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Cluebox is an integrated creative agency of
distinguished Marketing Communication
. Consultants with a vision "to transform
Se rVI Ces Africa’s business landscape by exploring
story-telling and human centered design,
backed by research based insights to

Branding Digital enhance growth and global positioning of

Brand Strategy Content Strategy local businesses in Africa.

Visual Identity Digital Marketing

App Development We are positioned to help brands and

Desian Ul Design organisations solve business challenges

WebgDesi " Motion Design connecting them to consumer insights that

Graphics 9 Design Systems meet the rising demand of a fast changing

phic business environment
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simple belief: putting

Campaigns people first.

Product Campaigns

Governmental Campaigns
palg We have years of proven track record as a

team with cumulative experiences in sub
sahara Africa and The United Kingdom
Marketing Communication Industry.

Our team has been pivotal in creating brands,
campaigns and positioning Non-profit
organisations in ways that change mindsets
and actions in positive, lasting ways.
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Savetdown

Savetown, a groundbreaking Save-To-Own tech housing application, is
on a mission to empower Millennials and Gen Z to become
homeowners. They came to Cluebox with a bold vision: to create a
world of new-age landlords. Cluebox, experts in crafting resonant brand
narratives, partnered with Savetown to build a brand that speaks directly
to this generation'’s aspirations.

Our work began by understanding the core of Savetown's offering. We
discovered a platform designed to make homeownership a tangible
reality for young people, a generation often faced with unique financial
challenges. This wasn't just about providing a service; it was about
empowering a generation to take control of their future.

This insight ignited a powerful idea: "Own Your Dreams, Unlock Your
World." This became the central pillar of Savetown's brand positioning.
It speaks to the deep desire for homeownership, the sense of
accomplishment it brings, and the new possibilities it unlocks. It's a call
to action, an invitation to a brighter future.

Cluebox developed a compelling brand story that centered around this
core message. We crafted a narrative that resonates with the dreams
and ambitions of Millennials and Gen Z, highlighting Savetown as the key
to achieving them. From the visual identity to the brand voice, every
element was designed to communicate this message of empowerment
and possibility.

The result is a Savetown brand that is both aspirational and relatable. It's
a brand that understands the challenges faced by young people and
offers a clear path to overcoming them.
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Own your dream. Unlock your world
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Design Union, a celebrated name in architecture and

lifestyle, approached their 23rd anniversary with a

vision: to energize their brand for the next 25 years and

beyond. They needed a rebranding that not only

celebrated their legacy but also ignited their vision for
the future. Cluebox, experts in crafting compelling

I n brand narratives, partnered with Design Union to create
a brand story as unique and inspiring as their designs.

Our journey began by delving deep into the essence of
Design Union. We discovered a company driven by a
passion for innovation, a commitment to finesse, and a

desire to push the boundaries of design. This core DNA
became the foundation of our brand strategy.
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We recognized that Design Union created experiences,
shaping lifestyles, and leaving a lasting impact. This led
to the powerful strategic brand positioning: "Brave
Innovation.” It spoke to Design Union's fearless
approach to design, their willingness to challenge
conventions, and their unwavering belief that the
impossible is possible. "Brave Innovation” became the
rallying cry for a brand ready to embrace the future.

This bold vision needed a visual language to match.

Cluebox harnessed the power of the sketch, a

fundamental tool in the architect's arsenal, to visually SENNNSN N
convey the spirit of "Brave Innovation.” From the logo to sssssssssss#&#&‘
marketing materials, the sketch became a recurring $ss§§s§§§\§§§\~
motif, symbolizing the creative process, the dynamism \§s\§§s§§§§\\§\
of design, and the limitless possibilities that lie ahead. It \§S§\S§S§§\§\§
brought a raw, authentic energy to the brand, reflecting \§§§%§\§§§§
Design Union's commitment to pushing creative §%%%%%§
boundaries. The result is a Design Union brand \%§§%§

reinvigorated for its next chapter.
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Payment without Boundaries
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Seerbit, a leading payment gateway company,
came to Cluebox with a vision: to rebrand and
reposition themselves in a way that resonates with
generations to come. They wanted a brand identity
that truly reflected their mission and impact.
Cluebox, known for crafting compelling brand
narratives, eagerly took on the challenge.

Ouir first step was to dive deep into Seerbit's
offerings. We quickly discovered their unique
strength: a commitment to bringing everyone into
the digital payment revolution, including the often-
overlooked informal sector. Seerbit's innovative
platform offered multiple payment methods,
unlocking access for a broader, boundless
audience.

This wasn't just about transactions; it was about
inclusion, empowerment, and breaking down
financial barriers.

This insight sparked a powerful strategic direction:
"Payment Without Boundaries.” This wasn't just a
tagline; it became the core of Seerbit's revitalized
brand. It spoke to their commitment to inclusivity,
their innovative technology, and their vision for a
future where financial access is universal. “Seer,”
with its connotations of foresight and vision,
combined with "bit," the fundamental unit of digital
language, hints at a company with a unique ability
to see into the future of finance. Cluebox
partnered with Seerbit to craft a brand story that
captured this innovative spirit and communicated
their mission to the world.




Work
Innovators

Work Innovators, a tech-enabled office space brand, came to
Cluebox seeking a transformative rebrand. They needed a fresh
identity that reflected their innovative approach to workspace
solutions. Cluebox, known for crafting strategic and visually
compelling brands, eagerly took on the challenge.

Our process began by delving into the core of Work Innovators’
mission. We discovered a company dedicated to providing
adaptable and cutting-edge workspaces designed to maximize
productivity. This focus on flexibility and innovation sparked a
powerful creative concept: Origami.

The art of origami, with its ability to transform a single sheet of
paper into countless forms, became the perfect metaphor for
Work Innovators' approach. It symbolized their commitment to
adaptability, innovation, and the endless possibilities they offer
their clients. This concept informed our brand proposition:
"Enabling Business Productivity.” This statement clearly articulates
the value Work Innovators brings to their customers.

