 
Ogboro, The Pineapple TV project has become vocational. We all fully under-
stand the impact that our programming is having in inspiring culture and pride in 
all that is Nigerian and indeed African. We are happy to be playing a small but 
important part of Nation Building. As for my favourite tourist destination in Africa, 
that has to be Kano. I was born there, so whenever I go back, I’m filled with nos-
talgia and many amazing memories. When I visit Kano I feel I’m home.

 







FOR IMMEDIATE RELEASE:
Nairobi, September 15, 2020 - Kenya’s leading co-working space Nairobi Garage and
entrepreneurial club METTĀ have announced they are combining their services to create the
country’s largest innovation community, o�ering flexible access to all their workspaces and
networks, as well as a new digital event series.
African businesses are facing a disrupted marketplace due to the COVID-19 pandemic, with
day-to-day operations and the economic outlook for businesses of all sizes feeling the 
impact. As a result, there is a renewed demand for flexible work space arrangements, allowing
companies to remain responsive to the market and keep their teams productive without tying 
up much-needed working capital.

As Kenya’s leading co-working space, Nairobi Garage is home to over 150 companies across
its four premises, giving members total flexibility when it comes to the o�ce space they need, 
as well as o�ering a range of add-on business development, collaboration, and networking
oppo�unities. METTĀ is a club for the entrepreneurial community to connect, share knowl-
edge and bring ideas to life. With 370 members in Nairobi, and over 15,000 members in its dig-
ital community, METTĀ o�ers a range of events, workshops and corporate innovation pro-
grammes.

By joining forces, METTĀ and Nairobi Garage members will have access to both organisations’
workspaces throughout Nairobi - with drop-in and private o�ce options available in West-
lands, Riverside Drive, Karen and Kilimani -, as well as to all the complimentary business sup-
po� services provided across the two communities. All members will benefit from exclusive
corporate collaborations and pa�nerships - such as discounts, programmes, and first dibs on
funding and training oppo�unities.
The organisations have also combined their entrepreneurship events and will launch an 
online event series o�ering thought leadership, innovation and practical business advice. The 
series involves six monthly events, including panel discussions, networking e-meetups, and 
podcasts.“We are confident in the resilience and capacity of Kenyan entrepreneurs to come 
back from this pandemic stronger than ever. We want to suppo� them in doing just that, and 
this merging of forces is a demonstration of our belief in the strength of both our communities. 
It’s of utmost impo�ance that innovation in business continues to be a priority, and we’re here 
to facilitate that process for the country’s top entrepreneurs,” says Hannah Cli�ord, director of 
Nairobi Garage.
Esther Mwikali, general manager of METTĀ, says: “We have always believed that “Innovation
doesn’t happen in isolation”. Outstanding innovation breakthroughs occur when the right 
people collaborate, to spark commercialisation and scale. This pa�nership is a true testa-
ment to our vision, as we are taking our own advice and leading by example - the value we o�er 
our customers and the community at large through this is greatly increasing.”

Press Release: 

METTĀ and Nairobi Garage 
join forces to create Kenya’s biggest
innovation community

Organisations to combine workspaces and
events, offering expanded business opportunities
and networks for members



With the business landscape plagued by so 
many unce�ainties in the COVID-era, Nairobi
Garage and METTĀ want to provide a sturdy, 
strong foundation for businesses in Kenya to
thrive. By combining their two trusted names, 
members can have the most complete suppo�
available to weather the current storm.
To become a member, people should write to 
join@nairobigarage.com or nairobi@me�a.co.
New members joining in the month of 
September get 10% o� their first month’s 
membership.

About Nairobi Garage
Nairobi Garage is a premium workspace for 
innovative and growing businesses. Nairobi 
Garage provides high-value, flexible space 
solutions - where networking and business 
suppo� are pa� of the package. The Garage 
spaces are designed with purpose, to suit the 
needs of business at all stages - providing 
executive private o�ces, coworking desks, 
event space and on demand meeting room 
facilities.

