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EXECUTIVE SUMMARY

This analysis compares Starbucks South Africa and vida e caffè strictly from an African market

perspective. It focuses on what each company's own website reveals about market footprint, route-to-

market, digital capability, loyalty, localisation, African sourcing, food proposition, human-capital systems,

corporate channels and sustainability. It does not use Starbucks' global scale as a competitive

advantage.

The central finding is that the two businesses are increasingly competing through different operating models.

Starbucks South Africa presents a premium consumer coffee-shop ecosystem centred on stores, app ordering,
delivery, personalisation and structured rewards. Vida presents a broader African coffee-distribution system:

cafés are only one route to the customer, alongside forecourts, airports, corporate sites, drive-throughs, mobile

units, vending, capsules and franchising.

A R T I C L E  T H E S I S

Starbucks is building depth around the customer; Vida is

building width around the customer's daily movements.

T W O  P R O P O S I T I O N S ,  O N E  C O N T I N E N T  -  P R E PA R E D  F R O M  T H E  C O M PA N I E S '  A F R I C A - FA C I N G  W E B S I T E S

S TA R B U C K S  V S  V I D A  E  C A F F È
A F R I C A  M A R K E T  C O M PA R AT I V E  A N A LY S I S

C A B A N G A  A F R I C A  G R O U P 0 3
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THE THREE-AXIS RETAIL TEST
ACCESSIBILITY, AFFORDABILITY, AVAILABILITY

AXIS MEASURED BY STARBUCKS SOUTH
AFRICA VIDA E CAFFÈ

Accessibility Distance to the
nearest outlet and
range of formats
occupied

Mall and high-street
destination stores, plus
outlets inside Checkers
supermarkets

Malls, high streets,
airports, corporate sites,
drive-throughs and 150-
plus Shell forecourts

Affordability Entry price against
ordinary daily spend

A premium cup; the visit
carries a deliberate spend

A daily cup, priced for
repeat purchase

Availability Hours, footprint
density and occasions
covered in a day

Store hours, app ordering
and third-party delivery

Forecourt and airport
hours, mobile units,
vending, capsules and
corporate sites

African retail is tested on three things: whether the customer can reach the product, whether the customer can

pay for it without deliberation, and whether it is there at the moment the customer wants it. Accessibility,
affordability and availability are the working measure of any retail proposition on this continent, and each is read

from something observable rather than from brand reputation. Every section that follows is scored against them.

K E Y  P O I N T

The African customer is not standing still waiting to be served. The customer is moving, and the brand that sits in
the movement is the brand that sells the cup.

READING ON EACH AXIS

Accessibility. Vida occupies formats the customer passes through rather than formats the customer must
travel to.

Affordability. Vida's entry price sits inside ordinary daily spend, turning an occasional purchase into a routine
one.

Availability. Vida covers more occasions in a day, from the early forecourt stop to the office machine to the
airport gate.

Qualification. Starbucks is not weak on these axes in absolute terms. It is measured here against an African
retail standard.

S O U R C E    Framework: Cabanga Africa Group | Evidence: companies' Africa-facing websites and first-hand market observation

S TA R B U C K S  V S  V I D A  E  C A F F È
A F R I C A  M A R K E T  C O M PA R AT I V E  A N A LY S I S
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AFRICAN FOOTPRINT

DIMENSION STARBUCKS SOUTH AFRICA VIDA E CAFFÈ

Public African footprint Website is overwhelmingly South
Africa-specific

Website states 320+ stores across Africa

Countries explicitly
presented

South Africa South Africa, Ghana, Mauritius, Zambia,
Eswatini, Botswana and Angola

Continental positioning Limited Explicitly African

Expansion mechanism
visible

Not clearly presented publicly Franchising plus multiple operating formats

Starbucks' South African customer proposition is tightly localised to South Africa: local stores, rand pricing, local

Rewards, eBucks, South African delivery partners and South African legal terms. The site does not currently
communicate a substantial multi-country African network.

Vida goes further. Its stores page explicitly presents the company as an African network and names seven

operating markets.

STRENGTHS AND WEAKNESSES

Starbucks strength. A geographically focused South African proposition with relatively little ambiguity about
its primary customer market.

Starbucks weakness. From a continental perspective, the public site shows little evidence of a wider African
operating network.

Vida strength. The company already communicates in terms of an African footprint, rather than merely a
South African chain with export ambitions.