Inspired by origami, Cluebox developed a visual identity that
captured this sense of transformation and potential. The new logo
features an origamic shape, a dynamic symbol that represents
Work Innovators' ability to morph and adapt to the ever-changing
needs of businesses. It's a visual representation of their
commitment to providing innovative solutions.

The result is a Work Innovators brand that is both modern and
meaningful. It's a brand that embodies creativity, flexibility, and a
deep understanding of the needs of today's businesses. "Enabling
Business Productivity,” coupled with the origami-inspired visual
identity, tells a story of innovation and adaptability.

15
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Fuel and energy solutions

FESO (Fuel and Energy Solution), a
dynamic new player in Sub-Saharan
Africa's oil and gas sector, is poised to
revolutionize the energy landscape.
Focusing on innovative LPG and CNG
solutions for automobiles, plants, and
more, FESO is entering the market
with a commitment to clean energy
and a vision for a sustainable future.
They partnered with Cluebox to
create a brand identity that reflects
this forward-thinking approach.

Recognizing FESO's fresh perspective
and disruptive potential, Cluebox
developed a brand strategy centered
around the concept of a "dynamic
spark™ it was a powerful metaphor for
FESO's innovative spirit, their ability to
ignite change, and their commitment
to lighting the way toward a cleaner
energy future. It represented the spark

of genius that fuels their solutions and
the spark of possibility they bring to
the market.

This "dynamic spark” became the core
of FESO's brand identity. Cluebox
crafted a visual language that
embodies this energy, creating a logo
and brand collateral that convey
dynamism, innovation, and a sense of
forward momentum. The design
evokes the feeling of progress,
efficiency, and the bright future that
clean energy promises.

The result is a FESO brand that is both
modern and meaningful. It's a brand
that resonates with a new generation
of energy consumers, a brand that
stands for progress and sustainability,
and a brand that inspires confidence in
the future of clean energy.
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Gaslique, a pioneering gas
organization in the Oil and Gas sector,
specializing in gas storage,
transportation, and LNG liquefaction,
needed a brand identity that reflected
its innovative approach and
established its presence in a
competitive market. They required a
brand that communicated reliability,
efficiency, and forward-thinking
solutions.

We embarked on a journey to
understand Gaslique's unique position
in the market. Our creative team
meticulously analyzed the industry,
the target audience, and Gaslique's
core services.

GASLIQUE

Plants & Operations

The Iconic 'Q": The cornerstone of the
Gaslique brand is its distinctive logo.
We ingeniously modified the 'Q" to
symbolize an LNG storage tank,
instantly conveying the company's
expertise in gas storage.

The Dynamic Tail: To further
emphasize Gaslique's capabilities in
transportation, the tail of the '‘Q" was
designed to evoke the flow and
movement of LNG, representing the
seamless transportation services
offered.

development in Africa




GRAMMATER

HARBOR

We know that a brand is more than a
logo; it's a story, a promise, and a
connection. That's why we poured
our passion and expertise into crafting
Grammater Harbour, a brand that
embodies stability, unity, and
boundless potential.

Grammater Harbour: A Port of
Possibilities. A gateway to growth,
collaboration, and prosperity. We
envisioned a brand that resonated
with strength and reliability, a beacon
guiding businesses towards their
goals.

The Anchor: A symbol of unwavering
stability and excellence. It represents
the solid foundation upon which
Grammater Harbour is built, ensuring
reliability and trust.

The anchor's arms seamlessly form the
letters "G" and "H," signifying harmony
and connection with its harbor. This
integration highlights the seamless
flow of ideas and collaborations.



INTERFABES

Interfab, a revolutionary truck assembly
manufacturer, came to Cluebox
seeking a brand identity as robust and
dependable as their vehicles. They
needed a logo that spoke to their
commitment to quality, strength, and
reliability — a symbol that would
become synonymous with the Interfab
name. Cluebox, experts in crafting
impactful brand visuals, took on the
challenge.

Our approach was simple yet powerful:
to visually represent the core values
that define Interfab. We focused on the
essential elements of their craft — the
steel beams that form the backbone of

I IN I
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their trucks. These beams, symbols of
strength and resilience, became the
inspiration for the Interfab logo.

Cluebox designed a logo featuring four
steel beams, carefully balanced and
interconnected. This visual
representation conveys a sense of
stability, equilibrium, and unwavering
support. It speaks to the robust
engineering, meticulous craftsmanship,
and enduring quality that goes into
every Interfab truck. The logo is a visual
testament to the brand’'s commitment
to building vehicles that can withstand
the toughest challenges.
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Ying Yang, a harmonious blend of opposites, is inspired by the
ancient Chinese philosophy of yin and yang. Just as yin and
yang represent the interconnected and interdependent forces
of nature, our brand combines contrasting flavors, textures,
and ingredients to create a unique and balanced culinary
experience.

Our design bring to live the warmth of spicy Szechuan peppers
and the coolness of refreshing mint, the crunch of toasted nuts
and the smoothness of silky sauces, and the richness of savory
meats and the lightness of fresh vegetables.

At Cluebox, we believe that opposites attract and that harmony
can be found in the most unexpected pairings. Join us on a
journey of flavors and discover the perfect balance of yin and
yang in every bite

30



Rebranding a 30 years old food chain
was no small fit.

Mat-ice is a timeless, beloved fast
food brand that has been a part of
countless memories for over three
decades. Our team Cluebox took up
this challenge by positioning Mat-Ice
as a true iconic brand, reinforcing her
brand essence and looking into the
next 30 years with an optimistic brand
promise.

We created a compelling brand
identity that embodied four key brand
values:

- Tradition: Honoring their heritage
while embracing innovation.

- Quality: Delivering consistent, high-
quality products.