About METTĀ
Me�ā is a club for the entrepreneurial commu-
nity to connect, share knowledge and bring 
ideas to life. Launched in 2015, Me�ā is found-
ed on 3 pillars: Meet, Learn and Build. Meet 
through our wide range of events and pro-
grammes centred around bringing like-minded 
people with the same objectives to learn, 
collaborate and contribute to building an 
innovative culture in the community.

Nairobi Garage
Lilian Mutegi  |  Lilian@nairobigarage.com
+254 719 669925

METTĀ
Aidah Ng’ang’a  |  aidah@me�a.co
Head of Business  Development & Pa�nerships
+254 706 648 544

For more information please contact:
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Current Legal Issues
Arising from Banking
and Financing Arrangements

Financial Conditions and their Implication
on Covenants in Finance Documents

Introduction
In August 2020, Diagoe Plc’s Nigeri
an entity announced that it was 
struggling to refinance a $23 million 
debt and trim costs following a 
sho�age of dollars in the local-for-
eign exchange market. While the 
lack of access to greenback (dollar) 
remains a growing concern for bor-
rowers in Africa, the downturn in the 
revenue and profits as a result of 
COVID-19 has recently become a 
more prevalent cause for the inabil-
ity of many borrowers to fulfill their 
contractual obligations. 
The disruption of supply chains, 
compulsory quarantine, and social 
distancing regulations are a few 
examples of the e�ect of COVID-19 
which in turn have materially 
caused economic instability and 
a�ected the ability of borrowers to 
meet their financial obligations. 
There is therefore a need for lend-
ers and borrowers to critically con-
sider the implications of the current 
economy on their financial obliga-
tions. 
This a�icle highlights some key 
implications the current financial 
terrain may have on borrowers’ 
businesses and their ability to 
comply with their contractual obli-
gations. The a�icle fu�her sets out 
recommendations for lenders and 
borrowers who are faced with the 
task of funding and repaying loans 
under respective financing 
arrangements. While there are 
numerous impacts of the resultant 
e�ect of COVID-19 on covenants in 
finance documents, this a�icle 
highlights only a few of such key 

legal consequences on financial obligations. Generally, 
financial covenants in a loan agreement are unde�ak-
ings given by the borrower to test the pe�ormance of 
the business servicing the loan and to help the lender 
ensure that the risk a�ached to the loan does not unex-
pectedly deteriorate prior to maturity.  These pe�or-
mance covenants may cover the borrower’s business 
both back or forward to assess whether the business is 
showing any signs of distress that could potentially 
a�ect its financial obligations under the finance docu-
ments.  However, as a result of the steps taken to 
combat the COVID-19 pandemic, many businesses 
have seen a severe and abrupt drop in income which 
has a�ected the ability of businesses to meet some 
pe�ormance covenants. 

Where these covenants have been breached as a result of 
the pandemic, the lenders may declare a default under loan 
documents and demand early payments of loan which acts 
as a drawstop, such that the borrowers will not have access 
to their facilities. A drawstop event means a breach by the 
borrower of a financial covenant which gives the lender the 
right to refuse to make fu�her loan advances under a facili-
ty agreement. 
In light of the foregoing di�culties that both lenders and 
borrowers may face in these unce�ain times, the following 
paragraph sets out practical solutions that may be explored 
by the pa�ies.   
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Legal Considerations for Borrowers and Lenders

Where these covenants have been breached as a result of 
the pandemic, the lenders may declare a default under loan 
documents and demand early payments of loan which acts 
as a drawstop, such that the borrowers will not have access 
to their facilities. A drawstop event means a breach by the 
borrower of a financial covenant which gives the lender the 
right to refuse to make fu�her loan advances under a facili-
ty agreement. 
In light of the foregoing di�culties that both lenders and 
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by the pa�ies.   

