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Context 

 This section distills and integrates various phases of the FPS 

project: 

 The academic review 

 The global media landscape 

 The local media and population landscape. 

 The purpose is to locate the South African context within the 

global frame so that we can ride the change wave that has 

greater momentum in the broader international arena. 

 The analysis has revealed significant waves of change 

internationally, in some cases reflected in South Africa and 

Africa as well, but in others revealing important gaps in the 

data available locally. 

 Nonetheless, where feasible, we illustrate where South Africa 

is positioned in regard to specific trends and practices. 



What is included in the media landscape?  

 This phase involves looking at consumer behaviour in regard 

to the how, why and what they consume and how it is 

changing. 

 This needs to be understood so that we can anticipate what 

we need to focus on for our samples, methodologies and 

questionnaire content. 

 While we often use the developed world as examples, we also 

illustrate what is happening in South Africa and Africa in 

general so that some assessment of the possible speed of 

the change wave is obtained. 



The South African 

population 

The changing face of South Africa 



The big 3 issues: 



The big 3 issues: 

These are the critical issues that are likely to help to drive the country forward, 

but also a look at those that could tip the scales in a negative direction - and 

hinder growth and development. 

 Changes in income and LSMs 

 There has been significant growth out of the lower LSMs and into the 

middle and even upper groups. 

 South Africa is enjoying a bulging middle (a group that generally drives 

change), but still poverty is a major concern.  

 There is a widening gap between the rich and the poor in several ways 

that could lead to destabilisation. 

 Education 

 Education has certainly improved immensely over the past 10 years with 

far more people being educated at secondary and tertiary levels.  Greater 

percentages of young people are studying maths, computer sciences, 

commercial subjects and technology. 

 However, the issue lies in the quality and consistency of this education 

plus where it can be realised in an employment context. 



The big 3 issues: 

 Employment 

 An improved education does not guarantee employment. 

 If this area is not addressed constructively, we are at a clear 

tipping point – especially among the youth. 

 Entrepreneurial and practical skills need to be taught to 

young people so that they are better prepared to enter the 

workforce – currently the school system does not provide 

this. 

 Countries like China have managed this by identifying 

which skills are needed in the country and then designing 

the school curriculum accordingly. 

 At this stage the youth are still quite optimistic about the 

country and their futures, but the sentiment will not hold if 

they cannot find work. 

 



A decade of change 

2002 2012
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The South African LSM profile 

2002 2012
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Using AMPS 2005 as a baseline, BMR made 

some predictions….. 
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BMR projections based on 2005 AMPS 
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The upward lsm movement is happening far faster 

than projected. 
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Inter-generational mobility is substantial 

Working

Class

Middle Class Upper Middle Upper Class Don't Know/

Not sure

52% 

31% 

8% 

3% 
6% 

36% 

43% 

12% 

3% 

6% 

Parents at same age you are now Own class

Source: futurefact 2012 
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South Africans are not only class 

mobile according to actual 

standard of living 

measurements, but they believe 

that their lives have improved as 

well (this is a self classification 

measure). 



The importance of the youth cannot be 

underestimated    (
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The South African adult (15+) age profile 
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Education trends 
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Higher education levels go with higher lsm’s 
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Better standard of education compared to 

parents? 

Yes 
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Improvement in relevant subjects studied at 

matric or post matric level 

Any maths Any science/

technology

subjects

Any commercial/

business subjects

Any computer

studies

49% 

28% 
30% 

23% 

64% 

44% 
42% 

38% 

2008 2012

Source: futurefact 

T
h
e
 
S
.
A

.
 
m

a
r
k
e
t
 



The youth are exposed to these subjects far more 

than their elders 

Any maths Any science/

technology subjects

Any commercial/

business subjects

Any computer

studies

78% 

55% 
52% 

50% 

70% 

48% 47% 
49% 

59% 

42% 

38% 
35% 

48% 

31% 31% 
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Preparedness for the working world? 

Up to primary

complete

Some high Matric Post matric

14% 

48% 

68% 

86% 

Percentage who know how to work out a percentage! 