- Joy: Creating lasting memories and
positive experiences.

- Community: Fostering a sense of
belonging and connection.

Our goal was to create a space that
feels vibrant, inviting, and functional,”
said the design team. "We used a warm
color palette to stimulate appetite,
modern furniture for comfort, and
artistic accents to celebrate the brand's
identity.

The open layout ensures smooth
movement, while natural elements like
wood and greenery add a fresh,
welcoming touch. Every detail was
designed to enhance the dining
experience, making it more than just a
meal but a memorable moment.”
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eak
Out

Break tGhe Silence

We launched the impactful "Speak
Out" campaign against gender-based
violence. We developed a
comprehensive integrated campaign,
encompassing ATL (Above-the-Line)
and BTL (Below-the-Line)
communication strategies, to raise
awareness and empower women to
break the silence surrounding this
critical issue.

At the heart of the campaign lies a
powerful brand identity featuring the
Kenari bird as its symbol. The Kenari,
known for its melodious voice,
represents the courage and strength
of women to speak out against abuse.

Speak
Through this integrated approach, the You can end gender based Oub
"Speak Out" campaign has effectively violence by: speakingiitp,

don’t let them get away, Break Ghe Silence

raised awareness, provided support to
survivors, and fostered a culture of
zero tolerance for gender-based
violence. Cluebox Creative is proud to
have played a crucial role in this
impactful initiative, using the power of
communication to create positive
social change.

Speak
You can end gender based OUb

violence by speaking up, )
don’t let them get away, Break the Silence

39



W) )

=N

N
QO

[

\/

Oguninvest

Oguninvest

When the Ogun State government,
with support from the World Bank,
recognized the need to showcase the
state as Nigeria's industrial
powerhouse, they came to us. Their
vision is to position Ogun State as the
place to invest. We loved the
challenge.

Our task was to create a brand for
their investment promotion
commission, and we knew it had to be
something special. So, we rolled up
our sleeves and crafted a fresh, new
identity: Ogunlinvest — the Gateway to
Unending Possibilities. We figured, if
Ogunlnvest is going to be the state's
marketing champion, it needs to have
a cutting-edge, 21st-century look and
feel. We wanted to present Ogun
State's investment opportunities not
just as good, but as world-class —
because they are. We're incredibly
proud of how this project turned out
and how it reflects the amazing
potential of Ogun State.

42

Communication Strategy

For Ogunlnvest to truly shine and
achieve its goals, we knew we needed
a solid communication strategy. This
meant making sure everyone was on
the same page, both internally within
Ogunlnvest and when talking with
other government ministries and
agencies (MDAs).

It also meant crafting the right
message for potential investors. We
put it all together in a comprehensive
communication strategy, complete
with a fresh brand voice: "The Gateway
to Unending Possibilities.” This wasn't
just Ogunlnvest's job, though — we
recognized that attracting investment
and investors to the state is a team
effort, a collective responsibility shared
by all parts of the government.







Edcnet

Imagine laying down over 40km of
fiber optic cable, a superhighway for
internet access, and then...crickets.
That's exactly the challenge the Edo
State government faced. They'd
invested in this incredible
infrastructure, but nobody knew about
it. That's where we came in.

The government tasked us with
spreading the word about this
amazing resource across all 18 Local
Government Areas. We rolled up our
sleeves and got to work, developing

the Edonet brand from the ground up.
Our focus was crafting a brand story
that was so compelling, so engaging,
that it would resonate with the people
of Edo State. And resonate it did!

We're thrilled to say that our work
introducing Edonet reached over 4
million people with free, fast internet,
connecting communities and opening
up a world of possibilities. It's a project
we're incredibly proud of, and it shows
the power of a good story to bring
something truly valuable to life.
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When tasked with revitalizing the
brand identity for the National Sports
Festival, we understood the critical
role this event plays in showcasing the
nation's athletic talent and fostering a
sense of unity. We crafted an
experience, a narrative, and a visual
language that resonates with athletes,
spectators, and the nation as a whole.

Our core concept, "Spirit of
Champions,” became the guiding
principle behind every element of the
brand. We aimed to capture the
essence of dedication, resilience, and
the relentless pursuit of excellence
that defines every athlete participating
in the festival.

Understanding the diverse range of
sports represented at the festival, we
developed a dynamic visual identity
that seamlessly integrated both
aquatic and amphibious sports. The
design cleverly incorporated elements
that reflected the fluidity of water and
the strength of land-based activities,
creating a cohesive and impactful

48
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aesthetic. This dual representation
ensured that every discipline felt
equally represented and celebrated.

The heart of our brand development
was the creation of a versatile and
adaptable logo. Recognizing the need
for a dynamic visual system, we went
beyond a static image. Leveraging the
power of animation, we adapted the
core logo to represent each specific
sporting activity, encompassing track
and field, aquatic events, and para
competitions. This innovative approach
allowed us to create a truly immersive
and engaging experience, ensuring
that every athlete and spectator felt a
personal connection to the brand.

Through meticulously crafted
animations, we brought the "Spirit of
Champions” to life, showcasing the
dynamism and energy of each sport.
This animated logo system provided a
visually compelling narrative,
transforming the festival's branding
into a vibrant and engaging spectacle.
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Fate Foundation

For four consecutive years, Cluebox has been privileged to partner
with Fate Foundation, bringing to life the vital "State of
Entrepreneurship Report” in Nigeria. This publication, a cornerstone
resource for understanding the nation’'s dynamic business landscape,
has been a proof to the power of clear, compelling visual
communication.

From 2021 to 2024, we've witnessed the evolution of Nigeria's
entrepreneurial narrative unfold through the pages of this crucial
report. Each year, the data, insights, and analysis provided by Fate
Foundation have been meticulously translated into a visually
engaging experience.

STATE OF ENTREPRENEURSHIP IN NIGERIA 2024 REPORT

Figure 14: If yes, why did you set up a business?

