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0] AFRICA'S DATA MOMENT

WHY PEOPLE

MATTER MORE THAN
PLATFORMS

Africa’s organisations have invested in tools and Al. The gap is not in the

technology - it is in the people who need to use it.

] 55] assessed business professionals across 11 African countries.
|

Objective data, not opinion.



Why SODLA Exists

THE SODLA VALUE HYPOTHESIS Data only creates value when better capability leads to better decisions, better action and better organisational outcomes.

Organisations across Africa are investing heavily in data infrastructure, analytics platforms

and Al tools. The business case for data is no longer debated. The urgency is accepted.

But investment in data technology alone does not produce better decisions. Dashboards

do not change behaviour. Al outputs do not improve outcomes. Reports do not drive action.

Value is realised at only one point in the chain: when a capable person critically
understands the data or Al output well enough to make a better decision, take better action

and produce a better outcome.

That is where Africa’s real gap sits. Not in technology access only. In matching workforce

capability.

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.

Africa does not have a data investment problem. It has a workforce capability challenge.

SODLA assesses workforce behaviours and attitudes and, most importantly, practical data
capability: the ability to interpret, question, create, communicate and apply data in real decision-

making environments.

These measures are used to assign each respondent to a capability segment based on their overall
assessment score.

The four segments are:

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

Not all survey items were mandatory. Where the sample size (n) is below 1,551, the difference reflects

respondents who did not answer that item.
Unless otherwise stated, percentages are calculated using the valid responses for each item, with the

applicable sample size shown on each chart. Percentages are rounded and may not total 100%.

Segments representing less than 2% may be unlabelled.
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Workforce Persona Model

Every finding in this report is framed through four capability personas. These are not job titles, technical seniority levels or IQ measures. They represent practical organisational capability and participation

behaviour. Based on each assessment outcome, respondents are segmented into four definitive persona profiles: Foundation (0-60%), Consumer (61-70%), Power (71-90%) and Elite (91-100%). These

profiles are assessed across four pillars: data fundamentals, visualisation, advanced analytics and storytelling . The development goal is not uniform advancement. It is to ensure every employee has the

level of role-appropriate data capability needed to perform their role effectively in a data and Al-enabled organisation.

FOUNDATION

Understands the importance of data but cannot yet work independently or confidently with
it. Foundation users are often operationally present in data conversations but lack the
practical capability to interpret, question, create or apply data insights in decision-making

environments.

POWER

Confident business user who contributes actively to data initiatives, challenges outputs and
helps others participate. Power users represent the organisational scaling layer where
individual capability translates into collective value. The development goal is to grow Power

users in roles where independent data work is required.

CONSUMER

Works with data and begins to engage more actively, but still needs structured capability
development to contribute independently. Consumer users represent the organisational

inflection point where structured training produces visible behavioural change.

ELITE

3.35% OF ASSESSED WORKFORCE

Organisational amplifier: influences strategy, supports governance, mentors colleagues and
helps turn data insight into action. Elite users multiply the value of capability investment

across the organisation.

The goal is not to make every employee a data expert. The goal is to ensure every employee has the capability level their role requires. Page 5/ 32
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02 THE BIG DISCONNECT

TWO NUMBERS

THAT SHOULD NOT
COEXIST

Most organisations see the data challenge through confidence, access and

adoption. SODLA measures it differently: belief is high, but measured

capability tells a very different story.

95% 1 29%
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WHAT AFRICA'S WORKFORCE BELIEVES WHAT OBJECTIVE ASSESSMENT FOUND

970 9%

demonstrated Power or Elite capability - the
say data is very or extremely valuable to

level required to actively work with data and

their organisation . . N
contribute to data-driven decisions

OBJECTIVE ASSESSMENT - NOT SELF-REPORTED

These are not two different studies. They are the same 1,551 professionals, measured through the same SODLA assessment. The
core issue is not whether people value data. It is whether they can turn it into better decisions. That is the entire story. Let’s

unpack it.
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THE INVISIBLE GAP

feel satisfied or very satisfied with their own data
literacy skills.

of respondents assessed at Foundation capability level

of Foundation respondents feel satisfied with their own
data skills.

