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WHY H AVI NG  CO NDUCT ED  SUCH  A  STUDY ?

Because Twitter  is ,  at  the same t ime: 

a  so c ial  media  
which gives access to  i ts  data  per fect l y  l egal l y 

a  platform 
on which women can express themse l ves  f reel y 

a  platform 
on which can be found both big  compani es’  C E Os  and st ar t-u ps’  fou nders , 
but  a lso journal ists,  act iv ists…

•
•
•

This  TOP 200 was based on Afr ican women cur rent l y  l i v i ng on t he cont i nent , 
according to  their  b iography.  I t  does not  have a  s ci ent i f i c  cal l  or  pu r pos e yet  i t 
shows an instantaneous capture of  a  thr iv ing cont i nent . 
And nowadays,  more and more women are its  am b ass ad o rs . 



WHY H AVI NG  CO NDUCT ED  SUCH  A  STUDY ?

Women’s  par t i c i pat i on rate  to  t he l abou r 
market  is   55%  on  t he Af r i can cont i nent  whi ch 
is  c lear ly  above t he wor l d  average (4 8% ) . 

In  other  words ,  i t  m eans  Af r i can wom en 
have and wi l l  have a  cent ral  pos i t i on i n  t he
development of  t hei r  cou nt r y. 

55%

48%

African 
continent

World 
average



WHO AR E  THE  ST UDY ’S  PART NER S  ?

First  inter national  p latform 
of  economic development 

a nd of  h ig h-potentia l  Afr ican 
women leaders’  suppor t 

Com pany  s peci al i zed 
i n  col l ect i ng,  process i ng 

and anal y zi ng dat a  on Twi t ter
 

Mar tha Karua 
Former Minister 

for  Justice 
constitut ional 

affairs,  Long ser ving 
Pol it ic ian and NARC 
Kenya Par ty  leader

L ala  Aki nd o j u 
Ni ger i an act ress 

and f i l m produ cer. 
Af r i ca  M agi c 

Trai l B rai l zer  award 
i n  2 016



METHODOLOGY

BIG  DATA
Col lect i ng d ata  through 
Twi tter ’s  API  Premi um

SM ART DATA
Refi ni ng and  processi ng d ata 
through our  a lgori thms 

OPEN DATA
Data’s  en l igh ten m en t 

perm itted by  th e Open  Data 
 (geography,  economics…)

SM ART DATA POWER
Human in tel l igen ce’s  c ross in g 

for  re l iabl e,  workabl e 
an d un ique data

GDPR
COMPLIANT



On Twitter,  targeting 
of  the 200 most 

inf luent  Afr ican women 
among several  mi l l ions 

twitters,  which are  app. 
15% women

1 2
Focu s 
on 4  di st i nct  prof i l es 
 

Fo cus o n po l it icians and business 
wo m en,  jo urnal ists,  opinion leaders 

and  civ i l  societ y ’s  f igures

3
H ow to gai n  i nf l u ence 

on t wi t ter  ?

METHODOLOGY



TOP AFR I CA N COUNT RIES ,  PER  T WITTER S  NUMBER*

S outh Africa
19,3%

Nigeria
18,8%

Egypt
9,8%

Kenya
9%

Algeria
3,4%

Morocco
3 ,2%

Uganda
3 ,1%

Tanzania
2,9%

Ghana
7,2%

Zimbabwe
2%

1 09876

54321

*according to  the tota l  num b er  of  fo l l owers located in  Africa



TOP 200 ’S 
M AC RO  DATA1



TO P  2 00  O F  T HE  MOST  INFLUENT AFRICAN WOMEN

A potent ia l  total  reach of  3 9  0 81  627 
people which represents  an average 
of  195 408 fo l lowers  per  account

A ver y  import a nt 
impact

A  s t ro ng  presence  on  Twi t ter 
fo r  a lmost  a  decade 

Before
2009

2009 
-201 1

2012 
-2014

2015 
-2017

2018 
-2020

5

137

27

23

8

6 9%  of  t he 
prof i l es  had been 
created bet ween 
2 0 0 9 and 2 01 1

Accou nt s’ 
creat i on date 



24  c ou n t r ies  represented 

4 co u ntr ies over-represented: 
Sou th Af r ica ,  Ke nya,  Nigeria 
and  E g ypt

