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IN THE LAST DECADE 
GLOBAL BRANDS HAVE 
BEEN AT FOREFRONT 
OF MARKETING 
TO WOMEN.

HAVE LOCAL BRANDS 
REALLY STEPPED UP TO 

UNDERSTAND WHO AFRICAN 
WOMEN ARE & WHAT THEY 

REALLY WANT



TO BETTER UNDERSTAND THE AFRICAN 
WOMEN OF TODAY WE IMMERSED 
OURSELVES INTO THE WORLD OF CULTURE, 
CONSUMER & BRANDS

EXPERT
INTERVIEWS 

3
Using Added Value’s 
cultural perspective 

38
CLIENTS 

SURVEYED  
Using added Value’s 

stakeholder 
engagement survey

24
In a consumer 

jamboree

AFRICAN 
WOMEN  

Comprehensive scan of  
global and local brands 
to determine key spaces

CULTURAL
DECODER

SEMIOTIC
ANALYSIS



THERE IS GREAT 
POTENTIAL FOR BRANDS 
TO UNLOCK GROWTH 
WITH THIS RISING & 
INFLUENTIAL COHORT

81%

Women in Sub-Saharan 
Africa – over 50% of the 
African population
(Source: Africa.com)

Estimated value of the 
female haircare 
industry in Africa
(Source: Africa.com)

In the household is 
projected to be 
controlled by women 
(by 2028)
(Source:  US Chartered 
Financial Analyst)

600 MILLION

$6 BILLION

75% OF 
SPENDING

Of clients surveyed believe 

‘Winning with African 

women’ is important to 

their business

(Source: Added Value Client Survey)



UNDERSTANDING THIS ENIGMA IS CLEARLY 
IMPORTANT FOR BRANDS –
BUT FEW ARE GETTING IT RIGHT

70% 3 4

(Source: Added Value Client Survey) (Source: Added Value Client Survey)

Of clients surveyed believe 
that marketing efforts in 
their businesses DON’T 
resonate strongly with 
African Women

Of clients surveyed DON’T 
believe that brands in their 
industry are marketing 
effectively to African women

OUT 
OF &



WITH MARKETERS REALLY STRUGGLING TO 
RESONATE WITH AFRICAN WOMEN FOR A 
NUMBER OF REASONS

We really don’t 
understand this 

customer…especially 
the advertising 

agencies

It’s difficult to 
communicate with 
them and in a way 
where we don’t talk 

down to them

Our segmentation 
only paints African 
women with broad 

brush strokes 

Management are 
usually white male 

and take a 
homogenous 

approach to African 
women

There is a strong 
belief in my business 
that by focusing on 

women, we will 
alienate men

*All verbatims are from Added Value Client Survey

” ” ”
” ” ”Women are evolving 

so quickly – it’s 
difficult to find fresh 

insights to base 
communication on



” ” ”
” ”

Where is my shade 
of nude?

18 – 24, LSM 8 – 10

The brands do nothing 
for woman 

empowerment
30 – 35, LSM 8 – 10

They are irritating with 
the pink

30 – 35, LSM 8 – 10

Why are black women 
always washing laundry 

in OMO ads?!
30 – 35, LSM 8 – 10

It’s cute how all of a 
sudden, some brands are 
waking up and trying to 
target us as if we were 

born yesterday
18 – 24, LSM 8 – 10

AN UNTAPPED OPPORTUNITY, AS THESE 
CONSUMERS ARE TRULY YEARNING FOR BRANDS 
TO CONNECT WITH THEM IN A RELEVANT WAY

*All verbatims are from the Consumer Jamboree
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WE’VE IDENTIFIED

SIX
that speak to the changing 

landscape of African 
Women today

1
2
3

4
5

RISE OF THE MATRIARCHS
African women recognise 
their strength as individuals, 
but even more so they value 
the power of the collective SPACES

THE #UNTAGGABLE
FORCE

African women are 
challenging 

convention within the 
parameters of culture 

and tradition

DEFINING 
‘AFRO-FEMINISM’
African women are 
contextualizing gender 
equality for 
themselves 

AUTHENTIC 
POWER

African women are 
finding self-

confidence in their 
unique qualities

SEXUAL
EMPOWERMENT
Women are still 
fighting to overcome 
sexual inequality 

AFRICAN PARENTING
REDEFINED

African parents want 
their children to 

succeed in a modern 
world without losing 
their African identity



African women are challenging 
convention within the parameters of 

culture and tradition

THE 
#UNTAGGABLE

FORCE



WOMEN DON’T 
WANT TO BE 
DEFINED SOLELY 
ON THE BASIS OF 
THEIR GENDER



GLOBALLY, WOMEN 
& GIRLS ARE 
DEFYING 
STEREOTYPES AND 
CHALLENGING THE 
EXPECTATIONS
PLACED ON THEM

Always #Likeagirl
challenges the 
stereotypes and 
restrictions often 
placed on girls and 
women.