With the current unpredictability of the financial markets, it is 
impo�ant that borrowers and lenders conduct a critical 
review of their current loan documents to verify the implica-
tions of COVID-19 on their rights and obligations. Most 
impo�antly, borrowers have to fully disclose to their lenders 
the current situation of their businesses, highlighting any 
potential breach before it happens helps to build trust and 
to enable the lenders to have a clear picture when deciding 
if they will be willing to adjust financial obligations in line with 
the current realities of the economy and take into consider-
ation some practical solutions set out below.
First, pa�ies may agree to re-negotiate and subsequently 
amend their financial covenants, taking into consideration 

ce�ain fu�her conditions precedent before it can access additional funding under the relevant 
facility. It usually includes confirmation that: (i) no Event of Default or a potential Event of Default 
has occurred and is continuing; and (ii) the repeating representations are true in all material 
respects, in each case, as at the date of the utilisation request and the proposed utilisation 
date. In such instances, pa�ies may either amend the provisions or the borrower may request 
that the lender grant waivers in the event that such conditions will not be fulfilled. 

the impact of COVID-19 on the borrower’s ability to comply 
with their financial covenants. For instance, ce�ain defini-
tions in the finance documents may no longer reflect the 
current realities of the borrower’s business, such as EBITDA 
which is used as a metric for the last four fiscal qua�er peri-
ods of earnings before interest, taxes, depreciation, and 
amo�ization to measure the company’s financial pe�or-
mance. Thus, where the EBITDA has been a�ected as a 
result of the pandemic an amendment to its substance will 
be an appropriate step in order to reflect the current finan-
cial condition of the borrower. Other re-negotiation may be 
in relation to compliance with ce�ain conditions provided 
under the finance documents. For example, a facility agree-
ment may include provisions requiring the borrower to fulfil 



Another consideration that the borrower may explore (subject to the fulfillment of any avail-
able conditions or if waivers are granted by the lender) is utilizing any undrawn commitment 
under its existing facilities. Although, it has been highlighted above that material breaches of 
covenants may give right to the lender to refuse to provide additional funding, it may be in the 
interest of lenders to provide same. This is because additional funding may positively impact 
the borrower’s business and in turn improve the lender’s chances of full debt recovery. 
Finally, pa�ies may consider unde�aking a full restructuring of the financing by re-negotiating 
substantial terms and entering into restructured facility documentation which may capture 
relaxation of financial covenants, obtaining a moratorium on interest payment obligations, all 
necessary requirements, amendments, waivers, and consents required by the borrower. 
Essentially, the restructured facility documentation is dra�ed on much be�er terms that 
reflect the current financial conditions and commercial needs of the borrower. 

Conclusion
The global COVID-19 pandemic has no doubt placed a strain on the ability of some business-
es to service their debts under finance documents. While many governments especially in 
developed countries have granted some aids, this may not be enough especially for compa-
nies in ce�ain industries that have been seriously hit by the pandemic. The situation is even 
worse in undeveloped markets where there is li�le or no suppo� from government. Thus, it is 
unavoidable that re-negotiation and restructuring are considerations that will likely be put 
forward by borrowers to avoid triggering defaults under their finance document during these 
unprecedented times. 
It is advisable that lenders on the other hand, are more flexible with their approach with their 
borrowers and are willing to work around re-negotiating the financial covenants with the bor-
rowers given the current unce�ainties arising in the economy. 

Bukola Adelusi recently completed her LL.M in corporate 
law at Western University, Ontario. Prior to her LL.M, she 
practiced with a top-tier law firm in Nigeria, where she 
specialized in banking and finance, M & A and private 
equity.







Zahara’s Bio
Zahara is a Polymath and works as an 
Educationist, Writer, Facilitator, Fashion 
Designer and Conscious Design Coach 
whose work integrates trans-disciplinary 
insights from various fields of Psychology,
Anthropology, Computer Science, Educa-
tion, Business Management, Strategy, 
Design and Spirituality.