Source: futurefact 2012 



The South African employment situation 
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Employment trends 
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Employment by education: age 25-64  

Total Up to

primary

complete

Some High Matric Other post

matric

Tech/univ.

degree/

diploma
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Relative progression in black and white 

households 



Microwave (2005) 

0

1000

2000

3000

4000

5000

6000

'8
8

'8
9

'9
0

'9
1

'9
2

'9
3

'9
4

'9
5

'9
6

'9
7

'9
8

'9
9

'0
0

'0
1

'0
2

'0
3

'0
4

'0
5

'0
6

'0
7

'0
8

'0
9

'1
0

'1
1

'1
2

Black Households White Households

    Source: AMPS 

T
h
e
 
S
.
A

.
 
m

a
r
k
e
t
 

Source: AMPS 



Free standing deep freeze (2008) 
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Source: AMPS 



MNET or DSTV Decoder (2009) 
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Internet connection at home* (2010) 
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PC/Laptop Computer in home (2012) 
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In light of these consumption figures, it is not surprising that 

optimism among black parents is substantial …. 

Much better Somewhat
better

The same Somewhat
worse

Much worse

42% 

21% 

11% 
8% 

11% 
Better = 63% (black 66%) 

Worse = 19% (black 17%) 

9% Don’t know 

Source: futurefact 2012 

Future standard of living of children when they are the age you are now? 

(base: parents) 
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The digital world 



The US is no longer the centre of the online 

universe 

1996 2012
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Number of internet users per 100 inhabitants in 

the world since 2001 
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Internet usage: SA’s place in AFRICA  
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Source: Internet World Stats , June 2012 

T
h
e
 
S
.
A

.
 
m

a
r
k
e
t
 

T
h
e
 
g
lo

b
a
l 
m

a
r
k
e
t
 



Internet usage: SA’s place among BRICS 

48% 
46% 

40% 

17% 

11% 

Russia Brazil China South Africa India

Source: Internet World Stats , June 2012 
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Projected increases in mobile, broadband and internet 

penetration globally:  
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By 2020, US$4 billion is expected to be invested in submarine 

fibre cables and US$56 billion on terrestrial networks 
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Source: Frost & Sullivan 2011 



Digital apartheid 



 

 That statistic makes a compelling and concise case for driving 

broadband access, but it only tells a fraction of the story.  

 Expediting broadband access is crucial not only for creating jobs, 

but for ensuring that the economically marginalised have a fighting 

chance in an increasingly digitally driven knowledge economy. 

 South Africa continues to fall behind other developing nations, 

including some in Africa, when it comes to metrics such access to 

broadband, cost of connectivity — fixed and mobile — and even the 

cost of mobile telephony, despite the country having the most 

mature mobile industry on the continent. 

 Broadband access is rapidly becoming the new divide between rich 

and poor. 
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Digital apartheid 

 A point to consider is the importance of correctly defining 

“access”.  

 If by access we mean mobile data coverage for 100% of the 

population, we are aiming far too low.  

 There are limitations to what can be achieved with mobile 

access alone.  

 The United Nations is considering classifying broadband 

access as   

 South Africa would do well to take heed of this.  


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Internet access via cell or computer 

Total LSM 5-6 LSM 7-8 LSM 9-10

75% 

93% 

78% 

69% 

46% 

9% 

34% 

63% 

Via cell phone Via PC/laptop

Source: futurefact 2012 



Access to  

 

Population

difference

Internet pop

difference

LSM 5-7 pop

difference

LSM 5-7

internet pop

diffference

LSM 8-10

pop

difference

LSM 8-10

internet pop

diffference

+12% 

+240% 

+40% 

+468% 

+32% 

+156% 

Source: AMPS 
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5 year growth: 2012 vs 2007 





Academic studies show ‘gratification niches’ 

 The ability of a new medium to compete with those already 

established was considered in 2009 to depend on its 

.  

 If one medium offers the same gratification opportunities as 

another, the two media may overlap or compete. 

