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01 A F R I C A ’ S  D A T A  M O M E N T

WHY PEOPLE 
MATTER MORE THAN 
PLATFORMS

1,551
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S E C T I O N  0 1  ·  A F R I C A ’ S  D A T A  M O M E N T

Why SODLA Exists
Data only creates value when better capability leads to better decisions, better action and better organisational  outcomes.

investment in data technology alone does not produce better decisions. 

In matching workforce 

capability.

FOUNDATION understands the importance of data but cannot yet work independently or confidently with it.

CONSUMER works with data and begins to engage more actively, but still needs structured development.

POWER contributes actively to data initiatives, challenges outputs and helps others participate.

ELITE influences strategy, supports governance, mentors colleagues and helps turn insight into action.

SODLA 2026 is a cross - sectional study: 1,551 professionals, each assessed 

once -  no individuals are tracked over time. The dataset draws on Nekst’s  

multi - year assessment work across the continent. SODLA was developed in 

collaboration with global data literacy thought leaders including Jordan 

Morrow, and remains Africa - owned, Africa - led and Africa - evidenced.
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S E C T I O N  0 1  ·  A F R I C A ' S  D A T A  M O M E N T

Workforce Persona Model

Foundation (0 –60%) Consumer (61 –70%) Power (71 –90%) Elite (91 –100%)

data fundamentals, visualisation , advanced analytics and storytelling 

FOUNDATION 50% CONSUMER 21%

POWER 26% ELITE 3%

interpret, question, create or apply 

organisational  

inflection point 

organisational  scaling layer 
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02 T H E  B I G  D I S C O N N E C T

TWO NUMBERS 
THAT SHOULD NOT 
COEXIST

95% / 29%
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S O D L A  2 0 2 6  ·  S T A T E  O F  D A T A  
L I T E R A C Y  I N  A F R I C A

WHAT O BJECTIVE ASS ES SMENT  FO UND

29%
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S E C T I O N  0 2  ·  T H E  B I G  D I S C O N N E C T

THE INVISIBLE GAP
Confidence is not competence.

WHY THE GAP STAYS HIDDEN

74%

63% Foundation respondents 

50%

21% 26% 3%

confidence and competence are 

structurally decoupled.

The gap is not visible from inside. Where there is no external 

reference point, confidence fills the space where competence should be.
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50%

The 74% and 63% figures use the full 1,551 sample (Foundation n = 771), consistent with the study’s 

headline belief measures.



03 A T T I T U D E S ,  B E L I E F S  A N D  B E H A V I O U R

THE APPETITE 
IS ALREADY 
THERE

95%
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S E C T I O N  0 3  ·  A T T I T U D E S ,  B E L I E F S  A N D  B E H A V I O U R

Perceived Value of Data

95% of respondents rate data as Very or Extremely 

Valuable 

70% of those who rate data as highly valuable sit in 

the Foundation or Consumer segments 

The gap is not between 

those who value data and those who don't. 

not only in tools but also in people

Key Insight: 95% of respondents believe data is very or extremely valuable -  yet 

the majority assessed below the capability threshold required to fully act on that 

belief. The opportunity for data enablement has never been greater.
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S E C T I O N  0 3  ·  A T T I T U D E S ,  B E L I E F S  A N D  B E H A V I O U R

People Are Already Working With Data

PEOPLE ARE ALREAD Y WO RKING WITH DATA

69% of Foundation respondents say they 

work with data usually or always.

The demand for data is already there. The capability to use it well is not.
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S E C T I O N  0 3  ·  A T T I T U D E S ,  B E L I E F S  A N D  B E H A V I O U R

Persona & Age: The Generational Shift

When persona distribution is analysed by age, a clear pattern emerges: Foundation - level concentration 

increases steadily across older workforce groups. The 25 –34 cohort demonstrated the strongest 

concentration of Power and Elite personas in the study, suggesting that practical digital and data fluency 

is increasingly being developed earlier in modern careers, shaped by newer education pathways and 

greater exposure to digital ways of working.