Vida weakness. Seven markets still represent a limited share of Africa, and the website does not provide a
useful country-by-country store count.

S O U R C E    starbucks.co.za | vidaecaffe.com/our-stores/

S TA R B U C K S  V S  V I D A  E  C A F F È
A F R I C A  M A R K E T  C O M PA R AT I V E  A N A LY S I S
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ROUTE-TO-MARKET
VIDA'S MOST IMPORTANT STRATEGIC ADVANTAGE

CHANNEL STARBUCKS SA WEBSITE VIDA E CAFFÈ WEBSITE

Traditional cafés Yes Yes

High street / malls Yes Explicit format

Airports Not presented as a core model Explicit format

Corporate offices Not a major visible channel Major commercial proposition

In-store / retail host Outlets inside Checkers supermarkets; count
undisclosed

Not presented

Forecourts / fuel stations Not presented Major channel

Drive-through Not prominent Explicit format

Mobile coffee units Not presented Fleet / mobile model
disclosed

Vending Not presented Dedicated offering

Capsules Product availability Part of broader channel
strategy

Franchising No public franchise proposition found Major expansion mechanism

Vida does not present itself as a chain of cafés. Its site lists high-street, airport, corporate and forecourt formats

alongside drive-through, mobile and other coffee solutions, and its business-opportunities material places more

than 150 retail sites in Shell forecourts across South Africa.

K E Y  P O I N T

Vida's weapon is distribution density, not store prestige. The customer does not have to decide to visit Vida; Vida

meets the customer at the fuel station, office or airport.

Vida strength. Multiple mechanisms for capturing coffee occasions, led by forecourt density.

Starbucks weakness. Little evidence of comparable multi-channel penetration; the visible proposition is store,
app and delivery.

S O U R C E    vidaecaffe.com/our-stores/ | vidaecaffe.com/business-opportunities/

S TA R B U C K S  V S  V I D A  E  C A F F È
A F R I C A  M A R K E T  C O M PA R AT I V E  A N A LY S I S
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THE IN-STORE RETAIL CHANNEL
STARBUCKS' SECOND ROUTE TO THE CUSTOMER

Starbucks South Africa holds a route to market that its website does not communicate at all. The

company operates a shop-within-a-shop model inside Checkers supermarkets, with several such outlets

in the Gauteng area. The number is not publicly disclosed, so none is claimed here.

It is a real channel and a well-chosen one. It places the brand inside an established South African retail group

rather than obliging Starbucks to secure, fit and staff a site of its own for every point of presence. The customer is

met inside a shopping trip already under way. Its strategic value rises considerably if the model is replicated
wherever the Shoprite Checkers group already trades on the continent, which would give Starbucks a ready-

made multi-country African footprint without building one store by store.

K E Y  P O I N T

This does not displace Vida's advantage. There are far more fuel forecourts across Africa than there are
Checkers supermarkets, so forecourt penetration remains the uncontested weapon in this comparison. The

Checkers model gives Starbucks a second route to the customer, not a rival to the first.

Starbucks strength. A second route that travels inside an existing African retail group's footprint and can
expand with it.

Starbucks weakness. The channel is invisible in the company's own public communication, so it earns the
brand no continental positioning.

Basis. First-hand market observation in Gauteng; the company publishes no outlet count for this format.

S TA R B U C K S  S O U T H  A F R I C A -  A  S T O R E - C E N T R E D  P R E M I U M  E C O S Y S T E M

S O U R C E    First-hand market observation, Gauteng | starbucks.co.za
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DIGITAL ECOSYSTEM AND LOYALTY

Starbucks South Africa offers app-based order-and-pay-ahead, a stored-value Starbucks Card and a

structured Rewards programme. Customers earn Stars against spend and progress toward higher-

status rewards.

Vida also has a sophisticated app proposition. Its site promotes 5% cashback, order-ahead, customised drinks,

stored loyalty value, card payments, rewards when paying outside the app after scanning, gifting and digital
tipping.

K E Y  P O I N T

The strategic difference is important. Starbucks uses gamified loyalty; Vida uses economically transparent

loyalty. “Earn Stars and unlock status” is psychologically different from “receive 5% back.”

Starbucks strength. Highly structured, tiered loyalty architecture with strong behavioural engagement
mechanics.

Vida strength. Simple, transparent cashback economics that are immediately understandable.