142 of  the TOP 200’s  women are 
from one of  those 4  countr ies
 

More than  20

Nu mb er  of  wo men

Between 10  and 19

Between 5  and 9

Between 2  and 4

1

Smar t  Data  Power ’s  d ata  b a se,  A ugust  2 02 0



Back-up  wi th  o ther  ind icators

> 600 $ Bn

TOP 12 
of  the r ic hest  coun tri e s*

600 to  200 $ Bn

200 to  100 $ Bn

TOP 5  of  the m ost  crowded 
co untr ies 

TOP 20 0 ’s  rem inder

Mo re tha n 5 4 % 
of  wo men 

f rom ou r  TOP  2 0 0 
are i n-bet ween 

t he cont i nent ’s  r i chest 
and m ost  crowded 

cou nt r i es

*Accordi ng to  the GNP

In dexmundi ’s  thematic  m a p s,  201 7  data



Back-up  wi th  o ther  ind icators

< 125M US$

85M to  125M US$

46M to  85M US$

TOP 20 0 ’s  rem inder
Foreig n d irect 
invest m ent  f low

Inf lu ent 
Afri ca n wo men 

are l ocated 
i n  cou nt r i es  wi t h 

an economi c grou nd 
propi t i ou s 

for  i nvest m ent s

In dexmundi ’s  thematic  m a p s,  201 7  data



Back-up  wi th  o ther  ind icators

< 1 16M US$

80M to  1 16M US$

45M to  80M US$

TOP 20 0 ’s  rem inder

N u m ber of  internet  users 
in  2017

< 38 M US$

26 M to  38 M US$

N umber of  mobi le  p h on e 
subscript ions*

*For  1 00 i nhabi tants

A  go o d  cel lu la r 
a nd  Internet 
co nnexi o n,  

t wo requ i rem ent s 
to  be connected 

and i nf l u ent  on s oci al 
net wor ks

In dexmundi ’s  thematic  m a p s,  201 7  data



Th e  TO P  200 ’s  10 th  f i r s ts

Li nda Ikej i
N igeria

 1  9 02 K fol l owe rs 

Pr.  Thul i  Madonsela
South Afr ica

 1  414  K fol lowers 

Tonto Dikeh
Nigeria

 1  302 K fol lowers  

Bouthaina Kamel
Egypt

 1  180 K fol lowers 

Mar tha  Ka rua 
Kenya

9 4 9  K fol l owe rs 

Connie Ferguson 
South Afr ica

 935 K fol lowers 

Betty Kyal lo 
Kenya

 856 K fol lowers 

Sarah Abdel baky 
Egypt

 856 K fol lowers 

Rita Dominic
Nigeria

1  100 K fol lowers 

Toke Makinwa 
Nigeria

768 K fol lowers 

1 09876

54321



Foc u s  on  So uth  Afr ica 

59  f em mes  in f lu en tes  :

J o u rnal ists 
/  a n chors

Pa bi  Mol oi
TV host

759,8  K fol l owers

22

Bu s i ness 
wo m en

L ea ndr i  J a nse 
va n Vuuren

M anaging d ire c to r
3 72 ,6  K fo l lowe rs

21 Po li t i c i ans

Prof.  Thul i 
M a donsela

1 ,4  M  fo l lowe rs

Opinion 
leaders 

/  activists

Cather ine 
Consta ntinides

Eco lo gist
60,5  K fo l lowe rs

L awyers

Emma Sadleir
Social  media ’s

 r ights  special ist
43,8  K fol lowers

1 0

3 2

58 women from the TOP 200

11
/2

0
0

2
7/

2
0

0

2
/2

0
0

13
3

/2
0

0

16
0

/2
0

0



Foc u s  on  Kenya

J o u rnal ists 
/  a n chors

A nne  Kiguta
Jo ur na l ist

651 ,6  K  fol l owers

Bu s i ness 
wo m en

Betty Kya l lo
CEO F lair  by  Betty
874,0 K fo l lowe rs

1 3 Po li t i c i ans

M a r tha  Ka r ua
95 7,0 K fo l lowe rs

Opinion 
leaders 

/  activists

Dr.  Pa ula 
Ka humbu

Co nse r vatio nist 
178,1  K  fo l lowe rs

Do c to rs

Dr.  Mercy Korir
57,5  K fol lowers

3

2 2

37 women from the TOP 200

17

13
/2

0
0

8
/2

0
0

6
/2

0
0

6
0

/2
0

0

14
8

/2
0

0



Foc u s  on  N iger ia

Bu siness 
women

A nthonia  Orj i
So cial  media 

specia l ist 
265,0 K fol l owers

Journal ists 
/  anchors

Gbemi O-O
Rad io  ho st

5 3 6,5  K fo l lowe rs

7 Opinion 
leaders 

/  activists

M ona l isa  Chinda 
Coker 

Ac tre ss and  UN 
amb assad o r 

3 73 ,0 K fo l lowe rs

Po li t i c i ans

Abike 
Da bir i-E rewa

5 95 ,4 K fo l lowe rs

L awyer

Gloria  Adagbon
34,5K fol lowers

3

2 1

26 women from the TOP 200

13

1 3

4
6

/2
0

0

18
/2

0
0

2
8

/2
0

0

15
/2

0
0

18
7/

2
0

0



Foc u s  on  Egypt

J o u rnal ists 
/  a n chors

Ma i  Hel my
Radio host

350,5  K fol l owers

Opinion 
leaders 

/  activists

Da l ia  Zia da
Write r

3 73 ,0 K fo l lowe rs

4 Bu s i ness 
wo m en

Da lia  Abou Oma r
CEO 

86,4  K fo l lowe rs

M aya  M orsy
2 2 ,1  K  fo l lowe rs

Po li t i c i ans

3

1 0Po li t i c al 
s c i enti st

21  women from the TOP 200

13

3
3

/2
0

0

11
2

/2
0

0

9
8

/2
0

0

19
6

/2
0

0



Foc u s  on  French-speaking  countr ies

16  women from the TOP 200 
are French-speakers  (which is  8%)

