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VISION

TO DEVELOP AND GROW AFRICAN CAPITAL

MISSION

PROVIDE ACCESS TO FINANCIAL INCLUSION, 

MARKET ACCESS  AND ECONOMIC 

OPPORTUNITIES TO UNDERSERVED 

COMMUNITIES
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ELEVATOR PITCH

Tafari Capital wishes to develop

Africa’s first fully integrated banking and e-commerce 

platform, to address the extensive needs of the African 

consumers, entrepreneurs and businesses and to 

resolve socio-economic concerns of financial inclusion, 

market access and opportunity creation.
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• With the main driver for South African banks being to manage cost, investment in the unbanked 

has been limited – rather they have opted for expansion in other revenue streams.

• Barriers to entry into banking are extreme, due to regulation and excessive cost of technology to 

operate a bank in South Africa.

Mass Market is 

characterised by:

• Broad acceptance 

of cash

• High fees and 

mistrust

• A largely cash 

driven economy

Problem Statement
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PERCEPTIONS OF HIGH FEES LIMITS THE USAGE OF BANKING 

SERVICES The fee structure of South African banks is up to four 
times higher than countries such as Germany, Australia and even 
India. Banks spend three times as much on IT security as non-
financial organisations of the same size. More than 60% of all 
purchases being paid for in cash.

THERE IS A GENERAL SENSE OF MISTRUST IN BANKS’ MOTIVES

People on low income have a deep mistrust of the current financial 
sector, rooted in fears of exploitation and past inappropriate 
marketing and selling of financial products. 

CONCERNS OF FRAUD While some people in the low-income 
bracket do not utilise mobile and internet banking simply due to 
lack of familiarity, the fear of fraud involving ATMs and 
mobile/internet banking was cited as the number one reason for 
preferring to transact in cash. 

So what are the key 

barriers to improving the 

quality of Inclusion

• Lack of opportunities

• Transactional issues –

getting beyond basic 

transactions

• Psychological exclusion

• Technological exclusion

• Acceptability/cultural 

barriers

• Limited cross-selling 

and conversion 

Problem Statement 
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PEOPLE VALUE A SENSE OF COMMUNITY WITH TRUSTED ADVISORS Especially 
for the lower-income population, community-based organisations still provide 
the flexibility and support structure that is perceived as lacking in the banking 
industry.

BANKS REQUIRE TOO MUCH PAPERWORK AND RESPONSE TIMES ARE SLOW 
The financial services industry has created substantial barriers for individuals to 
access products such as loans. Banks require payslips and bank statements, and 
approval can take a long time. This is restrictive to people in the low-income 
segment that often need money on the same day and do not have access to 
these documents. 

A SIGNIFICANT AMOUNT OF BUSINESS IS CONDUCTED INFORMALLY According 
to the last survey conducted by Statistics South Africa in 2016, more than 1.5 
million people were running small, informal businesses in the country. Banks 
require proper registration in order to open business banking accounts and offer 
loans, but registration fees are often prohibitively expensive for small business 
owners, limiting the use of such services by these businesses.

Problem Statement cont’d
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Bridging the Digital Divide
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Core Transactional Banking

- Sponsoring Bank thus no banking 
license required.

- Acquiring capabilities extend to any 

camera-enabled device. - Digital 

platform incorporating Innovative 

Payments and Receipts capability 

and outbound transfers 

Mall and Commerce

- A Digital Self Service Mall allowing 
Safe, secure, buying, selling and 
fulfillment on C2C (credit enabled), 
C2B, B2C and B2B with linked smart 
accounts.

- Deep User Validation & verification 
and enhanced trust and safety with 
escrow enabled transactions.

Tafari Technology Platform

- Through the Curve Franchise model 
maintenance of the platform, 
ongoing support and innovation are 
included in the franchise fee.

- The Full flex® technology stack is 
utilized.

Removing barriers to entry
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• 80% of adults are 

formally served 

through a third party 

provider.

• 75% are banked

• 52% have/use other 

formal (non-bank) 

products/services

• 56% have use 

informal mechanisms 

to manage finances

• 14% have/use non-

financial 

products/services to 

manage their 

finances.

Macro environment
Category Examples 2004 2014

Income Source Proportion of adults who receive income from 

salary/wage or own business

25% 34%

Income level Proportion of adults who earn less than R2000 

per month

54% 47%

Income level Number of adults earning more than R3000 

per month

2,6 million 6,9 million

Cell Phone usage Proportion of adults using Cell Phones 42% 90%

Infrastructure, i.e. 

access to 

electricity, water 

and sanitation

Proportion of adults without electricity 18% 6%

Financial inclusion Proportion of adults that are financially 

included

61% 86%

Banked Proportion of adults that are banked 46% 75%

Insurance Proportion of adults that are insured 41% 60%

FinScope Consumer surveys in South Africa have demonstrated an increase in financial inclusion over the 10 year period 

up to 2014, which is attributed to macroeconomic conditions (organic banking growth and social grants) as well as 

Financial Sector Charter commitments (e.g. Mzansi bank accounts)



Africa has more than 1B people but less than 300M 

bank accounts

Monolithic banks have large cost base and find it  

unprofitable to target lower income earners.  Like 

national airlines, they defend turf and provide 

similar services globally 

Lower Tier Regulated Financials Services Providers 

have services but lack distribution

We seek to connect the Lower Tier Regulated 

Financial Services Providers with the hundreds of 

millions of untapped accounts in Africa and provide 

an instant origination and fulfilment engine that is 

globally scalable

We do this by launching a fully free to customer 

banking offering and charge origination fees on e-

commerce transactions to subsidise banking 

services

The South African banking system is very well 

developed and comparable to those of 

industrialised countries having been ranked 3rd out 

of 148 countries in the 2013/14 WEF 

Competitiveness Survey.  