To provide a solution to a problem
I dont have a job

o introduce a new product sevice

Relative to last year, there was an increase in the
share of new businesses created by female
entrepreneurs. 47%° of new businesses were created
by female entrepreneurs (2023: 42%). As noted earlier,
more females are becoming entrepreneurs,
dominating the nano/homestead segment. Across
sectors, the top five sectors with the highest rate of
business creation include Real Estate (35%),
Education & Training (33%), Banking, Finance &
Insurance (30%), Manufacturing (29%) and Travel,
Tourism & Leisure (29%). As a share of total new
businesses, five sectors (Wholesale & Retail Trade,
Travel, Tourism & Leisure, Real Estate, Professional
Services and Other Services) cumulatively accounted
for 61%, an increased concentration of business
creation from 58% in 2023 and 52% in 2022.

By states and the FCT, the top five states with the
highest enterprise birth rate include Ebonyi,
Anambra, Kogi, Bauchi and Borno. Only Borno and
Kogi retained their top five spots relative to the
previous year while the other three states were not
among the top 10 states in the previous year. Lagos,
Nigeria's commercial hub ranked 9th, the same.
position as last year. The low-performing states
include Enugu, Zamfara and Benue. By gender,
female entrepreneurs led the creation of businesses
than male entrepreneurs in thirteen states and the
FCT (Abuja, Nasarawa , Rivers, Oyo, Ekiti, Delta,
Lagos, Gombe, Osun, Sokoto, Taraba, Abia, Niger and
Bauchi), higher than six in 2023 (Jigawa, Sokoto,
Gombe, Ekiti, Osun and Rivers). Bauchi and Niger had
the highest female business birth rate of 94% and
88%, respectively while three states (Zamfara, Benue
and Adamawal did not have any new business
created by a female.

STATE OF ENTREPRENEURSHIP IN NIGERIA 2024 REPORT

Given that most businesses in Nigeria are under five
years old, itis unsurprising that nano/homestead
businesses accounted for 54.3% of total businesses in
the 2024 SoE Survey. According to the Small and
Medium Enterprises Development Agency of Nigeria
(SMEDAN), nano businesses are businesses with 1-2
employees or assets less than N3 million (excluding
land and buildings)®. These businesses are typically
run by sole proprietors and mostly operate in the
informal economy. Their ease of setup, minimal
capital requirements, and operational flexibility make
them particularly attractive to new entrepreneurs
looking to enter the market with lower financial risks.
Following the nano businesses, micro businesses
accounted for 23.3% of total businesses surveyed,
while small businesses had a share of 12%. As in
previous years, large businesses (2%) and startups (3%)
accounted for the smallest shares of total businesses
in Nigeria.

Following the nano
businesses, micro businesses
accounted for 23.3% of total
businesses surveyed, while
small businesses had a share
of 12%.
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—E
—

Figure 15: Business Birth Rate by Sector (% of new
businesses in each sector)
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Figure 3: What is the size of your business?
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STATE OF ENTREPRENELIRSHIP IN NIGERIA 2024 REPORT

States’ performance compared with
previous years

Compared to the previous year's performance (see
Table 8), Ebonyi and Anambra are top-performing
states, moving 22 and 20 places, respectively, to the
top position in 2024, This was followed by Ogun (17
places), Akwa lbom (13 places) and Oyo (12 places)
On the other hand, Kano state moved 23 places from
its 1st position in 2023, Rivers (16 places), Gombe (13
places) and Benue and Imo states (11 places). The
state of entrepreneurship in Plateau and Zamfara did
not change as both states maintained their 2023 rank
- 7th and 37th in 2024. Overall, fifteen states
recorded improvement while the state of
entrepreneurship worsened in twenty states across
the country.

Ebonyi and Anambra are
top-performing states,
moving 22 and 20 places,
respectively, to the top
position in 2024. This was
followed by Ogun (17
places), Akwa Ibom (13
places) and Oyo (12 places).

STATE OF ENTREPRENEURSHIP IN NIGERIA 2024 REPORT

Enterprise Birth and Mortality Rate

For the past three years, the SOE has tracked the rate
of business creation and mortality in Nigeria. This is
important in gauging the state of entrepreneurship
and the impact of government policies and non-
governmental initiatives to improve entrepreneurship
in the country. In the 2024 SoE Survey, 24% of
entrepreneurs said they established a business in the
past year. This share is significantly lower than 30% in
2023 and 32% in 2022. Although new businesses
were created in the past year, the declining trend
reflects the constraining business environment, which
has negatively affected nano, micro, small and
medium-sized businesses.

In the 2024 SoE Survey, 24%
of entrepreneurs said they
established a business in the
past year. This share is
significantly lower than 30%
in 2023 and 32% in 2022.

Figure 13: Did you set up a business within the past

76%
8% 70%
32%
30%
24%
2022 2023 2024
W ves No
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Table 8: Ranking of Entrepreneurship Index by State —
Year-by-Year comparison

i ﬂ =
:

Anambra 1 21
Ebonyi 1 23 9

Kogi 3 2 35
Kwara a 1 25
oyo 5 17 15
Bayelsa 6 5 6

Plateau 7 7 4

Bauchi 7 8 2

Ogun 7 24 17
Kaduna 10 3 8

Borno. 10 4 14
FeT 10 6 36
Katsina 10 17 1
Edo 1 10 7

Ondo 15 13 20
Adamawa 16 14 17
Ekiti 7 8 1
Lagos v 10 1
Akwa lbom 19 32 32
Delta 20 2 3

Sokoto 20 3 23
Abia 2 2 34
Kebbi 23 29 23
Kano 2 1 20
Benue 2 14 9

Yobe 2 33 27
Osun 2 36 17
Rivers 28 1 15
Jigawa 28 19 29
Nasarawa 28 2 20
Taraba 31 35 36
Gombe 32 19 4