She offers an approach to Strategic 
Design that is integrative and holistic, 
helping CEO’s, entrepreneurs and organi-
sations navigate complexity for more 
Human-Centred, Conscious Strategy and 
Effective
Problem Solving.
Her unique methods provide guidance to 
deeper levels of self-awareness, moving 
from ego-centred perspectives on leader-
ship, product design and business devel-
opment, to a more authentic expression, 
service, and alignment.

She has been teaching, training and facili-
tating workshops since 2004, both in the 
classroom, in the boardroom and online. 
She currently works remotely with individ-
uals and teams around the world to help 
them make the move towards co-creating 
more equitable futures for everyone.
As the founder of the African Futures 
Academy, she is committed to collaborat-
ing and exploring new ways of bringing 
FutureSkills to the next generation of 
young people in Africa, to enhance their 
abilities to consciously co-create a lighter, 
brighter future together.



 Could you briefly tell us 
about African Futures Acad-
emy and the gap its filling? 
 The African Futures Academy is 
all about creating spaces for the 
youth in Africa to explore them-
selves and the problems they 
want to solve to create more equi-
table, conscious futures for all. 

 Could you briefly tell us 
about African Futures Acad-
emy and the gap its filling? 
We are a movement, creating 
awareness and resources for to 
enable the next generation to 
think about the future in ways that 
are different from the past that we 
inherited. We develop teaching 
and learning aids, programmes 
and materials to help equip the 
next generation with our identified 
21st Century FutureSkills. Out 
work is more about long term sys-
tems change than it is about start-
up culture. We want to create a 

sustainable business, but ultimately, we want to 
change the thinking culture in our society. We are 
collaborating with professionals in many different 
industries to create lasting impact and bring about 
change. 

 What are the set milestones in terms of 
goals and impact? 
The objective is to get resources to influence and 
teach FutureSkills that are necessary for the Fourth 
Industrial Revolution to as many young people as 
possible. Because many of the kids in Africa, espe-
cially rural communities, do not have access to 
online learning and digital technology, the skills we 
need to transfer can be shared via many other 
media such as books and games that can be used 
individually and in the classroom. 
This is where we are starting and the content will be 
translated into various African languages as needed.
June 2020 -  December 2020
 
          Launch AFA 
          Awesome Africans series awareness campaign
          Workshops, Training

October 2020 - May 2020 
Development & Launch of FutureSkills Workbook 
for Kids in Africa
June 2021 - 2023
Development & Launch of FutureSkills App and 
Board game projects

Can you tell us about your journey in entre-
preneurship and edtech?  
I have been working in Education since 2004, first as 
a teacher and Head of Department and then I 
resigned to work in the Software industry, where I 
worked with education companies such as Pearson 
Education and ZAD Group in Saudi Arabia. I’ve also 
been researching trends and changes in the tech-
nology industry and noticed a disparity between 
what was happening in the world and how the edu-
cation system is failing to prepare students for that 
reality. I started the African Futures Academy as a 
space to explore how we might address that gap for 
the next generation in Africa. We are not following 
traditional startup or silicon valley models. We think 
Africa needs its own voice and use its own cultural 



problem solving methods to build more equitable futures underpinned by sustainable 
business practices and an African philosophy. 

What are the challenges faced in growing this brand and how are you 
navigating through in this dire time?  
I think anything new that doesn’t follow the traditional models of operation has to forge 
its own path, and that is always a challenge. We are not in competition, we are here to 
aggregate and collaborate efforts across the spectrum to get the maximum benefit for 
the people that matter the most. Our ethics and philosophies are core to our operations. 
We are about humanity centred design and practising what we preach. If we want the 
next generation to be people with visions of the future that are sustainable, prosperous 
and equitable, we have to lead by example. This often means going against current 
norms and expectations of how businesses and new ventures operate.

