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- PART I - 

1. Introduction 
 

1.1 Report Structure 
 

This report is structured as follows:  

 

Part 1 – Summarises background information on KleosAfrica and overviews the methodology 

used by the Oxford Development Consultancy (ODC) team in order to generate our 

recommendations.  
 

Part 2 – Provides a brief demographic and SWOT analysis of the business, and then undertakes 

an analysis of KleosAfrica’s operations (Ops) and human resources (HR) strategies. 
 

Part 3 – Concludes by succinctly summarising the recommendations given in Part 2.  

 

1.2 Company Background 
 

Headquartered in Lagos, Nigeria, KleosAfrica is an online platform that seeks to support African 

businesses by linking small, medium enterprises (SMEs) to experienced MBAs and skilled 

professionals. Once matched through the KleosAfrica platform, these professionals then provide 

consulting services to SMEs at a reduced fee relative to engagements with established consulting 

firms. In this way, KleosAfrica fills a much-needed gap in the market, as SMEs across sub-Saharan 

Africa (SSA) report needing business advice and strategic guidance but they also note that the 

price charged by regular consulting firms is cost-prohibitive. By extending more affordable 

consulting services to these SMEs at the bottom of the pyramid (BoP), KleosAfrica aims to 

profitably capitalise on this market opportunity while simultaneously generating social impact. 

 

However, KleosAfrica has faced challenges in implementing a business model that takes 

advantage of this opportunity in a financially sustainable way. Given these challenges, KleosAfrica 

has commissioned this report from Oxford Development Consultancy (ODC). This report analyses 

the current business model, as well as the operations (Ops) and human resources (HR) strategies 

of KleosAfrica through online surveys and key informant interviews. Based on this analysis, the 

report provides recommendations that can be leveraged to better position KleosAfrica to achieve 

its twin goals of business viability and social impact.  

 

1.3 Methodology 
 

i) Desk Research 
 

Extensive desk research was conducted into KleosAfrica’s existing operations and business model 

in Nigeria using internal documents kindly provided by KleosAfrica Founder, Glory Enyinnaya. 

 

ii) Interviews 
 

The ODC team undertook key informant interviews with KleosAfrica’s main competitor in the 

Nigerian market (TBCA) as well as with academics who specialise in quantifying the impact of 

consulting services on businesses in developing countries.  
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iii) Online Survey 
 

An online survey was conducted with Nigerian entrepreneurs to identify key attributes of 

KleosAfrica’s target market including firm size, sector, common challenges faced, level of comfort 

with using online platforms for business advice, etc.  

 

 

- PART II - 
 

2. Analysis of Operations & HR Strategies 
 

This section first gives a general overview of the market and particular demographics that 

KleosAfrica currently operates in. This overview points to a target market: prioritising technology 

companies (especially startup and fintech companies).  

 

This section then leverages the above overview to provide an analysis of KleosAfrica’s Ops and 

HR strategies. 

 

2.1 Demographic and Market Overview  
 

To begin, before proceeding on to the analysis of the Ops and HR strategy it is important to 

understand KleosAfrica’s current market and key demographics.  

 
2.1.1 Online Survey  
 

In order to facilitate this understanding, an online survey was sent to a large sample of 

entrepreneurs (potential KleosAfrica clients) currently operating in Lagos via Google Survey. In 

total, 12 respondents completed the online survey. Figure 1 provides an overview of the responses 

to the online survey.  

 

Figure 1 – Online Survey: Key Take-Aways 

Demographic Attribute Response 

Age 25-55 years old 

Gender Mostly Male 

Online Shopping Experience? 62% of respondents buy goods/services on various online 

platforms (e.g., Amazon, Jiji, Konga, iTunes, etc). Amazon 

was the most popular. Credit cards were the key barrier to 

online purchasing.  

