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Introduction

In Africa, loyalty is earned and re-earned, every day. It is a
relationship and like all relationships, it must be
continually renewed.

African consumers are among the most commercially dynamic in the
world. Switching brands is a rational response to value, relevance and
trust, it is not disloyalty. But the same consumers who switch most readily
also show fierce, sustained loyalty to brands that earn it.

Economic pressure, digital access and a growing sense of personal
agency are reshaping how loyalty is built, broken and rebuilt. Price
matters, but it is rarely the whole story. Identity, community, service
experience and perceived respect all play powerful roles.

For brands, the challenge is to understand the logic behind switching
and to build the kind of value that makes staying the easier choice.

60%

of African consumers say they have
switched their primary brand in at least
one category in the past 12 months

Source: McKinsey Consumer Sentiment Survey, Africa,
2024

14%

of African consumers say
they would stay loyal to a
brand that consistently
treats them with respect
and delivers on its promises

Source: Kantar Brand Footprint Afrig
Report, 2024
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Landscape Evolved? !

Loyalty in Africa has never been static. As markets have
matured, the levers that bind consumers to brands have shifted
dramatically from scarcity and habit to choice, digital access
and values alignment.

From Scarcity to Choice

African consumers once stayed with brands because they had
little alternative. Limited retail reach, few competitors and
constrained information made switching difficult. Loyalty was
largely structural — a product of geography and habit, not
genuine preference.

From Habit to Aspiration

As markets opened and a new middle class emerged, loyalty
became aspirational. Consumers chose brands that reflected
who they wanted to be - the right bank, the right handset, the
right retailer for them. Brand equity became a real force in
purchase decisions.

From Aspiration to Expectation

Digital access changed everything. Comparison became
effortless, alternatives multiplied and consumers began
demanding more. They want more than just products that
work; they want experiences that respected their time,
intelligence and money. Loyalty programmes proliferated;
most failed to move the needle.

From Expectation to Relationship
Today, loyalty is earned through
consistent value, genuine respect and
relevance across every touchpoint. Price
still matters and so does how a brand
makes people feel. The consumers who
stay longest are those who feel seen,
served and proud to be associated with
the brand.
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So, what do these
changes mean to
consumers?

How is it impacting
and influencing the
choices they make? b

How can companies
stay relevant in
this new context?

April ' 2026
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The Loyalty Tax:

Consumers are increasingly
aware they are paying a "loyalty
premium" by staying with a
brand out of habit while new
customers get better deals.
Brands that reward tenure over
acquisition are reversing this
dynamic.

Community as the New Loyalty
4 Programme:
The brands gaining deep,
durable loyalty are those building
genuine communities like peer
networks, entrepreneur
ecosystems, wellness tribes,
where consumers invest socially,
not just commercially.

Identity Loyalty is Rising: l

As African cultural confidence
continues to grow, consumers are
increasingly loyal to brands that
reflect who they are - locally made,
culturally fluent, values-aligned. This
is not just preference; it is a
statement. Switching away feels like
a small act of self-betrayal.

The Value Renegotiation:

Under sustained economic pressure,
African consumers are systematically
auditing every brand relationship and
asking: is this still worth it? Brands that
proactively demonstrate ongoing value
are retaining consumers; those that
assume loyalty will hold are losing
them quietly.

April 1 2026
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The Loyalty Tax

A growing number of African consumers feel penalized for loyalty, as long-term customers often
receive fewer benefits than new ones. With social media exposing these disparities, brands that
reward customer loyalty and long-term relationships are increasingly standing out in the market.

How Brands in Africa Can
Leverage This Trend:

Reward tenure explicitly:
Build loyalty tiers that unlock real, visible benefits the

longer a customer stays, not just points, but better rates,
fee waivers, priority access and personalised recognition.

airtel

africa

Audit your acquisition vs. retention offers:

If your best deal is always for new customers, you are taxing
your most loyal base. Regularly review whether existing
customers are getting comparable or better value than
newcomers.