Shared position. Both brands have credible digital capability, but they frame loyalty differently.

S O U R C E    starbucks.co.za/rewards | vidaecaffe.com/the-vida-app/launch/
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LOCAL FINANCIAL-ECOSYSTEM

PARTNERSHIPS

Both brands attach their proprietary loyalty systems to major South African consumer ecosystems.

Starbucks has integrated campaigns with FNB/eBucks. Vida has a long-running Discovery/Vitality

relationship, including Discovery Miles redemption and product-linked rewards.

STARBUCKS

FNB/eBucks integration

Localised promotions

Starbucks Card and Stars

App-based payment and rewards

VIDA E CAFFÈ

Discovery/Vitality partnership

Discovery Miles redemption

Transparent 5% cashback

Simple, understandable loyalty economics

Starbucks strength. Access to the FNB/eBucks customer ecosystem.

Vida strength. A deeper-looking Discovery integration that extends beyond a single promotion into product
and reward mechanics.

Shared weakness. The visible partnership architecture remains strongly South Africa-centric rather than
continent-wide.

V I D A E  C A F F È  -  T H E  F O R E C O U R T  A S  A R O U T E  T O  T H E  C U S T O M E R

S O U R C E    starbucks.co.za/article/466/hello-ebucks-payday | vidaecaffe.com/rewards/discovery/

S TA R B U C K S  V S  V I D A  E  C A F F È
A F R I C A  M A R K E T  C O M PA R AT I V E  A N A LY S I S
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08 DELIVERY AND CONVENIENCE

Starbucks South Africa prominently integrates third-party delivery through Uber Eats and Mr D. Vida also

promotes third-party delivery through Uber Eats, Bolt and Mr D, while its wider convenience architecture includes

order-ahead, selected curbside collection, drive-throughs, forecourts and mobile formats.

Starbucks strength. A simple and prominent delivery proposition.

Vida strength. Broader physical convenience architecture beyond delivery alone.

Vida website weakness. Its app FAQ says delivery is “not yet” available through the app while other pages
state that third-party delivery is available. These statements can technically coexist, but the distinction is poorly
communicated.

S O U R C E    starbucks.co.za/starbucks-delivers | vidaecaffe.com/our-story/ | vidaecaffe.com/rewards/app/

09 AFRICAN BRAND IDENTITY

Vida explicitly writes Africa into its brand story. It describes its origins in Cape Town in 2001, combining

Portuguese café culture with African energy. Starbucks South Africa communicates coffee, products, community

and rewards effectively, but its local site gives considerably less evidence of a distinctive African brand narrative.

Vida strength. An Africanised identity that does not feel narrowly national.

Starbucks weakness. The business clearly operates in Africa, but the public narrative gives less evidence of
an African Starbucks identity.

S O U R C E    vidaecaffe.com/our-story/ | starbucks.co.za/about-us

S TA R B U C K S  V S  V I D A  E  C A F F È
A F R I C A  M A R K E T  C O M PA R AT I V E  A N A LY S I S
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THE FRANCHISE AS A LOCALISATION

ENGINE
WHERE FRANCHISING STOPS BEING AN EXPANSION MECHANISM

Franchising is usually read as a way to add stores quickly and to move the cost of expansion onto the

operator. In Vida's case it does something more valuable than that. Because each site is owned and run

by people from the market it stands in, the local owner's hand shows through the brand system, and the

result is a chain that arrives already belonging to the place.

This is an observed finding rather than a website claim. Across Johannesburg, Cape Town, Gaborone and

Lusaka the brand furniture, the menu architecture and the service language are held constant, exactly as the

system requires. What moves is the texture around them: who is behind the counter, how the room is used, the

rhythm of the greeting, which part of the day the store organises itself around. The Lusaka store feels Zambian.
The Gaborone store feels Tswana. Neither of them feels imported, and neither of them has broken the brand to

achieve it.

The strategic point is that localisation of this kind cannot be written into a manual from a head office. It is

produced by ownership. A centrally operated estate can standardise a market; a franchised estate can be
standardised and still be local, which is a harder thing to build and a much harder thing for a competitor to copy

quickly.

K E Y  P O I N T

For a continent of distinct national cultures rather than a single market, the franchise model converts what looks

like an administrative expansion choice into a cultural one. Each new country is entered by people who already
live in it.

Vida strength. Ownership-driven localisation delivers national character inside a fixed brand system, without
diluting the system itself.