At the same time, Foundation concentration rises progressively through the 35 –44 and 45 –54 brackets, 

reaching its highest point in the 55 –64 cohort. The 55 –64 group shows no Elite representation in this 

dataset. This likely reflects lower exposure to modern applied data practices rather than lower long - term 

potential. Traditional seniority is becoming a weaker predictor of data readiness in increasingly digital and 

AI - enabled organisations.

This is particularly important because older workforce groups often occupy senior operational and 

decision - making roles where the financial and strategic impact of decisions is greatest. Power - level 

capability generally trends downward with age, meaning the employees most likely to make high - stakes 

decisions are also the least likely to hold the practical data capability required to interrogate data - driven 

insights effectively.

Organisations must invest in practical data capability development across both emerging and 

experienced workforce groups. The risk is not that older employees lack potential, it is that organisations 

underinvest in capability development for their most experienced and highest - impact cohorts. 

Experience still matters. But future organisational competitiveness will increasingly depend on 

practical data capability at every level of the workforce.

Organisations  must invest in upskilling their mid - to - senior 

workforce in data and AI, not only their entry - level employees.
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¹ The 18 –24 and 65+ age groups (n<30) and respondents who did not specify age have been 
excluded from this analysis. These cohorts are typically underrepresented in large corporate 
environments and their inclusion would reduce statistical reliability.



S E C T I O N  0 3  ·  A T T I T U D E S ,  B E L I E F S  A N D  B E H A V I O U R

How Equipped Are People with the Right Tools to Work with Data?

66% of Foundation - level respondents share that confidence 

As Jordan Morrow states: 

Because of it.

% SATISFIED OR VERY SATISFIED BY PERSONA
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Percentages on this chart use the full sample of 1,551 (persona n shown), 

consistent with the study’s headline belief measures.



04 T H E  S K I L L S  R E A L I T Y

WHAT PEOPLE 
CAN ACTUALLY 
DO

71%
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S E C T I O N  0 4  ·  T H E  S K I L L S  R E A L I T Y

Microsoft Excel

67% of respondents use spreadsheets as their primary means of accessing business information.

67%
spreadsheets 

82%
Foundation respondents 

CONFIDENCE IN EXCEL ADVANCED FUNCTIONS BY PERSONA
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82% of Foundation respondents lack 

confidence in Excel's advanced functions 

Only 18% report confidence in these functions .

This matters far beyond Excel itself. 



S E C T I O N  0 4  ·  T H E  S K I L L S  R E A L I T Y

Information Sources: Self-Service Analytics Adoption

Only 32% of Foundation respondents use self - service analytics. 

Build the literacy first, and adoption follows naturally. 

SE LF-SE RVICE ANALYTICS  ADO PTIO N BY PE RSONA
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S E C T I O N  0 4  ·  T H E  S K I L L S  R E A L I T Y

Business Insights: Advanced Analytics

AI readiness depends on business users understanding enough analytics to question, apply and act on outputs. 
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F A M I L I A R I T Y  W I T H  A D V A N C E D  A N A L Y T I C S  C O N C E P T S



S E C T I O N  0 4  ·  T H E  S K I L L S  R E A L I T Y

Confidence in Data Aggregation

72% of Foundation respondents lack confidence in data aggregation. 

CONFIDENCE IN DATA AGGREGATION (SUM, AVG, MIN, MAX)
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S E C T I O N  0 4  ·  T H E  S K I L L S  R E A L I T Y

Data Preparation, Cleaning and Structuring

COMFORT IN PREPARING, CLEANING AND STRUCTURING DATA

This  is not exclusively a technical task reserved for data engineers. It is a daily reality 

for anyone working with data in a business environment.

87% of Foundation respondents lack comfort in preparing, cleaning and 

structuring data. 

Trusted 

data emerges through partnership between the two.
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05 T H E  P A R T I C I P A T I O N  G A P

CAPABILITY 
DETERMINES WHETHER 
PEOPLE SHOW UP

68%
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S E C T I O N  0 5  ·  T H E  P A R T I C I P A T I O N  G A P

Passive Participation

68%

THE PARTICIPATION PROBLEM

lack the confidence or 

capability to question what they see or contribute meaningfully to decisions.