50% 21%

. Foundation .Consumer Power Elite

Confidence is not competence. And when confidence is high, the gap stays invisible - until decisions expose it.

When most professionals feel satisfied with their own data skills, leaders may assume the
workforce is broadly capable. But SODLA shows that confidence and competence are

structurally decoupled.

This is not dishonest self-reporting. People judge their skills against the work they are
currently asked to do or have done in the past. If the organisation has never created a

higher benchmark, confidence fills the space where competence should be.

The gap only becomes visible when people are required to challenge dashboards,
interrogate Al outputs, defend decisions with data, or participate actively in data-driven

transformation.

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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03 ATTITUDES, BELIEFS AND BEHAVIOUR

THE APPETITE

IS ALREADY
THERE

Before we examine capability, we examine the human conditions around it:

belief, confidence, usage and generational exposure. Africa’s workforce

overwhelmingly values data. Data is already part of everyday work.

950/ believe data is valuable to their organisation. The appetite is
O already there. The capability is not.



Perceived Value of Data

HOW DO YOU FEEL THE VALUE OF DATA PLAYS A ROLE IN YOUR ORGANISATION?

Data is valued almost universally. 95% of respondents rate data as Very or Extremely
Valuable to their organisation - a finding that holds consistently across industries,

seniority levels and all 11 countries in this study. The aspiration is not in question.

Not at all
valuable
What the data also reveals is that 70% of those who rate data as highly valuable sit in
Not so the Foundation or Consumer segments - the two capability tiers below the threshold
valuable
for active, independent data participation (Power / Elite). The belief is broadly shared.
The capability to act on it is not.
Very 35%
valuable 25%
16 % .. . .
This is the core challenge for data and business leaders. The gap is not between
those who value data and those who don't. |t is between the value people believe
Extremely 73% data holds and their practical ability to unlock it. Transforming that belief into a data-
83%
valuable 100% driven culture requires deliberate investment - not only in tools but also in people
|
0% 25% 50% 75% 100%

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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People Are Already Working With Data

FREQUENCY OF WORKING WITH DATA BY PERSONA

Never [ Rarely [ Sometimes [} Usually [} Always

100% :
Two patterns stand out. Those who never or rarely work with data are

concentrated in the Foundation tier. This suggests that low capability reduces

participation.

75%
But the more concerning finding is that 69% of Foundation respondents say they
work with data usually or always.
50%
These are not people avoiding data. They are already working with it regularly, but
without the skills to do it well. The priority is to equip the workforce already being
asked to produce outputs, interpret information and support decisions with data.
25%

The demand for data is already there. The capability to use it well is not.
Foundation Consumer Power Elite

n=771 n=330 n=398 n=>52
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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

Al-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.

@ Foundation [} Consumer Power Elite

100%

75%

50%

25%

0%
25-34 35-44 45-54 55-64
(n=424) (n=575) (n=327) (n=65)

Organisations must invest in upskilling their mid-to-senior

workforce in data and Al, not only their entry-level employees.
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How Equipped Are People with the Right Tools to Work with Data?

Tool access only creates value when people have the literacy to use it well.

72% of respondents feel satisfied that their organisations have equipped them with the right tools to work
with data. But 66% of Foundation-level respondents share that confidence , despite being the group least

equipped to use those tools effectively. They have access to the car. Nobody taught them to drive.

For years, Bl teams absorbed the burden of insight generation. Business users consumed reports passively.
That model is gone. Self-service analytics moved tools into business hands, and Al has supercharged that

shift beyond anything anticipated.

Al raises the stakes because it lowers the barrier to producing outputs, while increasing the need for people
to question, validate and apply them responsibly. Without the literacy to interrogate an output, to challenge

the framing and sense-check the conclusion, a business user will act on it regardless of whether it is right.
The human-in-the-loop principle only works if the human brings genuine judgement. Critical thinking. Data

storytelling. The ability to translate insight into decisions. These are the capabilities that determine whether

Al becomes an accelerant or a liability.