Vida strength. Every new market is entered with local capital, local staffing and local judgement about how
the room should run.

Starbucks weakness. A more centrally controlled model protects consistency, but gives less room for a store
to take on the character of the city it stands in.

Basis. First-hand observation of vida e caffè outlets in Johannesburg, Cape Town, Gaborone and Lusaka.

S O U R C E    vidaecaffe.com/business-opportunities/ | First-hand market observation across four cities

S TA R B U C K S  V S  V I D A  E  C A F F È
A F R I C A  M A R K E T  C O M PA R AT I V E  A N A LY S I S
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11 AFRICAN COFFEE SOURCING STORY

Vida's source-to-cup material identifies African coffee origins including Mt Meru in Tanzania and Oromia in

Ethiopia. Its Estrela blend includes African beans. Starbucks South Africa also references East African coffee

within its product material, but African origin storytelling is less prominent on the local website.

Vida strength. Identifiable African sourcing narratives are easy to discover.

Starbucks weakness and opportunity. For a premium coffee business operating in Africa, there is relatively
little Africa-specific origin storytelling on the South African site.

S O U R C E    vidaecaffe.com/explore/source-to-cup/ | vidaecaffe.com/our-story/ | starbucks.co.za

12 FOOD, DIETARY LOCALISATION AND DISCLOSURE

Vida actively advertises vegetarian, vegan, Halal and dairy-alternative options and presents breakfast, lunch,

smoothies, juices, snacks and sweet items alongside coffee. Starbucks provides substantial nutrition and allergen

information and supports beverage customisation within a formal South African nutrition framework.

Vida strength. Dietary inclusivity is highly visible and consumer-facing, especially Halal positioning.

Starbucks strength. Detailed and structured nutrition and allergen disclosure.

Starbucks weakness. Local dietary requirements could be communicated more prominently rather than
relying heavily on technical nutrition documentation.

S O U R C E    vidaecaffe.com/our-food/ | starbucks.co.za/nutrition

S TA R B U C K S  V S  V I D A  E  C A F F È
A F R I C A  M A R K E T  C O M PA R AT I V E  A N A LY S I S
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13 HUMAN-CAPITAL AND TRAINING MODEL

Vida describes a formal training system for its “Passionistas,” including theoretical and practical training designed

to reproduce the real store environment. This matters because multi-country franchising and multiple store

formats increase operational complexity.

Vida strength. Training is presented as part of the operating system, not merely an HR function.

Vida vulnerability. A wide mix of franchises, forecourts, corporate sites, drive-throughs, mobile outlets and
countries creates an inherent consistency challenge. This is an analytical inference, not a disclosed
operational failure.

S O U R C E    vidaecaffe.com/our-story/

14 CORPORATE MARKET

Vida is substantially more aggressive in corporate coffee. Its business-opportunities material promotes on-site

coffee shops and managed vending solutions and names major corporate customers. This allows the company to

monetise coffee consumption outside conventional retail cafés.

Vida strength. The addressable market extends well beyond retail-store footfall.

Starbucks website weakness. No equivalent Africa-facing corporate-coffee platform is visibly marketed on
Starbucks.co.za.

S O U R C E    vidaecaffe.com/business-opportunities/ | vidaecaffe.com/our-stores/

S TA R B U C K S  V S  V I D A  E  C A F F È
A F R I C A  M A R K E T  C O M PA R AT I V E  A N A LY S I S
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15 SOUTH AFRICAN INSTITUTIONAL INTEGRATION

Vida explicitly states that its corporate-services operation is a Level 2 B-BBEE company. This has relevance in

South African corporate procurement and institutional partnerships. A comparable B-BBEE positioning is not

prominently communicated on Starbucks.co.za.

For ordinary retail customers this may have limited direct significance. For corporate sites, procurement, property
partnerships and institutional contracts, it can become commercially material.

S O U R C E    vidaecaffe.com/business-opportunities/

16 SUSTAINABILITY AND LOCAL RELEVANCE

Vida's sustainability material is comparatively localised. It describes South African suppliers, locally produced

sustainable materials, food-surplus partnerships with SA Harvest and FoodForward South Africa, reusable cups,

compostable capsules, recycling, coffee-ground reuse and upcycled marketing materials.

Starbucks South Africa also has sustainability content, but much of the visible narrative is broader and less South

Africa-specific, with some material directing users to wider corporate sustainability information.