Imo 33 22 1

Enugu 34 2 27
Niger 35 34 30
Cross River 36 29 26
Zamfara 37 37 33

Among entrepreneurs who established a business in
the past year, 52% said their motivation for starting a
business was the need to eam extra income to
sustain their livelihoods. This suggests that business
creation in Nigeria is largely driven by economic
necessity, where many individuals turn to
entrepreneurship as a means of survival rather than
opportunity-driven motives. Furthermore, the survey
showed that 13% started businesses because they did
not have jobs. This underscores the role of
entrepreneurship as a fallback option in the face of
limited formal employment opportunities. However,
itis important to note that despite the economic
pressures, 34% were motivated by innovation and
problem-solving i.e. 21% of entrepreneurs were
motivated by the desire to provide a solution to a
problem, and 13% set up to introduce a product or
service. These entrepreneurs are more likely to
contribute to long-term economic growth, as their
businesses are likely to focus on filling market gaps
and creating value,

21% of entrepreneurs were
motivated by the desire to
provide a solution to a
problem, and 13% set up to
introduce a product or
service.
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The "State of Entrepreneurship Report” is a treasure trove of
information, packed with survey data, sector analysis, and emerging
trends. We've taken complex statistical data and transformed it into
digestible infographics, charts, and graphs. This ensures that readers
can quickly grasp key findings and understand the broader context.

Strategic use of photography and illustrations has added depth and
emotion to the report, making the data more relatable and impactful.
We've strived to capture the spirit of Nigerian entrepreneurship,
showcasing the resilience and innovation driving the sector.



Across four years, we've ensured a cohesive visual identity for the
report, reflecting the credibility and authority of Fate Foundation.
This consistency has helped establish the report as a trusted and
reliable resource, understanding that this report is a premium guide,
and that is reflected in the design. We strive to create a design that is
professional, easy to navigate, and visually appealing.

Working on this report has given Cluebox a unique perspective on
the evolving entrepreneurial landscape in Nigeria. We've seen
firsthand the challenges and triumphs faced by businesses across
various sectors. Through our visual design, we've helped to:

» Highlight the growth and resilience of key industries.

»  Showecase the impact of policy changes and economic factors.
» |dentify emerging trends and opportunities for entrepreneurs.
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Full-time Entrepreneurship &
Education Levels

80% of respondents said that they are full-time
entrepreneurs (Owner-Managers) while 20% said they
are not full-time entrepreneurs. For the full-time
entrepreneurs, 54% fall within the age-group of 30-39
years, even as the youth account for only one-quarter
of full-time entrepreneurs. Majority of those who are
not full-time entrepreneurs are in full-time employment
(39%) and are students (38%). 23% engage in part-time
employment

‘Majority of those who
are not full-time
entrepreneurs are in full-

time employment (39%)
and are students (38%)."
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1§ DATA OVERVIEW

Age and Size of Businesses

Similar to findings in the 2021 SoF report, younger
businesses account for the larger share of total
businesses in the country. In 2022, half of the
businesses are 5 years o less while businesses that have
been in existence for 10 years and below accounted for
84% of total businesses. This was 4% points higher than
80% achieved in 2021, suggesting the creation of new
businesses in the last one year. However, there is a weak
transition of younger businesses especially those in the
range of 6-10 years.

This is reflected in the lower share of businesses that fall
in the range of 11-15 years in 2022 (11%) relative to 13%
in 2021, In terms of business size, nano and micro
businesses accounted for 41% and 39% of total
businesses respectively, an improvement from the 71%
of businesses that were micro’ in 2021. The increase in
the number and share of small businesses suggests the
creation of new businesses by entrepreneurs for survival
purposes and to address key social and economic
problems

The increase in the number
and share of small businesses
suggests the creation of new
businesses by entrepreneurs
for survival purposes and to
address key social and
economic problems
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With respect to educational qualification, 40% of the
entrepreneurs surveyed have a Bachelor's Degree, lower
than 45% of respondents in 2021. 24% have a secondary
education as their highest qualification, higher than 16%
in the previous year. In essence, many entrants into the
entrepreneurship space in the last one year have only
completed secondary school education

Figure 8: Are you a full-time entrepreneur?

Figure 9: If yes, full-time entrepreneurs by age?

Figure 1: Age of Business

Figure 2: Business size

startup
EA

*

in 2021 SOE survey, the category "nano” was not included in the
options. Hence, nano businesses were captured as micro businesses.
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Lack of finance constitutes a major bane to female-led businesses that did
not grow

23.1% of female-led businesses did not record "23.1% of female-led businesses
growth over the past one year. Owners of these. ; . .
businesses reported that lack of finance was the did not record growth over the
most important mitigating factor to their growth. past one year. Owners of these
Closely related to lack of finance is poor access to 1 icimpccme rommrton Hhat (Al ~F
markets. Other factors that limited the ousinesses !EDQHGG thatlack ol
performance of female-led businesses include finance was the most important

poor power supply, poor capacity building and
limited business support, and lack of skilled
workforce.

mitigating

Against conventional belief in Nigeria, infrastructure and
foreign exchange challenges are the least important
factors that inhibited business growth for female
entrepreneurs in Nigeria. Perhaps, businesses are finding
ways to get accustomed to these challenges
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Figure 29: Number of loyed by female-led busi in the past
year by employment status (%)

Skill acquisition among female-led
business in Nigeria

A substantial proportion of female-led businesses
acquired skills to manage their businesses better
39.7% of female entrepreneurs acquired training in this
regard; however, slightly lower than the proportion of
male entrepreneurs. Furthermore, 47.6% of female
entrepreneurs that took training over the past year
said their training was in business management; 31.8%
in business expansion and 29.9% in managing people.