Location Lagos, Port Harcourt, London 

Sector? -Finance and consulting (online survey) 

-Fintech (TBCA interview) 

Number of Employees? Less than or equal to 5 

Profit Less than 10 million NGN 

Years of Operation? Less than 5 years 

Key Challenges? Raising capital/financing, operations challenges (e.g., 

branding/advertising/marketing, public relations, finance, 

lead generation, project management) 
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Who/Where do you receive 

advice from on the above 

challenges?  

-Business partners, friends & family 

-Advice mostly received either face-to-face or over the 

phone 

Used KleosAfrica consulting 

services before?  

-Only one had used Kleos services before 

-Some have had prior experience with a consultant (e.g., 

MIC-MEs Consulting Ltd) 

Would you pay for business 

advice? 

-Most would pay for business advice (or would consider 

doing so) as their business grows larger 

-Would pay for advice on entrepreneurship, strategy, 

raising capital/finance, management, partnerships, public 

relations & marketing, business development, accounting 

Used any online learning 

services before? 

-Coursera 

-Business Hub 

Preferred medium for 

receiving business advice? 

Online courses, digital products, in-person coaching 

Source: 12 respondents completed ODC team’s Google Survey. 

 

While the response rate was relatively low, it was still sufficient for the ODC team to pinpoint 

several general take-aways that – in conjunction with our desk research on general market 

conditions (see below) -- collectively suggest a target market.  

 

Most importantly, the finance sector was the most common sector that respondents who reported 

an openness to purchasing online consulting services came from. This is corroborated by both our 

desk research (see below), and by our interview with TBCA (KleosAfrica’s main competitor in 

Nigeria), who reported that fintech companies (and tech companies more broadly) made up the 

majority of their clients. Moreover, this fact bodes well for KleosAfrica, as Diamond Bank is 

KleosAfrica’s marquee client, and Founder Glory Enyinnaya reports having close business 

relationships with Diamond Bank’s leadership. Such a relationship can be leveraged to make 

further in-roads into the finance and fintech sectors.  

 

2.1.2 Desk Research: Demographic and Market Trends 
 

As mentioned above, the ODC team’s desk research into market trends supported the findings 

from our online survey that pointed to prioritising finance and fintech companies as KleosAfrica’s 

target market.  

 

In particular, the ODC team’s desk research revealed the following about fintech and tech 

companies more generally: 

 

i) Relatively new and fast-growing industry 
 

Research shows that internet use in Nigeria has grown by nearly 50% since 2013. In addition, the 

growing middle class in Nigeria (and Lagos in particular) translates into increased demand for 

online services such as e-commerce and online payments platforms. On top of this, the tech sector 

(with fintech leading the way) has more than doubled in size in the past 9 years currently making 

up 9% of GDP, and still possesses large growth potential. As these tech firms are still relatively 

young and thus remain in their early growth stages, there is a demand for consulting services.  

https://www.pulse.ng/bi/tech/tech-nigerias-tech-space-projected-to-create-3-million-jobs-and-generate-dollar88/63mqjb3
https://theeagleonline.com.ng/nigerias-emerging-ict-industry-ripe-for-recognition-investment-by-frank-tomori/
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ii) Often well-funded and thus more willing to pay 
 

Tech startups raised $9 million (USD) in funding in Q1 of 2018, which increased to $73.6 million 

(USD) in Q2, up ~700% (again, led by fintech startups). This relatively large amount of startup 

capital combined with the relative infancy and inexperience of these tech companies suggests that 

these firms would be most willing to pay for consulting services in order to maximise the returns 

of their early-stage funding. 

 

iii) More likely to have necessary level of education to derive benefits from consulting services 
 

Education levels in the finance, fintech, and the tech sector more generally are relatively higher 

than most other sectors (except perhaps healthcare). A high level of education has been mentioned 

by Founder Glory Enyinnaya as necessary for KleosAfrica’s clients and consultants to possess in 

order to have optimal consulting engagements.  