Communicate loyalty back to the customer: Tell
customers what they have earned by staying. A simple
annual summary - "You've been with us 4 years. Here's
what that means for you" turns invisible loyalty into felt
value.

E e
&) Discovery

£ ° 55

Discovery Vitality (South Africa)
Explicitly rewards tenure and
engagement - long-standing Vitality
members unlock genuinely superior
benefits, making staying more
valuable than starting fresh
elsewhere.

April 1 2026
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Micro-Betrayals Drive Macro-Exits

Customer loyalty often declines gradually through repeated small frustrations, such as poor
customer service, unexplained charges, or unreliable digital experiences. While these issues may
seem minor individually, over time they build dissatisfaction and make consumers more willing to
switch once credible alternatives become available. As African consumers gain access to more
choices, brands that actively reduce these everyday friction points are proving more successful at
retaining loyalty than those relying mainly on loyalty programmes.

How Brands in Africa Can
Leverage This Trend:

Jumia (Pan-African)
Late deliveries and difficult returns processes

Map every friction point in the created a reservoir of micro-betrayals that
customer journey: damaged trust. Its subsequent investment in
Conduct honest audits of onboarding, billing, logistics reliability and a simplified returns
service recovery, and digital experience. Every step policy was a direct response to the

where a customer has to work harder than they recognition that small failures were

should is a micro-betrayal accumulating. compounding into large loyalty losses.

Close the loop on complaints visibly and fast:
Consumers who raise issues and receive no
response become vocal detractors. A rapid,
personalised response to a complaint converts a
micro-betrayal into a trust-building moment.

Track churn triggers, not just churn:

Go beyond knowing when customers leave -
understand the sequence of experiences that
preceded the exit. This pattern data is among the
most valuable loyalty intelligence a brand can
hold.

Tanmeyah (Egypt)

Built its loyalty among small business
borrowers by eliminating the
paperwork friction and branch
dependency that characterised
traditional lending - removing the
micro-betrayals of legacy financial
service before they could accumulate.

April 1 2026
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The Fintech Defection

The biggest loyalty shift in Africa is consumers moving away from traditional brands toward
fintechs and digital platforms that offer simpler and more effective solutions. Services like M-Pesa
succeeded not by being slightly better, but by solving consumer problems in a fundamentally
different way. This disruption is now expanding into sectors such as insurance, retail, healthcare,
and logistics, forcing legacy brands to confront the reality that consumers will switch quickly when
better alternatives emerge.

How Brands in Africa Can
Leverage This Trend: . NEor —rocicre: B

* Wave

Build or partner for digital-first capability:
Brands that cannot match the experience quality of
fintech challengers on their own should partner
with those that can - integrating superior payment,
credit or service tools rather than defending a
proprietary offering.

Compete on relationship, not inertia:

The switching cost protection that legacy brands
relied on is eroding. The replacement strategy is
deeper relationship - more services, more
personalisation, more genuine value that a nimble
challenger cannot quickly replicate.

Watch the adjacent categories:

Fintech defection rarely stops at payments. Brands
in insurance, retail credit and healthcare should be
monitoring the fintech players entering their space
and responding before loyalty is already gone. a Pay all your bills

anywhere, anytime

MNT-Halan (Egypt)

Has captured significant loyalty from
consumers previously underserved by Fawry (Egypt):

traditional financial institutions - offering Became Egypt's dominant bill payment
lending, payments and e-commerce in a and e-commerce platform by solving a
single super-app that renders multiple genuine friction - the need to visit
traditional category relationships redundant. multiple locations to pay utilities,
telecoms and government fees.
Traditional banks lost a significant share
of routine financial interactions to

Fawry's convenience-first model.

April 1 2026
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Community as the New Loyalty Programme

Traditional loyalty programmes are becoming less effective as consumers increasingly view
rewards and points systems as easy to replicate and lacking real value. In contrast, brands that
build genuine communities around shared values, relationships, and recognition are creating

deeper and more sustainable loyalty. This approach is especially powerful in African markets,
where communal identity and belonging are culturally significant, making community-driven

loyalty a strong competitive advantage.