 The Internet and broadcast television satisfy similar needs on 

‘news provision’ and thus compete for audience.  

 Similar findings were found when comparing the Internet with 

newspapers, but at a lower level. 

  With radio there was little overlap.   
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Fragmentation and concurrent use 

 Technology is the driving force behind the plethora of new media, 

“where literally hundreds (and in some cases thousands, i.e. Internet) 

of media vehicles within each media class vie for the attention of the 

media consumer.”  

 Examples of media fragmentation include, 

 Despite the increase in media opportunities the total time spent on 

media has remained at “just over eight hours in 1999, 2005 and 

2009.”  

 One of the phenomena resulting from these changes is an increase in 

the “degree of concurrent media usage”. 

 Historical evidence shows that new media do not usually replace old 

media - it is the way that media are used that changes, resulting in a 

decline in the attention given by consumers and a greater degree of 

selectivity. 

A
c
a
d
e
m

ic
 
r
e
v
ie

w
 



Time spent online: Hours per month 

North

America

Europe Latin

America

Asia Pacific Mid-East

Africa
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• Indonesians and Saudi Arabians spend  hours daily 

• Turks (  hours) 

• Argentinians (  hours) 

• Russians (  hours).  

• Almost  of social network users in Indonesia 

report spending at least a day socializing on 

social media sites.  

Social networking hours per day 

18-34 35-49 50-64 

$$ 
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Source:  



Average minutes spent per day with major 

media by US adults

TV  267  278  4% 

Online  146  173  18% 

Radio  98  92  -6% 

Mobile (non-voice)  22  82  273% 

Print*  55  38  -31% 

   

   

Other  44  36  -18% 

   

*Print – offline only 

Source: eMarketer, Oct 2012 
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Simultaneous usage of select devices according to US 

connected device users*, Q2 2012  

% of total interactions  

  

  With a smartphone 49% 

  With a PC/laptop 34% 

  With a TV 44% 

  With a smartphone 35% 

  With a TV 32% 

  With a smartphone 45% 

  With a TV 29% 

  With a PC/laptop 28% 

Source: Google and Sterling Brands, ‘The New Multi-Screen World: Understanding Cross-Platform Consumer  
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The Digital Participation Curve 

 There is a powerful relationship between length of time an 

individual has been on the Internet and their 

. 

 Same term used for the peak of Abraham Maslow’s well-

known Hierarchy of Needs.   

 The is almost identical:  

 It starts with physical needs such as getting connected and 

quality of that connection. 

 Works its way up through social needs like communication 

and networking. 

 And peaks with self actualisation from user-generated 

content, interaction with websites and leisure shopping. 
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SA’s Digital Participation Curve 

 This evolution up the Internet Hierarchy of Needs does not 

happen overnight: it takes around 5 years for an average person 

to develop from a physical Internet connection to online self-

actualisation.   

 By the end of 2008, 3.2-million South Africans had been online 

for five years.  The number grew to 3.75-million in 2011.  

 The online market is suddenly real, the online user is suddenly 

experienced….. 

 Social media (which took off in 2008) now mainstream,  

 Business networking sites (eg LinkedIn) have taken South Africa by 

storm. 

 Businesses that missed out on the 2006-2009 Internet boom in 

South Africa can set their watches now for the beginning of the 

next boom, expected this year! 
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More on the implications of…. 



Media fragmentation 

 Interestingly time spent on consuming media is more or less 

the same as it was 25 years ago. 

 However today “consumers expose themselves to multiple 

media forms and messages simultaneously.”  

 Media users can follow different strategies – some will use the 

growing abundance to consume a steady diet of their preferred 

genre and others will sample a diverse range of materials.  

 The implications for the providers of media in terms of 

measurement efficiencies: 

 The measures must verify they have an audience, 

 To enable them to adjust their strategies for managing the 

audience, 

 And thereby monetise the results. 
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“The Long Tail” 

 

 The Internet and digital technologies has opened up the market 

for “low-occurrence niche items that would have trouble finding 

their customers in conventional geographically bound markets.”  