"Data literacy is important, but without access to the tools that can help bring data to life,

how effective will data literacy be? Ensure you are combining data literacy with access to the right data.”

Data literacy has never been more important. Not despite the rise of Al. Because of it.

100%

715%

50%

25%

0%

. Foundation

Foundation
(n=771)

"We have the right tools"

Consumer
(n=330)

B consumer

Power

Elite

72% Overall

Power
(n=398)

Elite
(n=52)
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0"’ THE SKILLS REALITY

WHAT PEOPLE

CAN ACTUALLY
DO

Confidence is not capability. When we measure what people can actually do -

prepare data, aggregate, analyse, interpret Al outputs and tell a story with

numbers - a clear picture emerges.

7] Q/ of respondents assessed below the Power or Elite capability threshold.
O Confidence is high. Measured capability tells a different story.



Microsoft Excel

Excel is not going away. Despite the rise of modern Bl platforms, cloud analytics tools, and Al-powered reporting, the majority of Africa's business workforce continues to rely on it daily. The SODLA data

confirms this reality: 67% of respondents use spreadsheets as their primary means of accessing business information.

Yet many organisations are designing their data literacy strategies for a different world, one where employees primarily engage with data through modern Bl tools and Al-driven interfaces. That world is

emerging, but it is not the one most people operate in today.

Ignoring this gap is risky. It assumes that Al and modern analytics tools will replace Excel in the near term. In practice, Excel remains the frontline interface to data, and will continue to do so for the

foreseeable future.

The more useful question is not whether Excel should be used, but whether people are using
it effectively. And here the data is unambiguous: 82% of Foundation respondents lack
confidence in Excel's advanced functions, pivot tables, lookups, and conditional logic. The

capabilities that transform a spreadsheet from a static data container into an analytical tool.

Only 18% report confidence in these functions.

This matters far beyond Excel itself. Confidence in core Excel functions transfers directly to
modern Bl tools, self-service analytics, and Al-enabled workflows - these are not separate
skills, they are the same analytical foundation. In an Al-enabled world that foundation
becomes even more critical: Al amplifies the consequences of not having it. Only someone
with underlying data literacy will recognise and correct an Al output built on poor data.

The path forward is not to move people away from Excel, but to build capability within it. By
strengthening Excel proficiency first, organisations create the analytical confidence required

to successfully adopt modern Bl tools and Al-driven decision-making.

of Foundation respondents o use spreadsheets as their
lack confidence in Excel's 6 ' /o primary interface to business

advanced functions information

Not Confident Confident

<« —>
Foundation

82% JREYS
ndation Ea
(n=330)

Consumer

Power 12%
(n=398)

Elite
(n=52)
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Information Sources: Self-Service Analytics Adoption

This page answers a specific question: do respondents use self-service analytics tools to
access business information? The answer reveals one of the most direct relationships in the

study: between data literacy level and self-service adoption.

Only 32% of Foundation respondents use self-service analytics. That figure climbs steadily:

42% at Consumer, 54% at Power, before reaching 82% at Elite level. The pattern shows a

Do not use Use self-service
self-service analytics analytics strong association between capability level and self-service analytics adoption.
< >
Foundation Self-service analytics is the bridge between traditional, centralised reporting and Al-
(n=763) o8 % m augmented decision-making. Organisations cannot simply provide access to better tools and
expect adoption to follow.
Consumer -,
(n=330)
The 59% of respondents not using self-service tools are not choosing spreadsheets and
Power 46% l static reports because they prefer them. They are defaulting to what feels safe, tools they
n=396
{ ) understand, in a language they can speak.
Elite
18 %
(n=51)

Build the literacy first, and adoption follows naturally.

ADOPTION Moving people forward requires structured, level-

FOLLOWS _ . .
LITERACY appropriate training that builds confidence to engage

with more powerful platforms.
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Business Insights: Advanced Analytics

Not everyone needs to be a data scientist. But everyone in a modern business
needs enough familiarity with advanced analytical concepts to understand when

they apply, ask better questions, and act intelligently on the outputs they produce.