How Brands in Africa Can
Leverage This Trend:

Design for peer-to-peer value, not just brand-
to-consumer value:

The most durable communities are those where
members get value from each other, not just from
the brand. Facilitate connection, knowledge
sharing and mutual support among your
consumers.

Give community members real status

and recognition:

People invest more deeply in communities where
their contribution is visible and valued. Recognise
top contributors, give them early access, involve
them in product decisions - make community
participation feel consequential.

Anchor community around a shared purpose,
not just shared consumption:

Communities anchored in a shared aspiration like
building a business, improving health, raising a
family well are deep, and the brand that hosts
them earns reflected loyalty.

Nandos

FLAME-GRILLED PERI-PERI CHICKEN

PiggyVest (Nigeria)

Its savings community features group
savings ("Piggybank Squads"), public
savings goals and milestone celebrations
that create peer accountability and social
investment that makes leaving feel like
abandoning a shared journey, not just
cancelling a subscription.

piggyvest

The better way to
save and invest

April 1 2026
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Identity Loyalty is Rising

African consumers are increasingly loyal to brands that reflect and celebrate their identity, values,
and culture rather than simply meeting functional needs. This form of “identity loyalty” creates
stronger emotional connections, making consumers less likely to switch brands. At the same time,
brands that fail to authentically represent their audiences, or attempt to appropriate culture
without genuine commitment, risk being publicly rejected and abandoned.

How Brands in Africa Can
Flutterwave / Paystack (Pan-African)

Leverage This Trend: Both brands have built identity loyalty
among African entrepreneurs by explicitly
Build cultural fluency into the brand, not just positioning themselves as infrastructure
the campaign: for African economic ambition - not tools,
Identity loyalty is earned through consistent but symbols of what African-built
behaviour - in product design, in hiring, in technology can achieve globally.
community investment, in creative direction, not Founders and merchants who use these
through a single culturally themed campaign. platforms feel a sense of shared pride in

what they represent.

Feature your consumers as the heroes of your
brand story:

Advertising that mirrors back to consumers who

they are, and who they aspire to be, builds identity @
resonance. The brand becomes a reflection, not
just a product.

Flutterwave Paystack

Take positions on the things that matter to
your consumers:

Brands that stay silent on issues their consumers
care about lose identity relevance. Authentic
positioning builds deeper loyalty with those who
share the values.

April 1 2026
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The Trust Reset After Scandal

Brand scandals now spread extremely fast on social media and can damage loyalty within hours,
especially when driven by issues like poor customer treatment, governance failures, or insensitive
campaigns. African consumers, particularly Gen Z, are quick to withdraw loyalty based on ethics,
not just price or product performance, and they actively amplify their views online. But this also
creates an opening for brands that respond with transparency, accountability, and real change,
because trust can now be rebuilt faster and become a competitive advantage.

How Brands in Africa Can
Leverage This Trend:

Ay
£ 0 oyt

e

N

|

need it:

The brands that recover best from scandals are
those with established trust reserves and a clear,
fast, human response protocol. Delay and
corporate-speak are the fastest ways to convert a
recoverable situation into a lasting loyalty wound.

Build a crisis response capability before you : Fﬁf Eﬁr;.« 9.

Treat ethical behaviour as a loyalty investment,
not a compliance cost:

Visible commitment to fair treatment of workers,
honest pricing and responsible sourcing builds a
trust reserve that absorbs the inevitable bad day.
Brands seen as genuinely ethical are forgiven more
readily.

Engage publicly with criticism rather than
suppressing it: ~ e -
Brands that acknowledge failures, explain what J giterr= =
went wrong and commit to specific changes earn
more trust than those that issue denial statements.
Consumers do not expect perfection; they expect
honesty.