Foundation users are often included operationally but excluded cognitively. 
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S E C T I O N  0 5  ·  T H E  P A R T I C I P A T I O N  G A P

Participation Follows Capability

J OR D AN  MO R R OW  ·  GLO B AL  D ATA L IT ER AC Y  EX P ER T

The 68% not actively involved are not a problem to manage. They are the largest opportunity to unlock value, if organisations  build the capability that enables participation.

DA TA  CHA MPIO NS B Y PERS ONA

6x 80% 

85% 100% 

Foundation

Consumer

Power

Elite
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S E C T I O N  0 5  ·  T H E  P A R T I C I P A T I O N  G A P

What Good Looks Like: Power & Elite

capability changes behaviour . 

Data culture does not emerge from tools alone. 

POWER ELITE

the organisational  scaling layer organisational  amplifiers. 

80% 26% 85% 
3% 
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S E C T I O N  0 5  ·  T H E  P A R T I C I P A T I O N  G A P

Turning Insight Into Action

THE VALUE REALISATION GAP

82%

18%

Insight 

alone is not the value. Value is realised  at one point in the chain: when a capable person 

communicates an insight well enough to influence a better decision and drive better action.

It is the last mile of the data value chain, and it is the 

most consistently underdeveloped capability in every organisation  assessed.

The 

contrast confirms that communication confidence scales with overall data capability. 

WHERE VALUE IS ACTUALLY CREATED

DATA → INSIGHT → DECISION →
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Presenting confidence: Foundation n=741, Consumer n=330, Power n=398, Elite n=52. 

Visualisation frequency: Foundation n=771, Consumer n=330, Power n=398, Elite n=52.



06 B U I L D I N G  D A T A  A N D  A I  R E A D Y  O R G A N I S A T I O N S

THE GAP IS REAL. IT 
IS CLOSEABLE.

Assess · Develop · Prove
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S E C T I O N  0 6  ·  B U I L D I N G  D A T A  &  A I  R E A D Y  O R G A N I S A T I O N S

What High-Performing Organisations Do Differently

responsibly, confidently and repeatedly in decision -

making. 

SHARED LANGUAGE CONFIDENT CHALLENGE CONTEXT CONNECTS CAPABILITY

SHARED GOVERNANCE ROLE-APPROPRIATE CAPABILITY INSIGHT TO ACTION
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S E C T I O N  0 6  ·  B U I L D I N G  D A T A  A N D  A I  R E A D Y  O R G A N I S A T I O N S

Measuring Organisational Readiness

Assessment is not about testing people. It is about mapping organisational capability so leaders know 

where risk, readiness and opportunity sit across the workforce.

Self - perception is unreliable as a planning mechanism. Without objective measurement, organisations 

under - invest where need is greatest and over - invest where capability already exists. The capability 

gap remains invisible until it is measured.

Once measured, the gap becomes actionable. Leaders can see where people are today, how far they 

are from the next capability level, and where focused training will create the greatest movement 

toward confident, capable participation in data and AI initiatives.

Objective assessment reveals actual capability by persona, team, 

function or seniority level.

The gap between current capability and the next level becomes clear, 

measurable and actionable.

Focused training moves people from where they are today toward 

confident and capable participation in data and AI initiatives.

Re - assessment shows measurable movement up the capability 

ladder and provides credible evidence of workforce development ROI.

1

2

3

4

Objective assessment turns an invisible capability gap into a measurable development pathway. Page  27  / 32
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ASSESSMENT AS ORGANISATIONAL VISIBILITY



S E C T I O N  0 6  ·  B U I L D I N G  D A T A  A N D  A I  R E A D Y  O R G A N I S A T I O N S

THE ORGANISATIONAL
READINESS IMPERATIVE
The organisations best positioned for the AI era will not necessarily be those with 

the most tools, dashboards or models. They will be the organisations with the 

broadest role - appropriate workforce capability, participation and decision 

confidence.

• Benchmark your organisation's capability baseline

• Assess workforce readiness by persona and function

• Identify capability gaps where risk and opportunity sit

• Build targeted enablement pathways by persona

• Move from insight to action. Measure the change.