Not Familiar Familiar

The SODLA findings suggest this baseline is not being met. 76% of respondents are

< >
- . . : . Foundation
unfamiliar with advanced analytics concepts such as forecasting, segmentation, (h=743) 46%
decision trees and statistical modelling.
Consumer
At Foundation level, unfamiliarity rises to 96%. Even among Consumer respondents - P
ower
people who work with data regularly - 81% remain unfamiliar with the methods that (n=398) m
turn data into strategic insight. .
(n=52) °

Not at all Not so Very Extremely
familiar familiar . familiar - familiar

The contrast across personas is substantial. Power users show 56% familiarity. Elite
respondents reach 98%. This confirms the issue is not a capability ceiling. The
knowledge exists inside organisations - but it is not yet spreading broadly enough

across the business.

Al readiness depends on business users understanding enough analytics to question, apply and act on outputs. The best-positioned organisations connect operational context with technical modelling expertise.

Page 17 / 32



Confidence in Data Aggregation

Data aggregation, the ability to summarise and interpret data using functions like SUM, AVG, MIN and
MAX, is not an advanced skill. It is the starting point. It is what makes a number meaningful, a trend

visible, and a business question answerable. Without it, data sits in a system producing nothing.

72% of Foundation respondents lack confidence in data aggregation. This is the group that

Not Confident Confident represents nearly half the assessed workforce, and it is working with data daily without the most basic

< > interpretive tools in place.

Foundation
(h=771) s

The contrast across personas is one of the sharpest in the entire study. The moment respondents

Consumer
(n=330) “ move from Foundation to Consumer level, aggregation confidence flips: 77% of Consumer respondents
Power are very or extremely confident. Power moves to 98%. Elite reaches 100% confidence overall, with
53% 45%
(n=398) 98% extremely confident and 2% very confident. This is not a gradual progression. It is a step change
Elite -~ that structured, foundational and consumer training is specifically designed to deliver.
{n=52} -]
Not at all o Not so B Very Y Extremely This matters beyond the individual. Every Al-generated insight, every Bl dashboard, every automated
confident confident confident confident

report your organisation produces is built on aggregated data. When the people consuming those
outputs cannot interrogate the aggregations underneath them, they cannot tell a correct answer from

a wrong one. They accept what they see. They act on numbers they cannot validate.

Jordan Morrow framed the stakes of this precisely in our SODLA interview when discussing aggregation: "This is the language of data. If you cannot speak it at a basic level, you cannot participate in the

conversation that matters.”

Closing the aggregation gap is not a technical exercise. It is the first step in building a workforce that can genuinely participate in data and Al-driven decision making, confidently, critically, and at scale.
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Data Preparation, Cleaning and Structuring

Data is rarely clean when it arrives. Before any analysis can happen, before any insight can be
drawn, any visualisation built, or any Al model trained, someone has to prepare, clean and structure
the data first. 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.

The findings are clear. 87% of Foundation respondents lack comfort in preparing, cleaning and

Not Comfortable Comfortable structuring data. Foundation represents approximately half of the assessed workforce - meaning a

significant portion of organisations are operating with a critical gap in one of the most fundamental

Foundation

) capabilities required for trusted analytics and Al-ready data. Consumer respondents show 33%
(n=741

discomfort. Power drops to just 9%. Elite registers zero.

Consumer
(n=330)

< >
As Al adoption accelerates, the quality of decisions becomes directly dependent on the quality,
Power : :
(n=398) consistency and context of the data underneath them. Al-ready and analytics-ready data cannot be

Elite created by technical teams alone. Business users provide operational understanding, business rules

(n=52) and contextual judgement. Technical teams provide pipelines, structure and governance. Trusted

data emerges through partnership between the two.