 

iv) More likely to operate online and thus demand online services 
 

Given that fintech and tech companies are already comfortable performing a significant, if not 

most, of their operations online, these firms are more likely to trust – and thus pay for – online 

consulting services. Founder Glory Enyinnaya has mentioned the trust issue several times as a key 

challenge that she believes has inhibited demand for KleosAfrica’s consulting services. This is in 

contrast to TBCA’s Founder, who noted in our interview that lack of trust in online services has 

not been an issue for TBCA most likely because his clients are majority fintech companies. 

 

Overall, the online survey in Section 2.1.1 and desk research in Section 2.1.2 both point to the 

prioritisation of key target markets: finance, fintech, and tech companies.  

 

2.2 Operations Strategy Analysis 
 

From an operations perspective, the analysis conducted by the ODC team suggests two 

overarching objectives: 
 

i) Objective 1: Enhance user experience through improved website functionality. 

ii) Objective 2: Drive demand through more effective marketing activities. 

 

 

2.2.1 Objective 1 – Enhance user experience through improved website functionality 

 
The justification for Objective 1 is that KleosAfrica’s website should be the main channel for 

clients to communicate directly with consultants. However, in its current state, there are many 

parts of the website that are redundant or can be confusing for users to navigate (especially in 

contrast to market leaders like Fiverr and TBCA). Improving the website will make clients more 

likely to use it, allowing for client-consultant interactions to happen organically without direct 

intervention from KleosAfrica. Not to mention, a website with enhanced user experience (UX) 

will discourage clients/consultants from interacting off-platform (a key threat to KleosAfrica’s 

current business model).  

 

https://techpoint.africa/2018/04/10/nigerian-startup-funding-report/
https://techpoint.africa/2018/07/10/nigerian-startup-funding-report-q2-2018/
https://techpoint.africa/2018/07/10/nigerian-startup-funding-report-q2-2018/
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The ODC team has identified three main Action Items under Objective 1 (with corresponding 

Metrics – see below): 

 

Action Items – Ops Strategy Objective 1 
 

i) Merge KleosAfrica and SME Faculty websites 
 

Having two completely separate and independent websites for the same company’s 

services is confusing for users. Merging these two websites into one will allow KleosAfrica 

leadership to discontinue one of the two sites and will also make it much easier for users 

to move up the funnel from free (pro-bono) to premium (paid) consulting services.   
 

ii) Simplify sections of the website 
 

In particular, the ODC team pinpointed six website simplifications that would streamline 

platform operations: 

  

a. Merge the “Entrepreneurship Academy” and the “Blog” into one “Insights” page. 

Furthermore, the “Blog”, as it stands, is updated very infrequently. For this page to be 

useful it is necessary to update it on a regular basis.  

b. In the current state, it is unclear whether the “Business Lab” section is how SMEs sign 

up for pro-bono consulting (i.e., mentoring) services. To enhance user experience, this 

“Business Lab” section should be integrated as part of the regular sign up process. 

c. At present, no users post topics in the “Q&A” section rendering it obsolete and making 

it look unprofessional. Convert the “Q&A” section into an FAQ page. 

d. Change the “Hire a Consultant” page to a “Log In/Registration” page: one consolidated 

page for signing up both consultants and SME clients. 

e. As it stands, the “About Us” page lacks sufficient information about KleosAfrica’s 

consulting process to make it particularly useful. As an example of more informative 

templates for an “About Us” page see Prollabo’s section on “How it Works”. It would 

be beneficial for users if KleosAfrica adopted a similar template.  

f. The “App” page seems premature, given there are no plans in the near future to bring 

the App to fruition. Instead, perhaps give the client testimonials its own tab on the home 

page.  