It is generally viewed as world class, with adequate 

capital resources, technology and infrastructure and 

a strong regulatory and supervisory environment.   

The SA Banking sector made a commitment to 

broaden access to financial services in the 2004 

Financial Sector Charter.  Efforts made since then 

have had mixed results (e.g. 1 million Mzansi 

accounts have since been closed).

Despite having a world class banking system, 

however, about 16% of SA adults (5,7 million adults) 

are still financially excluded.  
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Market opportunity
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1

2

3

We will offer Digital Banking and E-

Commerce platform where we will 

offer Fee Free Transactional Account 

that replaces a bank account, and 

App assistant in real time

A very secure in real time fraud 

resistant account

Access to a marketplace of services 

and offers that can be in place in 30 

seconds or less. If you see it on your 

marketplace you’re pre-approved. 

Never get declined again. This will 

offer Market Access to 

entrepreneurs and SME, at no cost

Tafari value proposition for Banking Customers
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Ability to pay and receive 

payment without sharing 

bank details

Ability to receive 

payments from credit 

cards and turn everyone 

into a small business 

merchant instantly 

without a POS machine

Set up and operate a 

Digital Mall that is 

transactions enabled

Ability to make escrow 

payments allowing digital 

economy actions like OLX, 

Gumtree,  safe and easy.

Easy way to open account, 

never visit branches again, 

everything is electronic

Receive 3rd party financial 

services offers, such a s 

Credit, Investments and 

Insurance. 

Tafari value proposition for Banking Customers

Mall

Payments Statements

VAS

Transfers Escrow
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Tafari value proposition for Merchants
Tafari KYC vault allows the user to 

complete applications instantly, 

update data once for all 

relationships.

Marketplace fulfils immediately as 

user documents always available to 

support any transaction

Fees for small business merchants 

at 60% less than mainstream Banks

Partners and Merchants exchange 

rich data like loyalty, deep 

transaction insight, e-receipts, 

schedule, booking data, and any 

other rich transaction data. 

Transact with partners with Escrow 

pay capability and automated 

payment terms, securing that goods 

and services are delivered on time 

without needing banking details
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Advertisers have an unprecedented ability to 

target social and financial parameters. Context 

aware ads can be up to 10 times more accurate 

than search, and are delivered seconds from 

events

Companies pay a small fee to access a queue of in-

context activities and exclusively market to users 

on those triggers, for example when

Context Modifiers like credit rating, income LSM, 

available balance, etc can be used to filter on 

triggers

Every campaign has a next logical step, and action 

for user to take

Tafari value proposition for Advertisers

- User buys an electronic device

- User gets to a minimum or maximum trigger 

balance

- User arrives at proximity locations like Malls, 

Stadiums, Airports, Train Stations
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Projected financial indicators
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PROFITABILITY AT YEAR 5 IN R'M

Middle Road Critical Road

For Tafari Capital

• A minimum profitability (on the Critical Low Road

Scenario) of R132,80 per open account (10y

average), based on the net revenue between the

20 consolidated revenue streams of the bank & e-

commerce platform and the consolidated cost

streams of both.

For the Consumer:

• Free Banking: 100% free, no hidden costs and no

fees deducted under any pretence. The bank’s fee

structure will never be divulged to the customer.

• Free E-commerce capability: for the first time, the

customer will have access to a free digital e-

commerce store, linked into a platform where

they can sell their own goods and services and

buy new and used goods and services from fellow

users across the platform.

• The win-win symbiosis of this operating model

and structure is incredibly compelling in terms of

a product and service offering.

Project returns

• Note 1: Bank Account uptake is modelled on Income Segment (LSM) behavioural aspects and is assumed to grow to 1,2 million accounts by year 5

• Note 2: SA E-Commerce market is currently R10 billion, and expected to grow to R37 billion by 2021.  We have modelled a Tafari Capital market 

share achievement of 8,5% by year 5.
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ABOUT TAFARI CAPITAL

Founder Shareholders
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Tafari Capital was founded by 23 

members, who are Black 

professionals and entrepreneurs 

with varying skills and experience 

in the private sector as well as the 

public sector in South Africa. 

The founding members have had 

successful careers in legal, medical, 

technology, financial, mining, 

engineering, construction, energy, 

education, media, advertising and 

accounting sectors of the economy 

and were brought together by the 

by the realisation that Africans 

need to reinforce themselves, 

empower each other and create 

their own wealth.



PAGE 19

ABOUT TAFARI CAPITAL

Board of Directors
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