The edtech sector is currently booming and digital learning solutions 
have risen due to the global pandemic. How is your brand unique from 
other online learning platforms? 
We are not a learning platform. We create spaces and opportunities for exploring 
FutureSkills. Our online learning platform is just one of our channels with which we can 
reach the general population. 
We are platform agnostic. Our FutureSkills will be adapted for various scenarios and 
contexts e.g. books, board games, mobile applications as well as the online learning 
platforms and webinars or whatever type of technology is required or available in 
future. We believe that technology is just a tool to enhance human functioning. The 
tools might change as we venture into the future, but the intention to develop human 
potential will always remain the same.

 How do you see the future of edtech in South Africa and rest of Africa? 
I think we need to move away from the idea that we can just take the broken model we 
have now and give it a digital flavour. Replicating the classroom experience online is a 
big no-go. We need trans-disciplinary insights into everything we design and build 
going forward, and the education system requires input from various collaborators 
across the spectrum in order for it to develop the right skills, values attitudes and 
knowledge in its participants.  We also need to remember that this is Africa. We can’t 
just bring working models from other countries and implement them here. Infrastruc-
ture and basic human needs are not being addressed. We have to take that into 
account. Our ed-tech needs to be developed alongside and as a part of the social 
system in its entirety, not as a separate thing.
The entire point of education is to enable the next generation to be fully functional and 
contributing members of society. If society is changing so rapidly, we need to equip the 
next generation with new knowledge and skills just as rapidly. Somewhere along the 
way, it looks like we have lost the plot around human societies and how they function 
and we focused mainly on the technologies that we created. We need to bring back the 
balance between humanity and technology.



Do you think e-learning is changing the life of professionals? How? 
e-Learning has been around for decades. Companies have been using it for training for many 
years. It’s nothing new. We’re actually moving away from traditional LMS’s to more social, 
mobile, micro and gamified learning. 
Learning is becoming ubiquitous. This is how it should be. Learning needs to become intrinsi-
cally linked to life experience itself. The idea that we have to sit in a classroom or take special 
time off to learn something is becoming incongruent with how we actually live and work. 
We need to learn all the time, just by interacting with the world around us. I am looking forward 
to see how this unfolds with the use of new technologies in the future.

How does your organization measure its impact and what is the future for Afri-
can Futures Academy? We are seeking to influence a movement of change in the way we 
perceive education and skills to enhance the ability of the next generation to handle change 
and the Future of Work. Within the next 5 years, we want to reach 1 Million young people in 
Africa and equip them with FutureSkills competencies, using various channels and socio-cul-
tural contexts. By equipping the next generation with these core skills, attitudes and values, 
we will be able to create more opportunities for community-based problem solving, entrepre-
neurship and job creation using new technologies. We want a generation of changemakers 
who are not sitting around and waiting for the governments to fix everything for them.

What would be your advice to aspiring entrepreneurs? 
 I would say that we are at a point in time where you just need to be brave and forge new ways 
ahead. Now it’s not about looking for existing models and replicating them. We need new 
ways of solving old problems with positive, collective futures in mind. It’s not about playing it 
safe, it’s about experimenting with the new and being able to change things while you are 
building them. You have to be quick on your feet. 

 How do you relax and what is your favourite tourist destination in Africa?
 I love what I do so I don’t feel like I need to take a break from my life. I incorporate as many 
things as I love into the work that I do and the life that I live. However, I love to travel and expe-
rience new places. 
I think every country in Africa has something unique to offer in terms of its culture, its people 
and its practices. I am always fascinated by that when I travel anywhere. I think South Africa is 
one of the most beautiful places on Earth and Mpumalanga's Panorama route is probably one 
of the best visual delights I’ve experienced.