 

iii) Ensure that the online platform provides an efficient way for clients and consultants to 

interact 

 

Specifically, the ODC team examined the websites of some of KleosAfrica’s main 

competitors and noted four useful additions to their platforms that KleosAfrica either 

lacked or lagged behind: 

a. Provide a chat/file sharing/general customer support function on the website that allows 

for speedy responses (e.g., TBCA’s chat function responded within minutes).  

b. Project and consultant profiles need to be cleaned up so all profiles reflect up-to-date 

information. It appears that there are several ‘dummy’ accounts or accounts that are no 

longer operational and should thus be taken down. Non-operational accounts may result 

in decreased trust/legitimacy amongst both potential clients and potential consultants.  
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c. The payments process should be made easier and more transparent. This item is 

covered in more detail in the HR Strategy analysis (see below section).  

 

Metrics – Ops Strategy Objective 1  
 

To measure success of the above Action Items the ODC team views the following metrics as 

useful: 
 

i) Page loading time 
 

The most worrisome consequence of a very responsive and high-functioning chat/file 

sharing/customer support function is that it requires significant computing power relative 

to what KleosAfrica currently has in place. Users will not take advantage of this enhanced 

chat function if it takes an exceedingly long time to load.   

 

ii) Minimum number of clicks required to complete the following tasks (compare with 

number of clicks required on TBCA website) 
 

a. Create an SME account and log in. 

b. Post a project and pay for it. 

c. Navigate to the SME client-consultant communication platform. 

d. Create a consultant account and log in. 

e. Bid for a project as a consultant.  
 

All of the above tasks are quite streamlined on the TBCA website when compared to the 

KleosAfrica website experience.  

 

 

2.2.2 Objective 2 – Drive demand through more effective marketing activities 
 

The justification for Objective 2 is that, as it currently stands, KleosAfrica lacks the brand 

awareness and the demand for its online consulting services that are necessary to ensure long term 

business viability. Therefore, as per the analysis (both online survey and desk research) presented 

in Section 2.1, extensive marketing activities should be undertaken to target the finance, fintech, 

and broader tech sectors in Nigeria (with a priority on Lagos-area companies). These sectors have 

shown themselves to have the highest demand for KleosAfrica’s offerings relative to other sectors.  
 
The ODC team has identified four main Action Items under Objective 2 (with corresponding 

Metrics – see below): 

 
Action Items – Ops Strategy Objective 2 

i) Identify organisations that work with many fintech and tech SMEs 
 

Some organisations that the ODC team has uncovered through desk research include tech 

hubs (e.g., CC Hub, MEST, Ventures Platform, NG_Hub, Enspire), as well as the FinTech 

Association of Nigeria. 

 

ii) Have a physical presence at any business fairs and/or tech events 
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As Onome, the ODC Team Lead, has already discussed with Glory Enyinnaya, physically 

attending tech events would be an effective way to establish potentially lucrative 

relationships with target sectors. For example, tech events listed on the following websites: 

https://techevents.co/places/lagos-nigeria/18099.  

 

iii) Cold emailing, cold calling, inbound marketing, social media marketing, etc.. 
 

The ODC team is aware that KleosAfrica currently leverages HubSpot for email marketing; 

this is a good start. Additional marketing/communication methods to think about adding 

the marketing mix would be more effective inbound marketing (e.g., currently 

KleosAfrica’s blog is updated very infrequently) as well as more active social media 

marketing (e.g., the most recent posts on KleosAfrica’s Twitter and Facebook accounts are 

from Sept., 2018).  

 

iv) Utilise Glory Enyinnaya’s existing relationship with Diamond Bank 
 

The ODC Team is aware that Diamond Bank has provided Glory Enyinnaya with a 

database of many of Diamond Bank’s SMEs, which attests to the closeness of the business 

relationship. This relationship should be further leveraged to specifically target finance, 

fintech, and tech companies, as well as to attend related Diamond Bank sponsored 

tech/finance events.  

 

Metrics – Ops Strategy Objective 2 
 

To measure success of the above Action Items the ODC team views the following metrics as 

useful: 
 

i) Number of clients signed up 
 

On top of number of sign ups, it is important to track how recently signed up clients heard 

about KleosAfrica and which route they took to sign up. Website software (e.g., Unbounce) 

can be used for such tracking.  