Under Armour’s 
#UnlikeAny digital 
campaign honours 
trailblazing women 

female athletes whose 
achievements are 

often minimized 
through comparisons. 

With a renewed sense of self-belief and 
strength, they are unapologetically 
occupying roles and spaces that were 
traditionally reserved for men.



BUT IN AFRICA,  
WOMEN TODAY ARE 
EXPLORING & 
CEMENTING UNIQUE 
IDENTITIES FOR 
THEMSELVES 

As a lawyer, actress, 
model, activist and 
award-winner, Thando
Hopa defies all 
categories, labels, and 
expectations. 

Caster Semenya is a 
South African 
athlete who's 

breaking records 
whilst challenging 

the idea of 
femininity. 

They are discovering that there is no one way to
be a woman, and are free to redefine for
themselves what it means to be an African
women in today’s world.



AFRICAN WOMEN ARE COMING 
INTO THEIR OWN IN A WAY THAT 
IS STILL DIGNIFIED & 
RESPECTABLE TO THEIR FAMILIES

Irrespective of their socio-economic 
background, for consumers, this journey is not 
about having to prove anything to society. It is 

about liberating yourself and finding happiness 
in doing or being who you want to be, in a 

manner that is graceful & dignified. 



” ” ”

Women are now free to 
be who and with whom 
they choose

Outside influences are 
inspiring them to 
expand their horizons

I came out in standard 
6 but my family still 

asks me about a 
husband when I bring 

my girlfriend home
29 – 39, LSM 8+

This generation of women are 
navigating heterosexually 
masculine and cultured spaces 
that uphold outdated notions of 
sexuality and womanhood. 

Their disproving of 
stereotypes isn’t about 
defying men and culture

It’s like we are not trying to 
replace a man but we are 

improving ourselves as 
women

25-29yrs, LSM 5-6

They push past limitations they 
were socialised to believe for 
personal growth. Its not about 
trying to prove anything to 
anyone, but rather carving out 
unique identities. 

This generation of women have 
the mental and physical capacity 
to pursue opportunities formerly 
reserved for men. They have more 
positive role models like 
themselves to aspire to.

You can become a 
mechanic and be proud 

of it
25 – 29, LSM 5 - 6

Apartheid movements 
were led by men and 
now those like fees 
must fall are led by 

women
25-29yrs, LSM 8+

”

A CONSUMER PERSPECTIVE



Develop products and services driven by real 
needs of African women
Package and market products in a way that doesn’t
perpetuate gender stereotypes. e.g. First For Women
cover benefit should not only be about pink handbags.
Don’t be afraid to back causes and sponsorships that
help women get to ‘unconventional’ places e.g. career
expos for non-typical female role, or sponsorship of
female athletes

Capture the nuanced experiences of different 
African women 
Represent and show diverse realities and true-to-life
experiences in marketing and communications. e.g.
African women role models in diverse careers like
mechanics, not in unrealistic and stereotypical
domestic settings ‘singing and dancing’ to everything

Segment women in your business
When targeting women, brands need to consider the
complex layers and interests that aren’t one
dimensional to this gender group. Remember that
‘Black women’ isn’t an all encompassing umbrella
segment!
e.g. Standard Bank targeted black, creative and urban
millennials aged between 20-30 at the beginning of
their career instead of just black millennialsSTEP 

OUT OF 
STEREO -
TYPES 

SO WHAT DOES 
THIS MEAN FOR 
BRANDS





African parents want their children to 
succeed in a modern world without 

losing their African identity

AFRICAN 
PARENTING
REDEFINED



EVERY PARENT 
WANTS TO RAISE 
CHILDREN WHO ARE 
ABLE TO THRIVE
AND SURVIVE IN 
THE WORLD



55% 

GLOBALLY, 
PARENTS ARE 
EMBRACING 
IMPERFECTION & 
DEVELOPING 
THEIR OWN 
PARENTING STYLES 
They are acknowledging that parenting has its 
mishaps and challenges and are calling for brands 
to reflect a more honest portrayal of parenting in 
their advertising. 