 



Global economies—from 
Nairobi to Beijing—are 
undergoing a rapid transfor-
mation, with digital technol-
ogies changing the way 
people communicate, work, 
bank, and access informa-
tion. Today, previously 
unbanked households in 
Nigeria, Kenya and other 
nations of Africa can now 
access instant credit over 
their mobile phones.
Rural households in Senegal 
are lighting their homes by 
linking their bank accounts 
to o�-grid solar energy sys-
tems. Government o�cials in 
India are combining digital 
payment and ID technolo-
gies to deposit money 
directly into the accounts of 
citizens living in distant 
villages, increasing the 
transparency and e�ciency 
of social welfare programs. 

These and other digital innova-
tions are creating oppo�unities 
for countries to build more inclu-
sive, productive, and prosperous 
societies. 
The McKinsey Global Institute 
estimates that widespread 
adoption and use of digital pay-
ments and financial services 
could increase the GDP of all 
emerging markets by $3.7 trillion 
by 2025. This additional GDP 
could create up to 95 million new 
jobs, raise overall productivity 
and investment levels, and make 
government spending more 
e�cient.
Interestingly, no one stands to 
benefit more from this growth 
than women.
It is a fact beyond argument that 
women and girls shoulder the 
global burden of pove�y. 
Decades of research show that 
pove�y deprives women of vital 
health, education, and socio-
economic oppo�unities through-
out their lives. As a result, women 
earn less, own fewer assets, and 

are underrepresented in 
economic and political 
decision-making. 
This inequality means they 
experience fewer benefits 
from economic growth and 
su�er more of the challeng-
es of life lived in pove�y.
For women in low- and mid-
dle-income countries, digi-
tal savings, credit, and pay-
ments services can provide 
them with a critical link to 
the formal economy and a 
gateway to greater eco-
nomic security and personal 
empowerment.
An emerging body of 
evidence shows this also 
pays dividends for their fam-
ilies in the form of be�er 
health and education. 
When women-headed 
households in Kenya adopt-
ed mobile money accounts, 
pove�y dropped, savings 
rose, and 185,000 women 
le� agricultural jobs for more 
reliable, higher paying posi-



positions in business or retail.
In Niger, distributing government benefit pay-
ments through a mobile phone instead of cash 
helped give women who received the transfers 
more decision-making power in their households.
Overall, strong progress has been made with 
financial inclusion in many (African) countries. 
And many of these countries have also experi-
enced a sharp uptick in financial inclusion rates 
among women. Between 2011 and 2017, the 
number of women with their own account dou-
bled in Kenya and Ghana and increased sev-
en-fold in Senegal.And crucially, in several Afri-
can countries, mobile money has emerged as an 
equalizing force, and can fu�her help more and 
more (African) women towards financial inclusion
However, digital financial exclusion is not merely 
an access problem.
Although digital technologies hold vast potential 
to improve human welfare, they also pose consid-
erable risks, from the establishment of digital mo-
nopolies to cybera�acks to digital fraud.
In light of that, as previously excluded women 
become first-time users of digital technologies, 
they are pa�icularly exposed to these and other 
risks, such as new forms of gender-based 
violence, abuse, and harassment in digital con-
texts.
Our global challenge, therefore, is not merely to 
close the digital (financial) divide, but also to 
establish sound regulatory and supervisory 
frameworks to ensure that women and vulnerable 
citizens reap the benefits from digital technolo-
gies without su�ering from their potential adverse 
e�ects..



Ozow zero-rates data costs to ensure all South Africans can access digital payments.
CEO says disrupting the market is necessary to expand access to digital economy.

Johannesburg, South Africa – September 9th, 2020 - Digital payments company Ozow, 
today launched the Ozow Revolution. According to the company, the Ozow Revolution is 
a visionary e�o� to make digital payments available to everyone and create greater 
oppo�unity to pa�icipate in the digital economy - especially for historically excluded 
communities that rely on costly and unsecure cash payments.
Thomas Pays, CEO and co-founder of Ozow, says far too many consumers and business-
es have been excluded from the benefits of the digital economy. “As an impact-driven 
and market-led company, Ozow is at the forefront of developing breakthrough payments 
products that enable greater financial and digital inclusion. While more than 80% of 
South Africans hold a bank account, only one out of every eight have a credit card. This 
locks the vast majority of consumers out of digital payments and excludes them from a 
huge range of services. By simplifying payments for consumers and merchants alike and 
suppo�ing them with helpful innovations such as zero-rated data costs, we can enable 
greater pa�icipation in the digital economy for all consumers and businesses."
As the first step of its Ozow Revolution, the company has introduced two new online 
payments solutions to its pla�orm for the South African market, Ozapp and Ozow PIN.

