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From Kampala to the· continent: the 
business ~chitecture behind live54+ 

compelling case for why they shmueL 
The continent's music, film, fashion and 
digital content industries are among 
the fastest -growing economic segments 
on the continent. Markets that were 
once fragmented and undervalued are 
now attracting serious attention from 
global streaming platforms, advertising 
groups-and private equity investors. 

A Ugandan eritrepre~ 
'neur's quiet assembly 
of a Pan-African creative 
group raises a more 
fundamental question. 
As GEOFREY SERUGO 
wonders, is East Africa 
finally building the in­
frastructure its creative 
economy deserves? 

'TIre is a particular kind of 
, bition that accumulates 

and methodically, over years 
of building businesses that 
work, then asks a bigger 

questism: what would it look like if all of 
this were connected? 

, That is, in essence, the story behind 
Live54+, the Pan-African creative group 
that officially launched this week with 
Julius Kyazze as its chief executive. 
The group brings together a network 
of creative, media, entertairiment and 
experiential businesses across multiple 
African markets, with a coordination hub 
in Nairobi and planned active operations 
spanning Uganda, Kenya, Tanzania, 
Rwanda, Ghana and Burundi Strategic . 
offices in Dubai and Mauritius complete 
the architecture. J' 

The name is not acciden~ Africa has 
54 countries. The ambition ~ continental 

THE STRUCTURE. NOT THE ., 
PERSONAUTY 

It would be easy and wrongito read 
this launch as a personal milestone , 

story. Kyazze is already~ell known 
. . within.EastAfrica's creative industry. 

He built Swangz Avenue into one of the 
most recognisable talent management 
and music production outfits on the 
continent. He expanded into experiential 
marketing through Buzz Group Africa, 
into youth-focused broadcasting through 
NRG and Play Radio, and into brand 
strategy through The Kolective. Each 
of those businesses has earned its own 
standing. 4 

Live54+ is something different. It 
is not a rebranding Df those entities, 
and it is not a hol~ company in the 
traditional sense. Itis, according to its 
own positioning, an ecosystem a group 
structure designed to enable those 
businesses to collaborate across borders, 
share infrastructure, and rollectively 

selVe clients and audiences at a scale that 
no single entity could.manage alone._ ,- . 

What Live54+ is attempting if it 
executes is to'build that connective tissue 
into a formal'group structure. 

WHYTHIS, WHY NOW 
The timing is not arbitrary. East Africa's 

intra-regional trade has expanded 
sharply. Total merchandise trade within 
the East African Community reached 
roughly USD 38.2 billion in the second 
quarter of 2025 alone, a jump of 284 
per cent compared to the same period 
in 2024 Goods, money and people are 
moving faster across borders than at any 
point in the region's history. The question 
is whether ideas, content and creative 
services can move with the same fluency. 

Africa's creative economy presents a 

, The infrastructure to capture that value, 
however, the agencies, the management 
companies, the production houses with 
genuine cross-border reach, remains thin. 

WHATTHE MODEL 
MEANS FOR BRANDS 

From a commercial standpoint, the 
Live54+ proposition is straightfotward 
and worth taking seriously. Multinational 
brands operating across East and West 
Africa have long faced a frustrating reality: 
to run an integrated campaign across 
Uganda, Kenya and Ghana, they must 
typically engage separate agencies in each 
market, navigate inconSistent creative 
standards, and rnar:rnge fragmented 
reporting. The cost is not just financial. It 
is the cost of diluted creative coherence 
across markets. 

THE TEST WILL BE EXECUTION 
Scepticism is warranted. The history of 

Pan-African business ambitions is littered 
with announcements that outpaced 
their operational capacity. Building a 
genuinely integrated group across six or 
,moremarketsrequires not just shared .• 
branding but shared systems, shared 
financial infrastructure, and the kind of 
management depth that takes years to 
develop. 

Kyazze brings 20 years of track record 
to that challenge. The businesses within 
the group are established entities, not 
paper ventures. The offices in Dubai 
and Mauritius suggest a structure built 
for international capital and client 
relationships, not just regional optics.: 

Whether Live54+ becomes the Pan-! 
African creative group it intends to bel will 

, be answered not by this launch, but by 
what it delivers in the next three years. 

But the architecture being assembleqi 
here is serious. That, at minimum. " 
deselVes serious attention. ; 

'Twenty students to benefit from Shs 3.8500 Africa STEM schoUirships ' 
GEOFREY SERUGO 

At least 20 students from underprivileged 
backgrounds are set to benefit from 
scholarships worth Shs 3.85 billion to pursue 
science and technology degree programmes at 
leading universities in Uganda ' 

The scholarships are being offered under the 
Airtel Africa Foundation Tech Fellowship, a 
newly launched initiative de~igned to supptm 

. talentedAfricanundergraduatesfrom low~_ 
income households in pursuing degrees 
in Science, Technology, Engineering, and 
Mathematics (STEM). 

, The programme directly addresses financial 
and skills barriers that limit yoUng Africans' 
participation in the digital economy. 

Beneficiaries will undert¥<e. their studies , 

at top institutions, including Makerere 
University, KyambogoUniversity, ISBAT 
University, Uganda Christian University, 
and Mbarara University of Science and 
Technology. 

Speaking at the launch, Soumendra Sahu, 
the Airtel Uganda chief executive officer, 
expres~ confidence in the scholars' potential 
to drive Africa's digital transformation. 

''This marks a new chapter in the lives of 20 

remarkable young. Ugandans. Our.mission 
is to create a tangible and lasting impact by 
ensuring that no bright mind is left behind due 
to financial limitations. These scholars are on 
a path to contribute meaningfully to Uganda's 
and Africa's growing digital economy," Sahu 
said. 

He added that the initiative reflects Airtel's 

broader commitment to empowering th~ next 
generation of innovators, problem-solvers, 
and leaders. 

''Technology is the language of progress. By 
equipping these students with education and 
skills,we are investing in people and solutions 
that will transform communities, industries, 
and nations," he said. 

The fellowship underscores the Airtel 
Africa Foundation's commitment to long~ 

_ tenn.impactin digital educatiOILWith a 
total value of approximately Shs 3.85 billion 
(about $1.024 million) spread over four years, 
the programme represents a significant 
investment in developing future-ready talent. 

One of the beneficiaries, Edgar Baluku from 
Uganda Christian University, described the 
scholarship as a turning point in his pursuit of 

a career in telecommunications engineering. 
"I am very excited about this opportunity. 

1 have been struggling, like many students, 
to raise school fees for my education. This 
scholarship gives me the chance to pUrsue my 
dreams and make my parents and the entire 
clan proud," he said. 

The Airtel Africa Tech Fellowship forms 
part of the Foundation's broader strategy to 
strengthen education and digital inclusion ; 
across the continenL The initiative builds on 
other social investments, including the Airtel­
Unicef partnership, which has coimected more 
than 84,000 learners in 246 schools across 
Uganda to digital learning platforms. 

''We want to ensure that financial limitations 
do not silence talent, ambition, or the power 
to transform communities," Sahu said. ' 
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