 The implication is that the normal distribution curve is being 

replaced by one where there is a multiplicity of choice and less 

focus on the major media – the long tail curve.  
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The Long Tail 



20 years and a fragmentation explosion:  

1992 cf 2012 

 

SOURCE: http://www.callahancreek.com/media-fragmentation-ten-things-you-can-do-right-now-1 
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Implications of fragmentation 

 Fragmentation has not resulted in reduced reach – quite the 

opposite.   

 Wider choice actually brings greater consumption per media type.  

 

 But because additional time is not allocated to greater consumption, 

it must be that… 

  Multiple platforms are being consumed at the same time 

   And/or…. 

  Less time has to be spent per media channel or title. 

 

 On the TV front, more consumers watch TV and watch more of it, 

but those larger audiences are dispersed across multiple screens, or 

stream TV content to their PCs and smart devices. Internationally, 

with rare exceptions, the mass audience accustomed to 

appointment viewing is long gone.  
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Fragmentation in South Africa 

 (

Number 

of titles 

Average 

number 

consumed 

% reach 
Number 

of titles 

Average 

number 

consumed 

% reach 

Daily newspapers 17 1.2 17% 22 1.3 31% 

Weekly newspapers 22 1.4 28% 27 1.7 33% 

Magazines 46 2.6 40% 120 3.1 54% 

Commercial radio 30 1.6 84% 33 1.8 90% 

Community radio Didn’t exist 52 1.1 18% 

30 1.6 85 2.0 

TV (no satellite) 7 1.9 59% 7 3.3 89% 

Satellite Didn’t exist ± 140 13 29% 

Mobile phone 2% 85% 
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Multitasking and fragmentation 

 Consumers’ attention is divided as media multitasking 

becomes the norm.  

 The linear consumption activity (i.e. appointments with specific 

media) of former days is now a tangle of simultaneous 

activities, some related, some not.  

 Consumers’ media fragmentation is often dictated by the 

sophistication of their devices.  

 So there is fragmentation across platforms because mass 

audiences are now dispersed across multiple platforms. 

 But there can also be fragmentation within a media type due to 

greater choice of titles or channels. 

 This could make media measurement and planning an angst 

filled task! 
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Devices used  most often 

according to Internet users* in Australia 2011 & 2012 

51% 

29% 

13% 

5% 

44% 

26% 

17% 

10% 

Laptop/netbook

Desktop/PC

Mobile phone

eReader/tablet

2011

2012

Source: Nielsen “Australian Connected Consumers” as cited in Australian Online Landscape Review – Jan 2013, Mar 27 2013 
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 The wealth of devices has helped to 

drive second-screen behavior, 

mirroring trends seen in other 

developed markets.  

 74% of users split their attention 

between a television and a web-

enabled device in 2012, an increase 

from 60% in 2011.  

 Attention is being split no matter what 

screen one is paying attention to.  

 PCs are the best at retaining the 

attention of the largest group of users 

as they engaged in other activities, 

followed by laptops, and then tablets.  

 Televisions had the worst record of 

capturing the attention of users. 





Fragmentation:  

Key take out for measurement 

 Fragmentation has implications for media research “as it will not be 

economically viable to apply conventional random sampling 

methods to the measurement of increasingly minor audiences”. 

 The decrease in the speed and increase in the cost of audience 

research on representative samples of audiences distributed across 

“different media channels and technologies” would also be difficult. 

 Some have described how “the economics of the broadcast era 

required … big buckets…. to catch huge audiences”, but this is 

being eroded by the Internet which provides access to literally 

millions of niches.  

 Whilst many niche offerings only have a few hits, in combination 

they can exceed those of the traditional media.  


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Fragmentation:  

Key take outs for measurement 

 Some disagree with the conclusion that total media time is not 

affected by fragmentation.   

 Their belief is that it is merely that media measurement has not 

developed to adequately cover new consumer practices. 

 Many believe the media industry must reconcile itself to an 

amalgam of data integration, modelling, fusion and similar 

hybrid systems. 