::;:;riuhle . ::;::rtahle - ::gfnrtable . E::fenn::illil;le
A system can flag an anomaly. It takes a data-literate business user to determine whether that
anomaly is an error, an edge case, or a genuine signal worth acting on. This is why data preparation
capability is becoming a foundational business competency required for trustworthy analytics,

responsible Al, stronger governance, and confident decision-making.
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05 THE PARTICIPATION GAP

CAPABILITY

DETERMINES WHETHER
PEOPLE SHOW UP

Skills determine behaviour. Data literacy determines whether people engage

in data initiatives at all. The difference between participation levels is not

gradual - it is structural.

6 80/ are not actively involved in data initiatives. The opportunity is to build the
O  capability that enables participation.



Passive Participation

driven work across all personas assessed

| 6 8 O/ of respondents are not active participants in data-
(o)

Passive Active

< >

Foundation
(n=741)

Consumer
(n=330)

RS
W

27%

Involved,

: Lacks Educating Data
= :?:LT:::;’LE:LQ - confidence . others . champions

Mot
involved

Access to data does not create participation. Capability does.

Data initiatives only create value when people actively participate in them. The
SODLA findings reveal a participation gap at the centre of why many data and Al

programs struggle to scale organisationally.

68% of respondents are not active participants in data-driven work. Some are
disengaged entirely. Others are operationally present, attending meetings,
viewing dashboards and consuming reports, but lack the confidence or

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

The Foundation picture is the most concerning. 96% of Foundation respondents
are either not involved at all or participate only because their role requires it,
while lacking the confidence to contribute meaningfully. Only 1% identify as data

champions.

Foundation users are often included operationally but excluded cognitively.
They are physically present in the organisation's data journey, yet lack the
confidence to challenge, interpret or influence outcomes. When this happens at

scale, organisations mistake access for adoption.
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Participation Follows Capability

Active participation is strongly associated with capability. It increases from 4%
among Foundation respondents to 26% among Consumer respondents, an
approximately sixfold increase. Power and Elite users demonstrate what

participation in a more mature data culture begins to look like.

Consumer respondents show the first meaningful signs of engagement: 22% are
educating others and 4% are driving initiatives. This is the inflection point

structured training is designed to reach.

Training is therefore not only education. It changes participation behaviour.
Confident people engage. Engaged people ask better questions, challenge outputs

and help drive data culture from within.

“You should get people involved in data initiatives but ensure you are preparing them

appropriately. Give them the skills and access needed to succeed. Don’t set them up to fail.”

LARGEST
OPPORTUNITY

Foundation B

Consumer [

Power

Elite

active participation when moving

from Foundation to Consumer.

of Elite respondents identify as

data champions.

1% data champions
4% data champions

23% data champions
85% data champions

of Power users are educating

others or driving data initiatives.

of Elite respondents show active

involvement.

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.
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What Good Looks Like: Power & Elite

The participation data reveals a clear pattern: capability changes behaviour. Power and Elite respondents do not simply score higher on assessments - they engage differently inside organisations.

They participate more actively, challenge outputs more confidently, educate others, and help drive data culture from within the business itself.

POWER ELITE

Power users represent the organisational scaling layer where broad organisational value Elite respondents are organisational amplifiers. They translate complex analytics into
begins to compound. They actively participate in data initiatives, use dashboards and business decisions, mentor colleagues, validate outputs, influence strategy, and guide Al
analytics with confidence, challenge outputs, collaborate with data teams, and support adoption and governance. Elite is not a target for everyone; it is required for roles carrying
data culture from within the business. strategic data leadership or advanced interpretation responsibility.

Confident dashboard use Challenge outputs Support data culture Influence strategy Guide Al adoption Mentor others

. : identify as data champions,

educating others or actively of all assessed respondents of all assessed respondents

- e driving initiatives and influencing P
driving data initiatives currently at this level

strategy currently at this level

Data culture does not emerge from tools alone. It emerges when people reach the capability level their roles require. The goal is not to make every employee a data

CULTURE FOLLOWS

CAPABILITY expert. The goal is to ensure every employee can contribute effectively in a data and Al-enabled organisation. Participation follows capability. Culture follows

participation.
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Turning Insight Into Action

o . _ o o Dashboards are not the value. Reports are not the value. Al outputs are not the value. Insight
82/0 of Foundation respondents lack confidence communicating data findings to others

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.