".47.6% of female

management, 31.8
business expansion

in managing peopl

factor to their growth.”
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Indicators of Entrepreneurship
Indicators

Share of businesses that experienced growth in revenuie and
employees

Share of businesses that are recovering from the impacts of COVID-19
Share of businesses that were shut down in the last one year due to
covip-19

Share of businesses that embarked on innovative measures amidst
COVID-19 to stay in business

Share of entrepreneurs that are optimistic about their business in the
next one year

Share of entrepreneurs that perceive entrepreneurship in Nigeria as
strong

Share of entrepreneurs that adopt technology in the course of
executing their business

Share of entrepreneurs that adopt social media in the course of
executing their business

Share of entrepreneurs with above secondary eduication

Share of entrepreneurs that have attended business training courses
Share of entrepreneurs that use computer

Share of entrepreneurs that have access to smart devices

Share of businesses that received support from the government in this
COvVID-19 era

Share of businesses that shut down in the last one year due o tough
business terrain

Source: The FATE Institute

In addition, we grouped a set of question(s) under assigned different weights based on ts level of
pilar and estimated a exfor that pilla ance in the meas the state of
8 indicators were us ndicators epreneurship in Nigeria

were drawn from the survey

s then
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Existence of Businesses
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Source: The FATE Institufe.

Size of Business
oreneurs in Nigeria are micro scale
0-9 employees. The

Most

FATEY

n growth youn
1 an innovative/d
o raging technology for sc:
likely to be owned by women

Micro, 71% @

small 23% @
Medium, 3%

Startup, 2% @)
Large, 1%

Source: The FATE Institure.
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As we continue our partnership with Fate Foundation, Cluebox
remains committed to providing exceptional graphic design services
that empower entrepreneurs and stakeholders alike. We believe that
visual communication plays a critical role in driving understanding
and fostering growth. We are proud to have been a part of this vital
publication, and we look forward to contributing to the future of
Nigerian entrepreneurship.

The "State of Entrepreneurship Report” is more than just a document;
it's a visual journey through the heart of Nigeria's business
ecosystem. And Cluebox is proud to be the creative force behind its
compelling visual narrative.



Your Dedicated Services to Pregnant Women
Help Save Mother and Child

@ BMO identification

@ Technical Training

+ The two largest leather goods

production clusters in Nigeria (Kano

B Dl e cenanediiton - A needs assessment was conducted with the BMOs to identify
background scoping study for NICOP. priority skill gaps

- Other programmes also gender based - Collaborations were established with formalised training institutions
BMOs were engaged to ensure gender
inclusivity i.e. AFDEC (from She Trades
ITC), MADAFA (from MAFITA program)

(] o
|| || Harvest Prevention of Aflatoxin

25 Business Support Organisations
Partnerships supported

a 28

Over 1,900 beneficiaries
are MSMEs and artisans

Better Ginger
® Better Wealth &

(public & private) to use existing training materials and drive trainings
- Enterprise development trainings deployed based on existing GIZ SME,
Loop literature and FCDO GYB manuals

36% are women, have been supported with
Product development Quality improvement placiCoopigrcyolbrehessandicthey
trainings tailored towards improved
* Introduction of technical expert to drive * Achieved through a combination of technical finished products.
product innovation trainings targeting training to improve production skill and access (©)
products for niche markets to appropriate production equipment within
shared facilities They have also been
* Embedded within training curriculum/manuals supported with product

aggregation services and support for the Jumia
e-commerce platform

65% of beneficiaries trained on
entrepreneurship are women

Saving groups (internal funding)

@ Access to markets

* Introduction of dedicated marketing resource
to support engagements with offtake markets

+ Gender based initiative with focus on women
groups in leather goods production

+ Exposure to exhibitions and trade fairs to - A consultant engaged to train the women on the
increase product visibility savings group formation, processes and
management of savings.

+ Groups selected from recommendations by the
apex BMO (KALAPAMA)

Use g and
wash til the ginger is clean and after processing ginger

* E-commerce linkages in collaboration with Jumia

25 saving and loan groups set up with

Access to finance (external funding) { Empo_wgr business njember o over 400 members in Kano state only.
associations to continue providing %

Be Friendly as you Offer Services to
Encourage Clients to Come Back

This Message is from the National HIV/AIDS, STls and Viral Hepatitis Control Program (NASCP)
with support from Global Fund

For all Hepatitis B Positive Mothers!

Your Baby can be Protected from Hepatitis B
Infection if VACCINATED with IgG Immediately
at Birth

National Sensitization Posters

Cluebox was honored to partner with the National AIDS, Viral
Hepatitis, and STI Control Programme (NASCP) on their crucial
national sensitization campaign. Our role as the official graphic
designers for this initiative was not merely about creating visually
appealing posters; it was about crafting powerful tools for behavioral
change and empowering vulnerable populations.

Specifically, we focused on developing a series of impactful posters
designed to educate and guide pregnant women living with HIV and
Hepatitis. This sensitive and vital task demanded a deep understanding
of the target audience, cultural nuances, and the critical information
that needed to be conveyed.

Visit the Nearest Health Facility for
More Information
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Taking herbal concoctions
if you are pregnant and HIV positive
can harm you and your unborn baby

Avoid herbal concoctions
and adhere to HIV medications

01

- Preselected enterprises recommended and
prepared by SME Loop coaches in Aba and

by enterprises recommended by BMO's in

Kano

+ Eligibility checks independently conducted by

financial institutions

Ginger, Tomatoes & Chilli Value Chain

Farmer identification and selection

 Selection and Identification of
processors in tomato, chilli and ginger
value chains

* Selection of Lead farmers and farmers

06rcceccccea(liccccccccalf cccccaa=

Support to processors and offtakers
(Standards and certification)

* NICOP partnered with NEPC Nigerian
Export Promotion Council (NEPC) to
explore registration and certification
schemes

* Hazard Analysis Critical Control Point
(HACCP) certification was chosen as
the most ideal since most SMEs
engaged by the project are Food

item processors.