 

ii) Number of projects posted by SME clients 

 

iii) Engagement rate 
 

This would be the percentage of SME clients who signed up on the KleosAfrica who went 

on to post an actual project.  

 

 

On the whole, if Objective 1 and Objective 2 (with their corresponding Action Items and Metrics) 

are prioritised and attained, the ODC team believes this would make KleosAfrica’s operations 

much more efficient and in turn strengthen long term business viability. 

 

 

2.3 HR Strategy Analysis 
 

In terms of human resources, the ODC team points to three key objectives to be prioritised:  
 

https://techevents.co/places/lagos-nigeria/18099
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i) Objective 1: Implement more comprehensive and structured sourcing procedures  

ii) Objective 2: Ensure compensation to consultants is transparent and is subject to rules 

that are pre-agreed upon by both SME clients and consultants 

iii) Objective 3: In event the pre-agreed rules are alleged to have been violated by either 

party, have a dispute resolution mechanism in place to reach an objective resolution 

 

2.3.1 Objective 1 – Implement more comprehensive and structured sourcing procedures 
 

Objective 1 is justified by the fact that most of KleosAfrica’s consultants currently come from 

Glory Enyinnaya’s personal network. While tapping one’s direct network is necessary in the 

startup phase of most companies, in order to ensure that an adequate and experienced supply of 

consultants are continuously available a more systematic sourcing and screening strategy is 

required.  

 

The ODC team has identified two main Action Items under Objective 1 (with corresponding 

Metrics – see below): 

 
Action Items – HR Strategy Objective 1 

 

i) Target specialised candidates (in tech/fintech), and add a reference check and face-to-

face/Skype interviews into the regular sourcing strategy 
 

In addition to requiring specialised degree requirements and an up-to-date CV when 

sourcing potential consultants, KleosAfrica should also require at least one professional 

reference. Moreover, after an initial screening stage that checks for appropriate 

specialisation and experience (with a preference for candidates with backgrounds in the 

target market – tech/fintech), as well as a reference check, candidates should then be subject 

to a second screening stage: interviews. If face-to-face interviews are not possible, then 

Skype interviews should be set up. This practice of requesting references during the initial 

screening stage and then hosting candidate interviews in the second stage is utilised by 

TBCA in hiring their freelance consultants. When the ODC team interviewed TBCA’s 

Founder, he attested that this two-stage process is effective at weeding out non-serious 

candidates. 

 

ii) Request one piece of prior work product or professional output from candidates 
 

Asking for candidates to submit a past work product (i.e., financial report, strategy 

document, cost-benefit analysis, business plan, etc) would allow for even greater screening 

to ensure high quality of consultant candidates. On top of ensuring quality, this additional 

barrier during the interview process will lend further confidence that selected consultants 

are committed, capable, and serious about their new consulting role.  

 

Metrics – HR Strategy Objective 1 

 

To measure success of the above Action Items under Objective 1 the ODC team views the 

following metrics as useful: 
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i) Standardised interview matrices 
 

Upon concluding face-to-face/Skype interviews with potential consultants, each candidate 

should be opened a personalised file in KleosAfrica’s records. Ideally, each interview 

would be assigned a numerical score, whereby common criteria such as motivation, 

intellectual curiosity, quality of reference, and suitability to the given role would be 

assessed.  

 

ii) Measuring rate of active users 
 

In the months after implementing the above Action Items, KleosAfrica could measure the 

rate of usage amongst its consultants in two main ways. First, it would be illuminating to 

check whether the newly hired consultants have a higher long-term tendency to engage 

with the platform. Second, it should be observed whether or not the overall number of 

active users (existing and new) of the online platform has increased, which would provide 

evidence that these newly hired consultants are, on average, more motivated. 