18% of Foundation respondents feel confident communicating data insights effectively

The SODLA data confirms that this final step is where capability breaks down most severely. 82%

of Foundation respondents lack the confidence to communicate data findings effectively to

. ﬁ::;:,:?:g :::::LWA'WHS others. This is not a presentation problem. Itis the last mile of the data value chain, and it is the
:iast:a?isations visualisations most consistently underdeveloped capability in every organisation assessed.
100% 94% . o8% Storytelling in this context is not about design or polish. It is the mechanism that converts insight
82% into organisational action. It creates clarity, builds trust, aligns stakeholders and enables
75% 66% confident decisions. Without it, analytical capability remains locked inside individual contributors
55% rather than flowing into collective action.
50%
Power and Elite respondents demonstrate this capability at a significantly higher rate. The
5% 18% 16% contrast confirms that communication confidence scales with overall data capability. As
. literacy improves, so does the ability to convert insight into influence, and influence into action.
. Foundation Consumer Power Elite

DATA Raw material INSIGHT Understanding DECISION Alignment and direction

Insight without action is wasted effort. Value is unlocked when data changes decisions. Page 24 / 32
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06 BUILDING DATA AND Al READY ORGANISATIONS

THE GAP IS REAL. IT
IS CLOSEABLE.

Because the gap is measurable, it has a defined starting point and a clear

path. Closing it requires executive sponsorship, management enablement and

role-appropriate workforce capability.

Assess - Develop - Prove

Measure actual capability, develop with intent and reassess to

prove the shift.



What High-Performing Organisations Do Differently

High-performing organisations do not only buy better tools. They build the human capability and operating behaviours required to use data and Al responsibly, confidently and repeatedly in decision-

making. The SODLA data reveals six observable behaviours that separate organisations making progress from those standing still. These behaviours require sponsorship from the top, enablement from

management, and participation from employees.

SHARED LANGUAGE

They create a common vocabulary around data
and Al that allows business and technical teams to
collaborate without translation friction or

misaligned expectations.

SHARED GOVERNANCE

They treat data quality, governance and trust as
shared responsibilities across the business, not as
obligations for the data team alone to manage and

enforce.

Data and Al readiness requires sponsorship from the top, enablement from management, and participation from employees.

CONFIDENT CHALLENGE

They build the confidence to question dashboards,
challenge metrics and critically evaluate Al outputs,

rather than accepting them passively at face value.

ROLE-APPROPRIATE CAPABILITY

They build capability to the level each role requires.
The goal is not to make every employee a data
expert. It is to ensure every employee can perform
their role effectively in a data and Al-enabled

organisation.

CONTEXT CONNECTS CAPABILITY

They connect business domain expertise with
technical analytical capability. Business users bring
operational context. Data teams bring modelling
and governance. Value emerges from the

partnership.

INSIGHT TO ACTION

They close the gap between analytical output and
organisational action. They turn insight into
decisions, decisions into action and action into

measurable outcomes.
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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.

100% Elite threshold 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 Al initiatives.
75% Power threshold

Consumer threshold
Establish a baseline. Objective assessment reveals actual capability by persona, team,

50% . —
function or seniority level.
Identify the next step. The gap between current capability and the next level becomes clear,

25%
measurable and actionable.

0% Target development. Focused training moves people from where they are today toward
Foundation Consumer Power Elite : ST T
(n=771) (n=330) (n=398) (n=52) confident and capable participation in data and Al initiatives.

Demonstrate progress. Re-assessment shows measurable movement up the capability

ladder and provides credible evidence of workforce development ROI.