I nf lu ent 
wo men  

f rom the TOP 200

Reb ecca  E nonchong
Te ch  e n tre preneu r

1 06,9  K  fol lowers

5 Inf luent 
women  

f rom  t he TOP  2 0 0

Paola  Audrey
TV host

186,7  K  fol lowers

3
CAME RO ON IVORY COAST

Influ ent 
wo m en 

f rom 
t he TOP  2 0 0

2

CONGO 
BR A ZZAVILLE

2
TUNISIA

Influ ent 
wo m en 

f rom 
t he TOP  2 0 0



F OC US  ON  4  D IST INCT 
PROFI LES 2



Foc u s  on  a  s tar t -upper 

Seria l-entrepreneu r  s peci al i zed 
in  new technol ogi es 
 

Rebecca  Enonchong
106 ,9  K  fo l lowers

Founded in  1999 
i n  ord er  to  apply  g lobal  solut ions 

to  companies 

Bu s i ness  i ncu bator  l au nched 
i n  2 010  to  hel p  ou t  ever y 
ent repreneu r  i n  devel opi ng hi s 
or  her  project

CAMER OON
90/200



Focus  on  a  s oc ia l  entrepreneur 

Bri l l iant  lawyer  concer ned 
by  social  entrepreneu rs hi p  !
 

Founded i n  2 0 01 
in  order  to  modi f y  cons u mpt i on habi t s 
with  good-qu al i t y  and af fordabl e  produ ct s  

Monica  Musonda
69 ,9  K  fo l lowers

ZAMBIA 
1 15/200



Foc u s  on  a  bus iness  woman 

A wel l-known bu s i ness  woman s peci al i zed 
in  corporate comm u ni cat i on 

 

Founded i n  1997 
in  order  to  s u ppor t  compani es ,  gover nment s 
and NGOs  i n  t hei r  com m u ni cat i on  

Gina  D in
323 ,2  K  fo l lowers

KENYA
36/200



Focus  on  a  2 0 20  WIA5 4  winner 

Entrepreneur 
and social  wor ker

Founde d i n  2 019,  an organi c  grocer y 
commit ted to  t he i m provement  of  t aste 
in  herbal  organi c  tea and food process i ng 

Fateema Manneh
448  fo l lowers

GAMBIA



HOW  TO  GAIN 
INFLUENCE 

ON  TW ITTER?3



OPTI M I Z E  YOU R  T WIT T ER  PROFILE1
Add a  prof i l e  pi ct u re•

•
•

Add a  cover  pi ct u re

U s e t he r i ght  has ht ags 
and t he r i ght  ment i ons

• P u t  t he m ost  i mpor t ant 
i nfor m at i on f i rst



BE  FA M I L I A R  WIT H  YOU R  TARGET  AUDIENCE 
AND  YO UR  COMMUNIT Y 

Goo d  co mmu nication
 always begins 

with  good targeting 
of  one’s  audience !

Good communication 
al ways  begi ns 

wi t h  good t arget i ng 
of  one’s  au di ence !

Find out  who fol lows you:  
t hei r  age,  gender, 

geo-t rack i ng,  job or  l i ne
 of  bu s i ness , 

t he i nf l u encers’  t y pol ogy …

2



SPE A K  UP

A ssess 
the strengths and 

weaknesses of  your  accounts 
or  those of  your  competitors

Monitor
your  favorite  topi cs 

to  ref lect  on current  event s 
or  f ind ideas for  content

Add
good has ht ags 

to  i ncreas e you r  v i s i bi l i t y 

What is  the most  adequate tone ? 
What  themes to approach ?  When to tweet  ?

3



BACK - UP  W IT H  L INKEDIN 4

To gain  inf luence  
by  i nv i t i ng t he r i ght  peopl e 
to  jo i n  you r  net wor k 

To create  
qu al i f i ed comm erci al  l eads  !

•
•



BACK - UP  W IT H  OPEN DATA 5
To  enr ich the  previousl y 
co l lected  d ata with :

geographic  data•
•
•

economic data

environmental  data

• health  data



THANK YOU  SO  M UCH 
FOR  YOUR  AT TEN TI O N 

To go fur ther. . .

Geoffrey Chapuis
 geoffrey@wia-init iat ive.com

Cédric  Chabal
cedr i c.chabal @ s m ar tdat apower.f r