 A good option could be a hybrid methodology of random 

probability sampling for the bigger reach media together with 

less statistically controlled sampling for the niche media events 

in the “long tail”. 
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Media repertoires 

 Cross media measurement needs to serve multimedia 

campaigns, which by definition, must demand comparable 

metrics across media. 

 For example, readership and frequency of print cannot be 

directly compared with television audience rating points. 

 The expansion of media repertoires and the evolution of niches 

(the long tail effect) could point to the measurement of 

 rather than metrics or a 

combination of both.  

 The small audiences of the long tail do not reflect well in an 

exposure based metric; but in an engagement based one, these 

media can outperform more traditional media.   
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Media repertoires 

 Media repertoires are the most promoted means of dealing with the 

multiplicity of media choices.  

 An approach that has been put forward is a “media-centric approach 

that tallies total audience across outlets or products”. 

 The implication is that measurement is related to ‘media brands’ 

irrespective of the where and how of consumption – the brand is key 

rather than the platform.   
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Media Brand 

Trad. 

version 
Website Mobile Tablet Apps eReader 



International trends link the establishment survey data 

to a variety of dedicated media surveys via data fusion 

A
c
a
d
e
m

ic
 
r
e
v
ie

w
 

Establish

-ment  

survey 

Radio survey 

OOH survey 

Online survey 
Ambient media 

TV panel 

Readership 

survey 

Future media 

Products & 

brands survey 



‘Big Data’ 

 As the market place becomes more digitised, more 

opportunities are created for audience information systems to 

capture more granular, more real time behavioural activities to 

create census-like data.  

 Data digitisation is often called ‘big data’. 

 An example is return path data which is able to report census-

like estimates.  This helps to overcome small sample size 

problems that threaten the accuracy of panel based 

approximations for fragmented media. 

 Very few companies leverage the opportunity that digitisation 

presents.   
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‘Deep Data’

 Richard Marks (ex Kantar) in the UK talks about the game 

changing benefits of return path data from set top boxes, the 

advantages for audience measurement 

 He prefers the term ‘deep data’ for this type of data sets. 

 Some companies, for example, run a single source panel 

combined with frequent shopper cards.   

 Such practice enables actual behavioural consumption to be 

matched with media usage, demographics and psychographics. 

 There is no need to throw the baby out with the bathwater: 

traditional media metrics, new media metrics, ‘big data’ 

(internal company real time data capture) and cloud computing 

analytics can be combined through advanced statistical 

modelling. 
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Network analytics: an example of single source 

real time cross-platform measure

 An approach which focuses on the measurement of media 

synergy is that of network analytics, as used by Nielsen’s 

TV/Internet Convergence Panel.   

 The panel itself is of cross-platform data which is collected 

through electronic meters.   

 Use of meters increases the accuracy of the data while the panel 

provides a ‘single source’ and respondent level data across TV 

and internet by monitoring individual activity across all 

platforms. 

 Data is collected in near real time and is enabled through the 

extensive use of software. 

 Measurement is centred on ascertaining the degree of overlap 

between media for the same respondents on the panel.  

 This is applied in the Netherlands among others (SkO). 
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Marketing integration

 The media industry must  now “deliver experiences, not just 

content” in the new business model. 

 Advertisers are now going beyond demographics in defining 

target markets and are frequently taking into consideration 

“attitudes, motivations, behaviour and other demand 

characteristics.” 

 Later work begins to take engagement metrics into new media.  

 Consumer experience management accepts and views 

“customer engagement to consist of multiple behaviours such 

as WOM, blogging, providing customer ratings, and so on”. 

 Media metrics need to go beyond consumer size and 

characteristics to context, particularly to the conditions which 

lead to lower or higher attention. 
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1. Mobile/smartphones 

2. Tablets 

3. Computers/laptops 

4. and others…. 