 

 

2.3.2 Objective 2 – Ensure compensation to consultants is transparent and is subject to 

rules that are pre-agreed upon by both SME clients and consultants 
 

The ODC team’s justification for Objective 2 is that compensation provides the fundamental 

motivation for consultant effort, and therefore the incentive scheme must be clear, transparent, and 

agreeable to both sides in advance. 

 

The ODC team has identified two main Action Items under Objective 2 (with corresponding 

Metrics – see below): 

 

Action Items – HR Strategy Objective 2 

 

i) Break up each consulting engagement into milestones and make payment at each 

successfully met milestone 
 

If compensation is paid in full and upfront, the consultant lacks adequate incentive 

throughout the duration of the project as he/she already possesses payment. Alternatively, 

if compensation is only paid at the end of the engagement, the consultant may be worried 

about dedicating too much time/effort to the project over fear that payment will be wrongly 

or arbitrarily withheld. Therefore, an optimal incentive scheme involves periodic payment. 

In order to implement this, key project milestones (less than 10) should be agreed to by 

both the consultant and the SME client during a ‘kick-off’/‘launch’ call. Each milestone 

should be given a corresponding weight based on its significance to the overall project 

(again, the weights should be agreed to by both client and consultant). Consultants should 

then be compensated only after the successful completion of each milestone. Our interview 

with TBCA uncovered this ‘milestone’ method of compensation, and TBCA’s Founder 

attested that it strikes the optimal balance between security for the SME client and 

continued motivation for the freelance consultant.  
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ii) To facilitate ‘milestone’ compensation scheme establish escrow funds 
 

In order to setup the above outlined ‘milestone’ compensation scheme, KleosAfrica should 

open escrow funds. Each SME client would pay the full consulting project amount into the 

escrow fund at the beginning of each engagement. These funds would only be released 

once the SME client agrees that each successive milestone has been met to their 

satisfaction. Again, such escrow funds are supported by interviews conducted by the ODC 

team. 

 

Metrics – HR Strategy Objective 2 

 

To measure success of the above Action Items under Objective 2 the ODC team views the 

following metrics as useful: 

 

i) Track total pledge to funds and overall project growth 
 

In order to evaluate the success of the escrow funds, KleosAfrica could consider the data 

to find whether SME leads (i.e., potential clients) are, on average, more likely to close a 

deal with consultants under the new milestone/escrow scheme. An interesting figure could 

be the comparison of average monetary value of projects pre- and post-implementation. 

Increased post-implementation monetary value could indicate heightened levels of trust 

and confidence on both the clients’ and consultants’ sides due to the new milestone/escrow 

scheme. 

 

ii) Initiate a survey amongst participating SMEs on the milestone system 
 

A survey could provide concrete evidence as to whether the breakdown into milestones 

facilitates projects. Questions asked should cover the clients’ satisfaction under the 

different types of milestones (e.g., whether reports/deliverables are completed more 

reliably under the new scheme) and the extent to which the initially agreed-upon milestones 

were a good representation of the actual structure of the project. 

 

2.3.3 Objective 3 – In event the pre-agreed upon rules are alleged to have been violated by 

either party, have a dispute mechanism in place to reach an objective resolution 
 

Objective 3 is justified because it reassures both SME clients and freelance consultants that 

compensation will be fairly and objectively awarded. Having a dispute mechanism in place in 

advance will enhance trust and legitimacy by demonstrating to both sides that there are neutral 

procedures to be followed in case of any irreconcilable disagreements.  

 

Any dispute resolution mechanism should involve the following four Action Items:  

 

Action Items – HR Strategy Objective 3 

 

i) Dispute resolution mechanism should be included in the contract signed by both SME 

client and consultant 
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By both parties having prior knowledge of such a dispute resolution mechanism because 

of this mechanism’s inclusion in the pre-agreed upon contract, downside risk of law suits 

against KleosAfrica are mitigated. On top of this, objective resolutions of disagreements 

are ensured with KleosAfrica bearing no cost.  