Ozapp is a progressive web application (PWA) that enables any customer with a bank 
account or eWallet to transact without a card through a QR-code enabled payment. 
Pays says it is designed to ease adoption by doing away with the need for a dedicated 
native application. 

“Despite sma�phone penetration standing at more than 90%, many South Africans still 
rely on lower-cost models that lack the storage space needed for many mobile apps,” 
says Pays. "In a fu�her e�o� at enabling greater digital inclusion, the data needed to use 
Ozapp is zero-rated, meaning consumers  have zero data cost to make use of the pro-
gressive web app and can make payments anytime at any Ozow-enabled point-of-sale 
or pre�y much anywhere, including the comfo� of their home."
To fu�her ease the customer experience and drive greater adoption, Pays also intro-



duced Ozow PIN, which radically simplifies EFT payments through an easy four-step pay-
ment process that can be completed in seconds. The speed and convenience of Ozow PIN 
makes a compelling value proposition for more South Africans to engage in e-commerce at a 
time when physical retail is experiencing unprecedented disruption.
"With the launch of Ozow PIN, we are revolutionising the payment experience with a new 
patent-pending simplified payment innovation that delivers a seamless customer experience 
without compromising on safety,” says Pays. “And in keeping with our commitment to greater 
digital and financial inclusion, Ozow PIN will be developed into all eleven o�cial languages by 
the end of the year.”

Pays says Ozow PIN is pa�icularly beneficial to merchants and e-commerce sites with large 
numbers of returning customers that make regular purchases. “By reducing the time needed 
to make EFT payments and removing friction in the transaction process, Ozow PIN can help 
grow transaction volumes while a�racting new customers. It’s a win-win for consumers and 
merchants." 

In addition, individuals and sole proprietors can now make use of Ozow as a payment provid-
er too free of charge for the first 12 months or up to R1-million free processing per month. 
Previously, Ozow’s payments innovations were only available to enterprise and SME mer-
chants, but due to demand, the company has expanded its services to sole proprietors and 
individuals.

The Ozow Revolution is driven by a healthy pipeline of new payment products that will be 
launched over the coming months. “We’re only just ge�ing sta�ed with developing new inno-
vations that enable more South Africans to enjoy the benefits of digital payments. As a 
business, we will continue to find ways to drive digital inclusion until every person on the 
African continent can make or receive safe, convenient digital payments.”









Nigeria has the larg-
est economy in Sub Saharan Africa driven 
by growth in agriculture, telecommunications, 
and services.  It is however predominantly reli-
ant on oil as its main source of foreign 
exchange earnings and government revenues. 
The Oil and Gas sector accounts for about 80% 
of total government revenues and 90% of 
export earnings. As Africa’s biggest exporter of 
oil, although Nigeria is well-positioned as a key 
regional economic player, socio-economic 
development has been constrained by inade-
quate power supply, insecurity, illegal 
cross-border trading, declining infrastructure, 
restrictive trade policies, prohibitive regulatory 
environment as well as pervasive corruption in 
the judiciary, legislature and other government 
agencies.
Over the years, the burden of responsibility for 
meeting these challenges eventuated by 
socio-economic development have fallen on 
businesses in Nigeria. The Organized Private 
Sector in Nigeria works collaboratively with key 