BENCHMARK YOUR ORGANISATION

OR  STAR T W ITH  YOU R  OW N SCORE

FREE INDIVIDUAL ASSESSMENT

1,551 11 5+

SODLA 
2026

SO D L A  2 0 2 6 ·  NE K S T. CO . Z A /S O D LA /

https://calendly.com/greg-sodla/data-literacy-benchmark?month=2026-07
https://www.surveymonkey.com/r/sodla
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A P P E N D I X  /  R E F E R E N C E  &  M E T H O D O L O G Y

About This Report
W H A T MA K E S  S OD L A 

D IF FE R EN T

Every respondent completed an objective assessment. Their data literacy level was assigned by performance, not self - report. 

The State of Data Literacy in Africa report is produced by Nekst , Africa's data literacy pioneer, and draws on five + years of 

assessment data from business professionals across the continent. It is not an opinion poll. It is a capability measurement, 

built on the same assessment instrument Nekst uses in every client engagement.

W H A T  SK IL L S  A R E  T E S T E D ?

Each participant completed the Africa Data Literacy Assessment , 30+ objective questions across four pillars of data literacy. 

Based on their result, they were placed into one of four capability tiers: Foundation, Consumer, Power, or Elite. They did not 

choose their tier. They earned it.

This matters because self - reported skill levels are structurally unreliable. People respond based on what they know, not what 

they don't yet know they're missing. When organisations  use self - assessment to allocate training budgets, they consistently 

under - invest where the need is greatest and over - invest where people already have capability. SODLA removes that noise and 

replaces it with an objective, comparable baseline.

"Data fear is real. People respond to skill questions based on fear: fear of exposure, fear of losing their job, their standi ng,  their credibility. Self - assessment is structurally unreliable. It measures 

anxiety, not capability."

1,551
Assessed professionals

Sample of business - orientated roles

11
African countries

South Africa, Nigeria, Kenya, Ghana, Zimbabwe, 
Zambia, Uganda, Botswana, Namibia, Malawi, 
Democratic Republic of Congo

30+ Qs
Per assessment

Objective questions across four domains

20+
Industries represented

Banking, mining, retail, government, healthcare, 
manufacturing and more

5+yrs
Of assessment data

SODLA draws on Nekst's full assessment 
database, not a one - off study

P IL LAR  01
Data Fundamentals

P IL LAR  02
Data Visualisation

P IL LAR  03
Advanced Analytics

P IL L AR  04
Data Storytelling
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C O N T R I B U T O R S

Collaborator Biographies

Jordan Morrow
Global Data Literacy Expert · Founder, Bodhi Data · SVP Data & AI Transformation, AgileOne
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A global trailblazer in data literacy, having helped pioneer the field. Through his work in data, AI, and strategy, Jordan Mo rro w empowers individuals 

and organisations to unlock their full potential through effective data and AI literacy, strategic transformation, and practi cal  application.

As the Founder and Owner of Bodhi Data, an organisation dedicated to data and analytics training, and Senior Vice President o f D ata & AI 

Transformation at AgileOne , Jordan is passionate about bringing a human touch to the worlds of data and artificial intelligence. His work focuses on 

closing skills gaps by upskilling workforces, fostering data -  and AI - centric cultures, and helping organisations harness the pow er of data and AI to 

drive meaningful outcomes.

Jordan also serves in several advisory capacities, including as an Advisor for Verzi and a Board Member for VEOX. He previous ly served as Chair of 

the Advisory Board for The Data Literacy Project, further demonstrating his commitment to advancing data literacy and respons ibl e AI adoption 

worldwide.

A multi - award - winning professional, five - time author, and TEDx speaker, Jordan speaks globally on topics including data and AI l iteracy, data and AI 

strategy, use cases, and storytelling. He believes data and AI can be powerful tools for people when used responsibly and eff ect ively. He is 

currently working on his sixth book, continuing his mission to make data and AI skills more accessible to individuals and org ani sations around the 

world.



C O N T R I B U T O R S

Contributor Biographies

Managing Director, Nekst Holdings (Pty) Ltd Chief Data Evangelist, Nekst Holdings (Pty) Ltd Data and Delivery Lead, Nekst Holdings (Pty) Ltd

Kevin van der Merwe Greg Morley Jonathan Ross
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Thank you.

www.nekst.co.za/sodla/ ·  (010) 020 4852 · info@nekst.co.za  
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