
CRAIG JACOBS – SPEAKER THEMES 

TOPIC 1:  I’M NOT A DESIGNER  

Craig Jacobs was one of the country’s leading entertainment and 

lifestyle journalists before he decided one day back in 2003 to 
create a clothing label. 

He jokes that, if he knew then what he does now, he probably 
wouldn’t have done it. But having mortgaged his own home to start 

Fundudzi and forced to teach himself the intricacies of design after 
his original partner pulled out four weeks before a major show, he 

has gone on to turn Fundudzi by Craig Jacobs into one the country’s 
biggest forces. 

Through a thought-provoking and informative presentation, he 
shows how anyone with a little suss, determination and keen 

awareness of opportunity can turn an idea into a marketable 
commodity. 

I’m not a designer covers his journey as a designer, how he uses 

the label as a form of communication and how he has turned a label 
that is just over ten years old into one which can be easily 

described as a heritage brand. 

The presentation also highlights how to effectively partner with 

existing brands to explore synergies and how you can tap into social 
movements to build a bond with your target audience. 

TOPIC 2: AFRICA HAS ALWAYS BEEN ORGANIC (unleashing 

the potential of African heritage to create a more sustainable 
world) 

By 2050 the global population will rise to 9 billion, with the lion’s 
share of growth taking place in the developing world.  

A sizeable chunk of that growth will come from Africa. According to 

the UN, the sub-Saharan population will grow from 860 million in 
2010 around two billion by 2050 – that’s more than double our 

population today. And with two out of three Sub-Saharans less than 

25 years old today, it is without a doubt that Africa has the 
potential to play a stronger role in world economic growth. 

It’s the place we know – where our businesses and lives are based, 

but what are we doing to embed ourselves into one of the biggest 
future growth opportunities? More importantly, in a world 

increasingly sensitive about the harmful byproducts of economic 
activity, how can we re-orient our companies to make sure we 



make a difference? 

Sustainability and design expert Craig Jacobs believes that the 

secret to sustainability and innovation in a rapidly changing world 
has been a secret Africa has known for more than a millennium.  

Using a ten point framework, the founder of leading eco and ethical 

label Fundudzi by Craig Jacobs shows how we can change the way 

we live and do business by going back to the way things were done 
over one thousand five hundred years ago. 

As an African thought leader for eco design, Jacobs is able to lucidly 

explain how businesses can incorporate his simple yet illuminating 
principles into their corporate culture to create a point of 

differentiation while reflecting the needs of a growing African 
market. 

TOPIC 3: FASHION AS A DRIVER FOR CHANGE 

From the world’s number one luxury goods company, Louis Vuitton, 
to the king of American casual, Ralph Lauren, fashion labels the 

world over operate on an at least twice yearly overhaul of their 
entire product mix. In fact, with the introduction of new seasons 

such as pre-fall and resort, many fashion conglomerates introduce 
completely new product lines eight times a year. 

Cut to fast fashion retailer Zara, which unpacks 10,000 new designs 
every year, making its owner Amancio Ortega the richest man in 

Europe and the third richest man in the world. 

It is undeniable that in a fast paced world, fashion labels have 
proven adept at keeping up the pace of their consumers’ rapidly 

changing appetites. 

Fashion entrepreneur, trend expert and writer Craig Jacobs taps 

into his 16 years of experience tracking fashion trends locally and 
internationally to take audiences on a fascinating multi-media 

presentation of the couture tricks the fashion world uses to 
encourage us to keep buying clothes which we might not even 

need. And how it all begins with an eight-minute sensory 
experience… 

The presentation will show the detailed strategies, future focused 
mindsets and seemingly preternatural knack fashion conglomerates 

have in forecasting what the world needs before they even knew it, 
and how you can employ the same techniques to lure in your 

customers.  