Vida strength. Sustainability is connected to named South African organisations, suppliers and physical
initiatives.

Starbucks weakness. The sustainability proposition is less locally documented on the South African website.

S O U R C E    vidaecaffe.com/sustainability/ | starbucks.co.za/social-impact-sustainability

S TA R B U C K S  V S  V I D A  E  C A F F È
A F R I C A  M A R K E T  C O M PA R AT I V E  A N A LY S I S
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17 VIDA WEBSITE CREDIBILITY AND CONSISTENCY

Vida's site contains inconsistent descriptions of its own scale. Different pages refer to approximately 300+, 320+

and 260+ stores. For publication, the safest wording is to attribute the most current figure directly to the company

rather than state it as independently verified fact.

R E C O M M E N D E D  W O R D I N G

Vida's website currently describes its footprint as more than 320 outlets across seven African countries, although
other pages on the company's own website contain different store-count figures.

S O U R C E    vidaecaffe.com | vidaecaffe.com/our-stores/ | vidaecaffe.com/vida-life-culture/better-together/

18 STARBUCKS WEBSITE CONSISTENCY

Starbucks South Africa also shows customer-information inconsistencies. The homepage has displayed a Gold-

member refill claim that differs from the Rewards page and formal terms. In addition, promotional material can

remain prominent after the promotion period has ended.

Character of the issue. This is not a coffee-quality weakness, but it is a content-governance and customer-
information weakness.

Comparison. The issue is comparable to Vida's inconsistent store-count messaging. Both brands have room
to improve website freshness and internal consistency.

S O U R C E    starbucks.co.za | starbucks.co.za/rewards | starbucks.co.za/article/466/hello-ebucks-payday

S TA R B U C K S  V S  V I D A  E  C A F F È
A F R I C A  M A R K E T  C O M PA R AT I V E  A N A LY S I S
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19 VIDA'S LARGEST STRATEGIC WEAKNESS

Vida's physical proposition is African, but much of its digital and customer architecture remains heavily South

African: rand pricing, Discovery, South African corporate references, South African sustainability partners and

Cape Town-centred contact structures.

This creates a visible strategic gap between a multi-country physical network and a still largely South African
digital ecosystem.

PHYSICAL VIDA

Increasingly African and multi-country.

DIGITAL VIDA

Still substantially South African in visible rewards,

partnerships and customer infrastructure.

20 STARBUCKS' LARGEST STRATEGIC WEAKNESS

Based strictly on Starbucks.co.za, Starbucks has built a credible premium coffee operation in South Africa: local

delivery, local rewards, eBucks integration, South African pricing and regulation, local food and a local app. What

the site does not reveal is an equally explicit African expansion architecture.

Vida tells prospective partners that it can enter a high street, fuel station, airport, corporation, drive-through,

mobile activation, convention centre or franchise territory. Starbucks' public South African proposition does not

display the same breadth.

S TA R B U C K S  V S  V I D A  E  C A F F È
A F R I C A  M A R K E T  C O M PA R AT I V E  A N A LY S I S
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COMPARATIVE POSITION MATRIX

STRATEGIC DIMENSION STRONGER VISIBLE PROPOSITION

Accessibility (nearness and format range) Vida

Affordability (entry price against daily spend) Vida

Availability (hours, density, occasions covered) Vida

African identity Vida

African country footprint Vida

Distribution channels Vida

Forecourt penetration Vida

Corporate coffee Vida

In-store retail-host channel Starbucks

Franchising as an expansion mechanism Vida

Localisation through franchise ownership Vida

African sourcing story Vida

Local sustainability storytelling Vida

Barista-training story Vida

Dietary inclusivity communication Vida

Structured tiered loyalty Starbucks

App / stored-value ecosystem Starbucks is particularly strong; Vida is also
strong

Transparent cashback proposition Vida

South African bank / rewards integration Both - Starbucks/FNB; Vida/Discovery

Delivery simplicity Starbucks

Nutrition / allergen disclosure Starbucks

Multi-format physical convenience Vida

Website consistency Neither is particularly strong

S TA R B U C K S  V S  V I D A  E  C A F F È
A F R I C A  M A R K E T  C O M PA R AT I V E  A N A LY S I S
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LESSONS FOR MARKET ENTRY AND

EXPANSION
APPLYING THIS ANALYSIS TO YOUR OWN PLAN

Two companies selling the same product in the same countries have arrived at two different answers

about how to reach an African customer. The value of that to an executive is not the verdict. It is the set

of decisions the comparison exposes, each of which sits somewhere in an expansion plan already being

written. What follows converts the findings into those decisions.