Kraft created a 
humorous campaign 
showing parents’ 
imperfections, 
including one spot 
featuring moms 
admitting to swearing 
in front of their kids.
https://youtu.be/TZc-
Rz3SZ0Y

Babies R Us, Be Prepared-ish
campaign gives Millennial 

parents a more honest 
message about parenthood 
and is more reflective of the 

way families actually look 
today e.g. dads and dads 

and interracial couples

https://www.youtube.com/w
atch?v=iCX0EihyyoY

of Generation Y parents 
say they are open about 
their parenting mishaps 
and challenges

(Casandra, 2016 Modern Parent’s Report) 



AFRICAN WOMEN ARE 
RAISING THE NEXT 
GENERATION OF 
AFRICANS IN AN 
INCREASINGLY 
COMPLEX & 
GLOBALISED WORLD 

Bino & Fino, a Nigerian 
cartoon series was 
created to show 
African children a 
reflection of 
themselves and is 
made available in 
Nigeria’s three major 
languages. 

Libromat in South 
Africa is a social 

enterprise that helps 
mothers spend quality 

time with kids by 
combining laundry 

and literature. 

Children are unlikely to 
practise something they 

weren’t taught and thus the 
death of what links us to 

our heritage.
– Esther Mahlangu

(Destiny Magazine)

”
With a resurgence of pride in the 
African identity, preserving 
African culture through the next 
generation is a priority for 
African parents. 



AFRICAN WOMEN 
ACKNOWLEDGE HOW 
INTEGRAL THEIR 
CULTURE IS IN SHAPING 
WHO YOU ARE

Women often carry the responsibility of 
raising the next generation of African 

children and they want to do so in a way 
that guarantees these children know who 

they are and where they come from. 



Nowadays children have so 
much access to 

information they find going 
to the rural areas and 
learning stories from 

Gogo’s boring
30+ yrs, LSM 8+

Many parents wish they 
had held on to more of 
their culture

Global influences are a 
real threat to the 
preservation of African 
culture

I can only speak French 
and I can’t speak any of 

my traditional languages. I 
want to make sure that my 
children know where they 

come from
25-29yrs, LSM 8+

There is also a real 
responsibility to create 
change around gender 
relations 

We have been teaching 
girls to avoid getting 
raped. But we must 

teach our children not 
to rape

18-24 yrs, LSM 8+

This generation of African 
parents have realised the 
importance of culture 
and wish that they had 
held on to more of it. 

Children growing up in a 
world that is dominated 
by global influences, which 
makes it challenging to 
instil African culture as t
he norm. 

There is a profound sense of 
pressure on mothers to 
raise a generation that 
know their roots, but also a 
generation that is less 
oppressive towards women.

” ” ”

A CONSUMER PERSPECTIVE



Understand the tension that an African woman on the rise faces when
raising a child – trying to be a success in a modern world, whilst
maintaining her values and heritage. Innovate and help her to
navigate this balance through your offering, value adds, messaging
and distribution network.HELP HER 

IMPART 
HER 
HERITAGE

Help her impart African values through story telling 
& fables
There is an opportunity for brands to help parents teach their kids
about their African heritage by communicating to them in a way that
is authentically rooted in their African culture and language.
e.g. sponsoring a children’s s African story-telling show, or creating a
digital series of African fables tied to a promotion on pack.

True representations of African families, women and 
children that people can identify with

All too often, media and brands try to depict ‘smiley, happy
families’ using Western nuclear family ideals, or women in the
kitchen cooking which aren’t always relevant in an African context.
Rather depict real African families & the reality of their dynamics to
truly connect and resonate with this consumer. e.g. demonstrate the
tension between trying to be friends with your kids & overstepping
the line; or the tension between instilling culture & a child that is
exposed to global influences

Help women empower the future of their children 
to make their kids proud of their heritage

SO WHAT DOES 
THIS MEAN FOR 
BRANDS



IN SUMMARY, OUR KEY PRINCIPLES 
TO WIN WITH AFRICAN WOMEN 

BE A CURATOR 
OF THE 

COLLECTIVE

STEP OUT OF 
STEREOTYPES

RECOGNISE 
HER ROOTS 

Authentic 
Power  

Sexual 
Empowerment    

African Parenting 
Redefined 

Rise of the 
Matriarchs

The #Untaggable
force

Defining ‘Afro-
Feminism’ 

CELEBRATE HER 
UNIQUENESS  

CHAMPION 
THE CAUSE   

HELP HER 
IMPART HER 
HERITAGE 
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