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Dreams in 

the era of 

“wokeness”
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 Build the Africa I want to see
What is this context that we live in?
Pan-African, Can-African attitude
Identifying as “next” generation of leaders”

 Write books I want to read
We want to change the narrative
Tell our own stories, how we see them
Recording history, for the future generations

 Travel to places I didn’t know existed
‘Uhamba kubona’- to go, is to see
Networks, world wide status
Challenging perceptions

 Slay
Branding and positioning for the right opportunities
My mom didn’t work so hard for me not to be mediocre
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 I want to be somebody- the pursuit of a “thing” 

 Who I am vs. what I am

 Leader- a call to leadership for the young African

 Mentor- the power of sharing 

 Change Maker- We are the ones we have been 
waiting for 
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 We are  challenging the status quo
Plethora of challenges to our development and 
growth 

 We have solutions- invest in them

 We are woke
No one knows our context better than us
We are organizing and we are not leaving anyone 
behind

 We are becoming (everything, because we can)
Creating new opportunities, markets and innovations

 You will remember us
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KATLEGO

FOUNDER AND CEO OF 

HOMECOMING EVENTS AND 

TAILORMADE LEGAL SOLUTIONS



- 2009 –Tuks RAG Service Group Liason

- 2010 – Tuks Res Vice Chairperson (Taaibos)

- 2010 – 2011 – Tuks SRC Secretary General

- 2010 – COPE Student Movement Gauteng Chairperson

- 2011 – University of Pretoria Member of Council

- 2011 – Bright Young Minds

- 2012 – LLB (Univ.Pretoria)

- 2012 – Articles with Adams and Adams

- 2013 – Hansa Pilsener “Big Dreamer” award recipient
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“The reasonable man adapts himself to 
the world; the unreasonable one persists 
in trying to adapt the world to himself. 
Therefore, all progress depends on the 
unreasonable man” – George Bernard Shaw

- I chose picnics because nobody was 

doing them and I saw a gap to create 

a new vibe. A space wherein we could 

dictate our own rules.

- Both my companies were 

subsequently birthed from this 
movement. 





HCP 2011 (300)



- Context over knowledge

(Do you really want to know?)
- Family over familiarity

(Who else owns your brand?)
- Flexibility over flexing

(Adapt or die)
- Buy in over Buying

(Creating a sustainable market)
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- Galxboy Clothing Store

- Khuli Chana

- Farieda Metsileng

- DJ Sliqe
- Larry Nhlane

- Samantha Lehoko

- Redlife Youth Marketing

- The Social Market

- HomeComing Events

- Thapelo Mokoena

- Sweetlife Management

- Lootlove
- Celeste Khumalo

- Moloko NightClub
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- Daybreak Chickens

- Brutal Fruit

- Ster-Kinekor

- Castle Lite
- City of Tshwane

- Hilltop Live

- Advitech Group

- Red Bull

- RGBC
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We will continue to be market leaders in 

events and marketing solutions as long as 

the following is upheld:

- Service Delivery

- Constant improvement

- Commitment to professional 

excellence

- A connection to the hearts of the youth 

is maintained

- A healthy appetite for risk is maintained

It is important that we all strive to be the 

unreasonable man. Change depends on 

it, the world is relying on us. 

“All progress depends on the 

unreasonable man”





%

White
15%

Black
74%

Indian 
3%

Asian
1%

Coloured
7%

DEMOGRAPHICS
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