stakeholders to identify and prioritize 
initiatives which deliver sustainable 
value especially in the areas of environ-
mental stewardship, healthcare, educa-
tion, economic empowerment, capacity 
building and infrastructure develop-
ment.
There are varying methodologies of 
engagement including charitable activi-
ties and contributions.  However, some 
companies have expanded beyond this 
narrow perspective by the integration of 
socially responsible practices into their 
core operations. Therein lies the rele-
vance and value of the Siemens Busi-
ness to Society (B2S) initiative.
Siemens support for sustainable devel-
opment in  Nigeria  is driven by their 
widely acclaimed model Business to 
Society initiative which is focused on 
achieving  societal, economic and envi-
ronmental advancements in the follow-
ing areas: economic development, envi-
ronmental sustainability, developing 



developing local jobs and 
skills, providing value-adding 
innovation, improving quality of 
life, and positive societal trans-
formation.

Defining the Siemens “Business 
to Society” model, CEO, Siemens 
Nigeria, Onyeche Tifase said, “Our 
‘Business to Society’ initiative rep-
resents the multidimensional ways 
we approach creating real value in the 
lives of Nigerians and Nigerian commu-
nities.”
“At Siemens, we appreciate how critical it is for 
businesses to impact on their stakeholders 
and society in a positive and sustainable 
manner. We are proud of our heritage and 
business in Nigeria, but beyond profits, we 
measure our success in the broader context of 
the significant value we have added over the 
last 50 years” she affirmed.
Since 1970, Siemens’ technology, products 
and services have contributed to driving the 
Nigerian economy. According to the latest 
Business to society (B2S) report prepared by 
Pricewaterhouse Coopers (PwC), in 2019 
alone, Siemens contributed a total of 
$562.5mn in Gross Value add (directly and 
indirectly) to Nigeria’s GDP through  construc-
tive engagement with industries especially in 
the  Oil & Gas, Manufacturing and utilities sec-
tors. The B2S report also reveals that Siemens 
technology has contributed 9% to Nigeria’s 
operational power generation installed capac-
ity. Furthermore, the widely acclaimed part-
nership agreement between Siemens and the 
Federal Government for the Presidential 
Power Initiative (PPI) is set to upgrade the 
electricity grid network and increase opera-
tional capacity from 4,500 MW on an average 
currently, to 25,000 megawatts (MW). Accord-
ing to Tifase “This is a demonstration of our 
commitment at Siemens to make significant 
investments in providing value-adding initia-
tives to address challenges in Nigeria’s power 
sector”. 
Siemens Nigeria remains a strong partner to 
the Nigerian government in developing local 
jobs and skills. The company has positively 
impacted employment with an estimated 
number of 48,000 jobs linked to Siemens’ 
business operations in Nigeria.

number of 48,000 jobs linked to Sie-
mens’ business operations in Nigeria.
Furthermore, as part of their commit-
ment to shaping societal transformation, 
Siemens is taking a leading role in sup-
porting the government’s commitment 
to fight corruption and improve trans-
parency in the public and private sector. 
The B2S report stated that Siemens 
Integrity Initiative (SII) has invested 
about $1.29mn in Nigeria to promote 
anti-corruption practices through 
capacity building and training. Says 
Tifase “Our social investment pro-
grammes have been designed to 
achieve the highest levels of stakehold-
er resonance and maximal benefits to 
the society”.
In addition to these initiatives, Siemens 
is ideally positioned to meet their goals 
of improving the quality of life for Nigeri-
ans and ensuring environmental sus-
tainability through their partnerships 
and active participation in initiatives that 
will provide access to quality healthcare 
for up to 100,000 Nigerians and achieve 
a net-zero carbon footprint by 2030.
As an international company present in 
Nigeria over the last 50 years, Siemens 
has played a vital role in addressing 
Nigeria’s socio-economic challenges to 
ensure an ever-improving society for 
Nigerians today and future generations. 
“Siemens is fully aware of the imperative 
for businesses to impact positively on 
society and we remain passionately 
committed to the socio-economic 
development of Nigeria” Tifase con-
cluded.


