Woolworths (South Africa)

Navigated several social media
controversies, most notably around product
sourcing and pricing, by engaging publicly
and swiftly rather than going silent. Its
established reputation for quality and
ethics has provided a trust buffer that has
allowed it to recover loyalty more quickly
than retailers without that equity.

Nando's (South Africa)

Has occasionally misjudged its famous satirical
tone and on those occasions, the brand's
response has been to acknowledge the misstep
directly, without defensiveness. This transparency
has generally limited loyalty damage among a
fanbase that values the brand's authenticity.

April 1 2026
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In African markets, smartphones serve as the primary interface through which consumers build
loyalty with brands, with daily interactions across apps, USSD, WhatsApp, subscriptions, and
digital rewards systems shaping the relationship. Brands that deliver excellent digital experiences
create compounding loyalty, while those that fail on basic functionality actively erode customer
relationships. For the first time in many African markets, consumers have sufficient competitive
alternatives that poor digital experience has become a genuine trigger for switching brands,
making digital experience synonymous with the brand relationship itself rather than just another

channel.

How Brands in Africa Can
Leverage This Trend:

Invest in app quality as a loyalty investment:
The brands with the most-used apps in their
categories retain consumers longer, spend less on
reacquisition and generate more cross-sell
revenue. App quality is a loyalty metric.

Use behavioural data to personalise
meaningfully:

Consumers who receive communications and
offers that feel relevant to their actual behaviour
are more engaged and more loyal. Generic
broadcast is noise; personalisation is signal.

Design for daily habit, not occasional
transaction:

The most loyalty-generative digital products give
consumers a reason to open the app every day - a
savings streak, a health check, a news update, a
points balance - not just when they need to make
a purchase.

piggyvest

The better way to
save and invest

Carbon (Nigeria)

Built its lending and financial services brand
almost entirely through app experience; fast
approvals, clean interface, transparent

repayment tracking. In a market where

traditional financial service digital
experience is often poor, Carbon's digital
quality has been its primary loyalty driver.

Breadfast (Egypt)

The Cairo-based grocery delivery brand built
its loyalty almost entirely through app
experience - predictable morning delivery
windows, clean UX and reliable product
availability. In a market where grocery
reliability was historically poor, Breadfast's
digital consistency became its primary loyalty

asset.

Household needs,

from bread to
everything.

Fast & smooth shopping experience for the househok

Download the app and order now

April 1 2026
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African consumers facing sustained economic pressure and are systematically auditing their brand
relationships, marking a shift from casual price sensitivity to deliberate renegotiation of value
across categories. This economic reassessment is causing subscriptions to be cancelled, premium
brands to be traded down, and previously assumed durable loyalty to fracture as consumers
demand proportionate value in exchange for their spending. The brands retaining customers
through this renegotiation are not necessarily the cheapest but those that clearly communicate

and tangibly demonstrate their value; consumers who understand precisely what they're receiving
and perceive it as fair remain loyal, while those unable to justify their pricing often exit

permanently.

How Brands in Africa Can
Leverage This Trend:

Make your value visible and felt, not assumed:
Don't expect consumers to calculate your value for
themselves. Show them, in their statement, in their
app, in their annual summary, exactly what they
have received and what it has been worth.

Create accessible value tiers for constrained
consumers:

Consumers who cannot currently afford your
standard offering do not have to be lost. A lighter,
more affordable version of your product keeps
them in the relationship and positions them to
upgrade when their situation improves.

Proactively address the value question before
consumers ask it:

Brands that reach out to long-standing customers
during periods of economic pressure with a
relevant offer, a fee review or simply an
acknowledgement, signal that the relationship is
mutual. Silence during hard times reads as
indifference.

BIM (Morocco, Egypt)

The Turkish-origin hard discount grocery
retailer has built rapid loyalty across North
Africa by making the value proposition explicit
and unambiguous — no loyalty card required,
no complicated promotions, just consistently

low prices on everyday essentials. In markets
under inflationary pressure, BIM's simplicity is
itself a loyalty strategy.