Objective assessment turns an invisible capability gap into a measurable development pathway. Page 27 / 32
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SECTION 06 - BUILDING DATA AND Al READY ORGANISATIONS

THE ORGANISATIONAL
READINESS IMPERATIVE

The organisations best positioned for the Al 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 OR START WITH YOUR OWN SCORE

confidence. FOR YOU PERSONALLY

FREE INDIVIDUAL ASSESSMENT

Your result in under 10 minutes -
« Benchmark your organisation's capability baseline nekst.co.za/assess

« Assess workforce readiness by persona and function
- |dentify capability gaps where risk and opportunity sit 1,551 1 b+
- Build targeted enablement pathways by persona

- Move from insight to action. Measure the change.


https://calendly.com/greg-sodla/data-literacy-benchmark?month=2026-07
https://www.surveymonkey.com/r/sodla
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REFERENCE AND METHODOLOGY

SUPPORTING REFERENCE

Study design and methodology. Full demographic and persona profiles. Contributor biographies.

For readers who want to go deeper into the data behind the findings.



About This Report

WHAT MAKES SODLA SODLA is not a survey. Every respondent completed an objective assessment. Their data literacy level was assigned by performance, not self-report.

DIFFERENT That distinction is the foundation of everything that follows.

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.

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 Fundamentals Data Visualisation Advanced Analytics

1,551

1

20+

5+yrs

Assessed professionals
Sample of business-orientated roles

African countries

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

Industries represented

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

Of assessment data

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

=
Data Storytelling

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

anxiety, not capability."”
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Collaborator Biographies

Jordan Morrow

A global trailblazer in data literacy, having helped pioneer the field. Through his work in data, Al, and strategy, Jordan Morrow empowers individuals
and organisations to unlock their full potential through effective data and Al literacy, strategic transformation, and practical application.

As the Founder and Owner of Bodhi Data, an organisation dedicated to data and analytics training, and Senior Vice President of Data & Al
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 Al-centric cultures, and helping organisations harness the power of data and Al to

drive meaningful outcomes.

Jordan also serves in several advisory capacities, including as an Advisor for Verzi and a Board Member for VEOX. He previously served as Chair of
the Advisory Board for The Data Literacy Project, further demonstrating his commitment to advancing data literacy and responsible Al adoption

worldwide.

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

strategy, use cases, and storytelling. He believes data and Al can be powerful tools for people when used responsibly and effectively. He is

currently working on his sixth book, continuing his mission to make data and Al skills more accessible to individuals and organisations around the

world.
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Contributor Biographies

Kevin van der Merwe

Kevin is the Managing Director of Nekst, Africa's leading
Data Literacy and Al Enablement firm. With over two
decades of experience in the IT industry, including
fifteen years in analytics leadership, he now focuses on
helping organisations unlock business value through data
fluency at scale. Having previously led a major analytics
business unit within the Qlik ecosystem, Kevin brings
deep commercial, strategic, and operational expertise to
the data conversation. At Nekst, he works with
enterprise leaders across Africa to close the gap
between data investment and business impact by
building confident, data-capable workforces. His mission
is simple: equip business leaders and professionals to

thrive in a world increasingly shaped by data and Al.

Gfeg I‘Iorléy

Greg Morley is the Chief Data Evangelist for Expeditus
and Nekst. He has been in the Business Intelligence
market in South Africa for over 24 years, working for
international vendors including Cognos and
MicroStrategy, and as the head of sales and marketing
for Expeditus and Nekst over the past 8 years. He is a
member of the Institute of Chartered IT Professionals
and is hugely passionate about data and data literacy
development, servicing corporate clients across the

entire vertical industry spectrum.

Jonathan Ross

Jonathan Ross is a seasoned Business Intelligence
professional with over 10 years of experience in the
technical Bl space and 6 years as a leader in the data
literacy training industry. Having started his career in the
wholesale food distribution sector, he held various roles
across administration, sales, and management before
transitioning into data. He has worked extensively with
corporate clients across multiple industries, bringing a
unique blend of hands-on business insight and technical
expertise. Passionate about the development of data-
driven cultures, he now focuses on enabling
organisations to unlock the full potential of their data

through impactful training and strategic Bl solutions.
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