01 Decide where the first sites go before you argue about how good

they are.

The comparison shows presence in the customer's movement outperforming presence at the customer's
destination. Before signing a flagship, map the daily route in the target market - the commuter corridor, the fuel

stop, the office park, the transit hall, the taxi rank - and place the first points of presence on it. A smaller site on

the route will usually out-earn a larger site off it, and it does the marketing that a destination store has to buy.

02 Set the entry price where the purchase needs no deliberation.

If the cheapest thing you sell still requires a decision, the business has bought an occasional customer and will
spend the rest of its life paying to bring them back. Price the entry item at the level of ordinary daily spend in

that specific market, not converted from the home market, and let the range carry the margin above it.

Frequency, not ticket size, is what compounds in African retail.

03 Choose who owns the market before choosing when to enter it.

Company-owned operations protect control; locally owned operations produce belonging, and belonging is not

something a head office can write into a manual. Where local character affects whether customers adopt the
brand, franchise or license to owners who live in the market, hold the system fixed and let the texture move.

The result is a chain that arrives already part of the place.

T H E  S A M E  C U S T O M E R ,  T W O  D E S I G N S  -  T H E  S E AT E D  C A F E  A N D  T H E  F O R E C O U R T  W I N D O W

S TA R B U C K S  V S  V I D A  E  C A F F È
A F R I C A  M A R K E T  C O M PA R AT I V E  A N A LY S I S
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22 LESSONS FOR MARKET ENTRY AND EXPANSION

CONTINUED

04 Look for a footprint you can enter inside before building your own.

Supermarket groups, fuel retailers, airport operators, corporate campuses, banks and logistics networks are

already present across multiple African countries and are already paying for the sites, the traffic and the
compliance. Entering inside one of them buys distance cheaply and can carry the brand across borders with

the host. The question to put to a board is not only where to build, but whose footprint can be rented.

05 Publish the African network you actually have.

A channel the market cannot see earns no position. Where a company's continental presence does not appear

in its own communication, competitors and commentators define it as a single-country brand and it competes
as one. Every operating market, format and partnership that is real should be visible on the company's own

public material, because the story of scale is part of the asset.

06 Plan country by country and build the system once.

Africa is not one market, and an entry plan built on a single continental assumption breaks in the second

country. Regulation, pricing, staffing, landlords, logistics and consumer habit differ across borders that sit two
hours apart. The discipline that works is a shared operating system with a separate entry plan for each market,

written from that market's own conditions.

B E F O R E  C O M M I T T I N G  C A P I TA L

Score the proposition on the three axes used in this analysis, honestly and in the target market rather than at

head office. How near is the nearest point of presence to the customer's ordinary day, what does the entry item

cost against ordinary daily spend, and how many consumption occasions can be covered between opening and

closing. A plan that cannot answer all three is a plan for a single flagship, not for a market.

D I S T R I B U T I O N  D E N S I T Y  -  M E E T I N G  T H E  C U S T O M E R  I N S I D E  T H E  D A I LY  R O U T E

S TA R B U C K S  V S  V I D A  E  C A F F È
A F R I C A  M A R K E T  C O M PA R AT I V E  A N A LY S I S
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CONCLUSION

Measured on African terms, the contest between these two companies is not a contest of brand power. It

is a contest of operating design. One has built depth around the customer and the other has built width

around the customer's movements, and in markets where the customer is mobile, informal and price-

aware, width has been converting faster. Every brand planning an African entry or expansion is choosing

between the same two designs, whether or not it has named the choice.

The decisions on the previous pages are the transferable part. They apply to a coffee chain, a fuel retailer, a

pharmacy group, a financial services provider, a telecommunications operator or a fast-moving consumer goods
brand, because they concern where presence is placed, how it is priced, who owns it and whose footprint carries

it - not what is being sold.

C O M M I S S I O N  T H E  M A R K E T  R E A D

Cabanga Africa Group publishes on-the-ground business intelligence across twelve African markets. Any
brand or business preparing to enter or expand into one of them can commission a market report on that

market, built the way this analysis was built: from the ground, on African terms, with no imported
assumptions.
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