+ Atraining was conducted on the
principles of HACCP, to bridge the
knowledge gap in implementing
international food safety.

+ NEPC coaches trained to support
SMES on HACCP registration

Training on group dynamics and
cluster formation

- Training of lead farmers from identified

groups.

* Lead farmers stepped down trainings

and led in group formation.

* Training focused on GAP, FBS, ISFM

and Pest management

Equipment provision and training

+ Promotion of value addition through
equipment support to partners

 Cottage processing provided
opportunity for linkage with
smallholder farmers for improved
supply chain

* Training of groups on the use of the.
equipment and on food safety.

professional business services and
support to all their members.

- Introduction of technical support to build
service delivery capacity of BMOs

Contract management

* Identification off takers interested in
linking with smallholder farmers and
their needs assessed.

+ Development of contract farming
checklist outlining all possible risks
and mitigation measures for inclusive
outcomes and checklist used to guide
conversations with the off takers and
farmer groups

+ Contracts signed upon agreement by

both parties.

+ Obligations of both parties monitored
with regular review meetings to address

ing ges.

Market linkages

* Linkage of farmer groups to processors,
aggregators, exporters and other
off-takers

+ Both farmers and processors packaged
as viable businesses through profiling
and development of fliers telling their
stories.

+ Processors exposed to various market
opportunities including trade fairs to
stimulate demand for their products.

&

90 SMEs supported to take part in
export promotion and experience
exchange missions

+2,000
e lead farmers trained
over 24,000 nectaresof P

agricultural land managed
sustainably

a; -r;

19,000 farmers tained on Gap, Fes, Iskm, 1em

]
N’ 79% of beneficiaries confirm their knowledge has
- - d and 94% of iciari
)oqs  and practice of lessons learned

@ Over 110% increase nyieana
+% +261,000 tONS of tomato and singer harvested

w

73% of beneficiaries have increased their income up
to 20% by an average of NGN 144,000

across the states

5252
+1,300 farmers winedon  More than 10 large market

contract farming linkages facilitated for both
\E Over 200 farmers  farmers and processors
Q

Over 45% more
jobs created
by NICOP beneficaries

9 7 SMES nhave so far been
certificated winuacce

59 equipment worn over
NGN 200,000,000

10,000 beneficiaries

tizing them forpre and post-harvest
proces
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Dry very well before bagging; dry on

Make sure you dry to a safe moisture

Empowering Financial Futures: Contribution to SERDIN's Financial
Literacy Initiative

Cluebox was privileged to partner with SERDIN, a GIZ Nigeria project,
in a crucial endeavor: enhancing financial literacy across the nation.
Recognizing the pivotal role of effective training in driving sustainable
financial inclusion, we were tasked with designing comprehensive
Learning and Training materials tailored for trainers and their students.

Our approach focused on creating a holistic and engaging learning
experience. For trainers, we developed detailed training manuals,
providing structured guidance and practical strategies to deliver
impactful financial literacy sessions. Complementing these manuals
were handouts, designed to reinforce key concepts and facilitate
interactive exercises. Posters served as impactful visual aids, capturing
attention and conveying essential financial principles. Handbooks
offered in-depth knowledge and practical advice, empowering
students to manage their finances effectively.



“An empowered woman is a woman who is

independent, living on her own and not married”
FGD participant, Tamale region, Ghana

Designing Clarity for Gender-Based Violence Data in West Africa
TechnoServe entrusted Cluebox with a critical task: transforming
complex data on Gender-Based Violence (GBV) in West Africa into a
digestible and impactful report. This project wasn't merely about
presenting numbers; it was about illuminating the stark realities of GBV
across diverse national contexts and empowering stakeholders with
actionable insights.

Our challenge was to navigate a wealth of survey and statistical
information, often dense and overwhelming, and translate it into a
compelling narrative. We recognized the need for a design solution that
prioritized clarity and accessibility, ensuring that the report’s findings
resonated with a broad audience.
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Land Rights and Social Norms

Informal Systems

GBV Challenges

‘Women and Girls re

with Disabilities
Face challenges in education,
‘economic empowerment, and

healthcare accessibilty. Lirmited
participation in formal society leads to
begging or working as beggar's ald.*

Economic Participation

local community

. te
@ ) S

systems fail

“An empowered woman is a woman who is
independent, living on her own and not married”

FGD participant, Tamale region, Ghana

GBV Challenges °

Harmful practices lie child N
marriage, female genital iﬁ
mutlation/cutting (FGM/C),

and trafficking persist, Conflict

in Nigeria's Northeast

‘geopolitcal zone has further

contributed 10.a steep rise in

violence targeted against

‘women and children by Boko

Haram.

Women with
Disabilities

Ethnic Diversity e

Education
Disparities

FEEEES

KRR omasmen
s 00

NMUMMAMNMBMMIMIN  systems. including famity networks
d

‘Gender disparity exists in education, according to UNICEF gils e S TUC B

constitute 60% of the 185% out-of-school children. This
contributes to women's lower workforce participation, often in
low-paying sectors.

play a crucial role in responding to
GBY cases.

Legal Complexity Relevant Laws and Poli

QSenegal

Demographics Education Disparities

Economic Overview

‘The economy relies on fish, phosphates, nuts, and tourism.
Volatilty in agriculture is compounded by unpredictable weather
conditions. Despite foreign aid reliance, nearly half the population
lives below the poverty line.

Legal and Institutional Protections w Reporting Rates

Senegal guarantees judicial protection of human rights.
through the Supreme Court. It has ratified international
conventions and implemented policies like the AU Gender
Policy and the Plan of Action on the African Women's
Decade, the National Action Plan for GBV, and the National
Strategy for Gender Equity and Equality.