INTERNET

ILLIMITE
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Mind-the-Gap

Loyalty looks different across generations.

c.
'-

GEN ALPHA GEN Z MILLENNIALS GEN X BOOMERS

(2013 onwards) (1997 - 2012) (1981 - 1996) (1965 - 1980) (1946 - 1964)

Digital Behaviours

YouTube Kids, gamified
apps, AR filters, short-
form video via parents
devices

TikTok-first, Instagram
Reels, YouTube Shorts,
BeReal, WhatsApp
communities

Instagram, WhatsApp,
YouTube, e-commerce
platforms, podcast apps

Facebook, WhatsApp,
news sites, email, some
YouTube

TV, radio, WhatsApp
(family-mediated),
Facebook, in-person

_=@ Fairness, fun and family
: approval. Loyalty follows

Authenticity, values
alignment, social proof,

Value for money,
lifestyle fit, convenience

Reliability, track record,
service quality and family

Familiarity, trust, word-
of-mouth and

_e the parent's choice. peer influence. and wellness alignment.  benefit. community reputation.
, Loyalty Programmes That Connect
.’. Family-linked rewards Values-aligned Lifestyle-integrated Straightforward, tangible  Trust-based
that benefit the programmes with visible programmes like gym rewards - cashback, fuel programmes from
—=8® household - supermarket social impact - brands that  partnerships, wellness discounts, grocery established institutions -
' points, entertainment donate, plant, or give back  rewards, travel points, savings, insurance bank rewards, medical
_e bundles, kids' club when they spend. Gamified  savings incentives. benefits. Clear value, aid benefits, retailer
, memberships tied to a rewards, streaks and Programmes that fit into  easy redemption, no points from brands they
parent account. shareable milestones how they already live, complexity. They want to  have used for decades.
=0 matter more than not ones that require see the rand, naira or Personal service and
' cashback. behaviour change. shilling saved. human touchpoints
e matter as much as the

reward itself.

Proven track record, clear
benefits, hybrid digital +
human service.

Practical value, seamless
UX, social proof and
lifestyle alignment.

Bright, fun, parent-
approved. Safe, familiar
and age-appropriate.

Co-created, values-aligned,
culturally fluent and
shareable.

Familiarity, clarity,
personalised support,
community
contribution.

Engagement Style

Playful, visual, story-led. Participatory and raw. Let Peer-led and evidence- Straightforward an Warm, clear and human.

Reach parents first - they ~ them co-create. Avoid based. Reviews, trustworthy. Word-of-mouth and
control the spend. over-polished brand speak. = recommendations and Demonstrate reliability trusted authority
real results. over time. figures.
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PANEL AFRICA

Our pre-recruited ahead-of-the-
curve panel for quick, cost-efficient
research needs, offering a window
into live data

1 siGHT {ive
COMMUNITIES

Designed to build an agile system to
conduct research while keeping the
customer at the heart of the business.

Enables clients to make consumer
relevant decisions by testing on the go

Asiont 1.1/
CONSUMER CONNECTS

4SiGHT's solution to curate and build
a customized calendar of immersive
interviews for client teams to get the
pulse of the consumer

Available as ad-hoc & annual programs

For more information, contact

info@4sight-global.com
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OUR
Research Tools

INSIGHT EXPRESS

Enables swift and efficient innovation
testing, reducing the risks linked to a
comprehensive launch allowing you to
explore, experiment, and fail cheap.

AASMA | CHATBOT

Facilitates interactive
conversations with
consumers, streamlining
the process of filling
consumption/usage
diaries. Leading to
improved efficiency and
quality of data collection.

SPRINT+

Provides an innovative boost
to your iterative process by
making it more AGILE through
co-creation workshops, giving
wings to potential
ideas/improvements
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Calendar 2026

JANUARY FEBRUARY MARCH

Redefining Aspiration —
Re-imagining success.

2025 Playbook Status

and the Good Life

OCTOBER

For more information, contact info@4sight-global.com

April 1 2026
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