 

ii) Outflows from escrow funds can be easily frozen during a dispute 
 

In the event that either the SME client or the consultant initiates a dispute, payments from 

escrow funds should be promptly ceased. Not only does this treat both sides of the dispute 

fairly (as both work stops and payment stops), but it also incentives a speedy resolution (as 

the SME client desires the work to be completed as fast as possible, and the consultant 

desires to be paid as fast as possible).  

 

iii) KleosAfrica should intervene in the initial stages of a dispute to see if a speedy 

resolution can be secured 
 

Misunderstandings occur in consulting engagements. Sometimes these misunderstandings 

can be minor and can be solved by an objective third party (like KleosAfrica) intervening 

via mediating face-to-face or online discussions of grievances. 

 

iv) If (iii) fails, independent and binding arbitration should ensue until a resolution is 

arrived at 
 

In the event KleosAfrica fails to resolve the dispute, it should be stipulated in the pre-

agreed upon contract that this would precipitate binding arbitration. An independent 

arbitrator should be hired, the arbitrator should hear both sides, and then come to a final 

resolution that both parties are bound to. The arbitrator should be initially paid for through 

KleosAfrica, but KleosAfrica should be reimbursed by the ‘loser’ of the arbitration.  

 

 

Metrics – HR Strategy Objective 3 

 

To measure success of the above Action Items under Objective 3 the ODC team views the 

following metrics as useful: 

 

i) KleosAfrica should use a three-pronged indicator to see if the dispute mechanism 

effectively generates resolutions 

 

Firstly, track the number of disputes for which KleosAfrica is requested to intervene 

(compare this with pre-dispute mechanism). Secondly, track the number of disputes 

initiated for which KleosAfrica must hire an independent arbitrator (compare this with pre-

dispute mechanism). Thirdly, track the number of disputes for which arbitration (for 

whatever reason) failed and the dispute then needed to be resolved in the court system via 

a formal lawsuit (this should only happen on the rarest/most egregious disputes).  

 

Overall, if Objective 1, Objective 2, and Objective 3 are incorporated into the existing HR Strategy 

the ODC team’s analysis suggests that KleosAfrica’s sourcing and screening of candidates, its 

payment scheme, and its management of potential disputes would all be enhanced. 
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- PART III - 
 

3. Conclusion 
 

To summarize, based on online surveys, interviews, and desk research, this report recommends 

that the finance, fintech, and tech sectors should be prioritised as KleosAfrica’s target markets. On 

top of this, this report recommends several objectives that KleosAfrica should incorporate into the 

organisation’s current Operations and Human Resources Strategies. The recommended objectives 

are outlined below. 

 

First, the Operations Strategy should aim to achieve the below two key objectives. Moreover, 

Sections 2.2.1 and 2.2.2 also lay out metrics that KleosAfrica can use to track progress on these 

two objectives. 
 

i) Objective 1: Enhance user experience through improved website functionality 

ii) Objective 2: Drive demand through more effective marketing activities 

 

Second, in order to better source, screen/verify, deploy, manage, and compensate consultants, 

KleosAfrica’s Human Resources Strategy should include the following three objectives:  
 

i) Objective 1: Implement more comprehensive and structured sourcing procedures  

ii) Objective 2: Ensure compensation to consultants is transparent and is subject to rules 

that are pre-agreed upon by both SME clients and consultants 

iii) Objective 3: In event the pre-agreed rules are alleged to have been violated by either 

party, have a dispute mechanism in place to reach an objective resolution 

 

Sections 2.3.1, 2.3.2, and 2.3.3 each provide metrics to measure progress on the above three 

objectives.  

The ODC team’s research suggests that the implementation of the above recommendations put 

forth in this report will better place KleosAfrica to achieve its two overarching goals of both long 

term business viability and social impact. 

 

 

 