Cash Book

Training Manual

Deutsche Gesellschaft fiir Internationale Zusammenarbeit (G12) GmbH
Pro-poor Growth and Promotion of Employment in Nigeria (SEDIN)

22 Haile Selassie Street, Asokoro

Abuja, Nigeria

www.sedin-nigeria.net

In cooperation with
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Learning Activities

Empowering Financial Futures: Contribution to SERDIN's Financial
Literacy Initiative

Cluebox was privileged to partner with SERDIN, a GIZ Nigeria project, in
a crucial endeavor: enhancing financial literacy across the nation.
Recognizing the pivotal role of effective training in driving sustainable
financial inclusion, we were tasked with designing comprehensive
Learning and Training materials tailored for trainers and their students.

Our approach focused on creating a holistic and engaging learning
experience. For trainers, we developed detailed training manuals,
providing structured guidance and practical strategies to deliver
impactful financial literacy sessions. Complementing these manuals were
handouts, designed to reinforce key concepts and facilitate interactive
exercises. Posters served as impactful visual aids, capturing attention and
conveying essential financial principles. Handbooks offered in-depth
knowledge and practical advice, empowering students to manage their
finances effectively.



Transforming AVCA Survey Data into Compelling Visual Narratives

For years, Cluebox has partnered with the Africa Venture Capital
Association (AVCA) to translate complex survey data into clear,
engaging, and impactful reports.

Recognizing the critical role data plays in shaping the African
investment landscape, Cluebox has consistently delivered visually
stunning reports that empower AVCA and its stakeholders.
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PLANNED INVESTMENTS BY
LPs INTO AFRICAN PE

LPs’ planned allocation to African PE

86%

of LPs plan to increase or maintain
their African PE allocation over the
next three years

Figure 1 Lpy'

LPs identified Impact (59%) and
nvestment Mandate (56%) as the
main factors driving their plans to
increase or maintain their African
PE allocation

significant p
PE func:

AVCA | AFRICAN PRIVATE EQUITY INDUSTRY SURVEY

©2021 AVCA | MARCH 2021 | wwwavca-afrcarg

ATTRACTIVENESS OF AFRICAN PE

Attractiveness of African regions for PE investment

77 o/ of GPs view East Africa as an attractive region for PE investment
over the next three years
[e]
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Attractiveness of African countries for PE investment

Kenya, Nigeria and South Africa are viewed by the biggest proportions of GPs
as attractive regions for PE investment in Africa over the next three years,

AVCA | AFRICAN PRIVATE EQUITY INDUSTRY SURVEY
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DAUI’s Experience in Nigeria,
1970’s - Present

Oban Hil National Park,
Nigeria/KfW/EC, 1993-2000

Ka supplies, West AfricrSahel Drought Control,
Nigeria/Worldbank, 1986-1990 USAID, 1999-2000

Policy 3nd Knowledge Faclty,
DFID, 2005- 2010
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DFID, 2006-2014

Trar uriy Symposium,
US. DoD, 2007-2012

upport Project
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USAID, 20052009

Coaliton for Change
DFID, 2007-2611

Trans-Sahara Security Symposium,
US. 00D, 2007-2012
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USAID, 20072010

Federal Pubic Serlice Reform,
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DFID, 2008-2015
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Current Projects
in Nigeria

DAI Nigeria Corporate Offices
Through our team in Abuja and Lagos, DAI Nigeria provides programme:
management and technical services to individuals, teams and

We draw on the more than 3,000
employees and consultants in our global network and work as a
ive team to design, d deliver projects, initiatives and

technical solutions for our clients.

is a human resource for health development programme funded by DFID.
'W4H provides support to health institutions and state ministries to increase
the number of female midwives and skilled birth attendants in rural facilities
and to build the capacity of existing ones. The goal of the programme s to
improve health access and reduce maternal and child mortality.

is an economic policy development programme funded by DFID, the goal
of PDF Il is to support the development of a competitive and dynamic non-
ail ect PDF Il provides targeted technical assistance to the Federal
gover for the i of evid economic and
social policies and reforms.

Market Development in the Niger Delta (MADE)

is an agricultural market systems programme funded by DFID. MADE
implements interventions in cassava, fisheries, palm ol, poulry, finished
leather goods, and agricultural inputs value chains that develop capacities,
facilitate market linkages and help improve the profitability of small
enterprises.

Partnership to Engage, Reform and Learn (PERL)

s a Governance programme, funded by DFID. PERL provides technical
support for governments to make, implement and track policies, plans
and budgets that aid the delivery of public services to citizens. PERL is
delivered through coordinated “pillars” and Pillar One is Accountable,
Responsive, and Capable Government (ARC), delivered by DA; Pillar 2,
Engaged Citizens, is delivered by Palladium. PERL builds on the
experiences of DAI implemented SPARC and received an A+ in its most
recent evaluation.

e in Budget
2006: Annual Review 6f Pro-por Policy
andKnowledge Fasilty, DFID

2007: Resgéref into Use:
DFID

Katsina

Zamfara

Kaduna

Bayelsa

2013: Mapping of Benin City, Edo Stat
World Bank
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Kano

WA4H Preser

PDF II Pr
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World Bank
2019: Managing e
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DAI Nigeria
Corporate Profile

Shaping a More
livable world.

=DAI

Designing DAI Nigeria's Impact Brochure with Infographics

For DAI Nigeria, a leading international consulting firm dedicated to
driving positive change in the non-profit sector, we undertook the
crucial task of designing a comprehensive brochure that would
effectively showcase their years of impactful activities. Recognizing
the diverse audience and the complexity of their work, we opted for a
visually driven approach, leveraging the power of infographics.

Our primary objective was to transform complex data and extensive
project information into easily digestible and engaging visual
narratives. We understood that stakeholders, ranging from
government officials and donor agencies to community leaders and
beneficiaries, needed to quickly grasp the breadth and depth of DAI
Nigeria's contributions.
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