Device in the home in South Africa: by lsm 
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Source: AMPS 2012 



A third of EU5 (Europe) mobile users are under 

35 years old 

EU5 SA*

7% 6% 

11% 

22% 

16% 

24% 
18% 

19% 19% 

14% 

30% 

15% 

55+

45-54

35-44

25-34

18-24

13-17
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<35 

34% 

<35 

52% 



Consumer electronics owned by internet users in select 

countries (*SA is a household decision maker incidence) 

Source: Microsoft Advertising, Flamingo Research and Ipsos OTX, “Cross-Screen Engagement Research Report” March 14, 2013 eMarketer      

*SA: AMPS 2012 Items in home – household decision maker weight 

T
h
e
 
g
lo

b
a
l 
m

a
r
k
e
t
 

T
h
e
 
S
.
A

.
 
m

a
r
k
e
t
 



Smart device penetration  

 In the USA the combined number of 

smartphones and tablets has surpassed 

the installed base of computers for the 

first time (2012). 

 46% of smartphone owners expect to use 

them more in the next 12 months. 

 69% rated their smartphone as among 

their top 3 of most value, up from 54% last 

year. 

 26% of consumers are digital omnivores 

(own a laptop, smartphone and tablet). 

 More than 80 percent of consumers are 

multi-tasking while watching TV.  

 93% of Americans place Internet access as 

the most valued household subscription.  

 

 

 

 

75% 

43% 

13% 
10% 

75% 

55% 

36% 

26% 

2011 2012
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Source: Deloitte’s “State of the Media Democracy”  Survey 



In December 2012, 75% of newly acquired 

devices were smartphones: 
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African countries’ smartphone usage 

 

 

Egypt 37% 

South Africa 19% 

Tanzania 13% 

Kenya 12% 

Nigeria 12% 

Ghana 10% 

South Africa (March ’13) 

• According to BuzzCity 

smartphone penetration 

has increased to 30% in 

S.A. 

Source:  BuzzCity, March 2013 

futurefact 2012 reveals a 30% penetration 

within the non-rural population 



But what of the future – in 5 years? 

 

 A whole cluster of factors make one think that rate of 

smartphone adoption in Africa will leave the rate of feature-

phone adoption in the dust.  

 Smartphones are more desirable than feature phones were – 

they’re three revolutions rolled into one. So the prediction: 

  

 From 2003-2008, basic mobile-phone penetration went from 6% 

to 40%, and so there are some compelling reasons to believe 

that smartphone adoption will outpace that.  
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Ownership or access to tablets in developing 

markets among urban professionals, 2012

27% 
26% 

19% 

14% 14% 
13% 

9% 

Brazil South

Africa

Mexico Russia Argentina Turkey Croatia

Note: The sample for developing markets is representative of the online population 

Source: Deloitte Global Mobile Consumer Study May-June 2012.  Sample in SA 2,088 
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Tablet adoption less age-dependent than 

smartphone ownership in developed markets  

 Tablet penetration exceeds 1 in 5 in the US.  

 The success of tablets in developed markets is in part a result 

of their adoption by age groups not traditionally seen as early 

adopters – such as older consumers.  

 Tablet adoption grew 400% in Canada in just over a year and 

a half, with a penetration rate of 15% among internet users, 

up from 3% in January 2011. 

 By 2017, predictions are that more than of the overall UK 

population and about two-thirds of internet users will have 

access to tablets. 

 Significant sharing of the devices among family and 

household members makes for a larger number of tablet 

users than owners.  
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Device share of page views in Europe 

 

Computer 

80% 

Mobile 

15% 

Tablet 

4% 

Other 

1% 

Non-

computer 

20% 
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Internet activities via computer or cell 

Total 15-24 25-34 35-49 50+

10% 
3% 

6% 

16% 

34% 

40% 52% 
42% 

26% 

15% 

50% 
45% 

51% 
58% 

51% 

Both

computer &

cell

Cell only

Computer

only
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Source: AMPS 



Share of device page traffic on a typical work 

day: UK Mon 21
st
 Jan 2013 
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Share of device page traffic on a typical weekend: 

Europe       
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Media Consumption Trends 2013: USA 

of Americans anticipate a 

desktop/ laptop computer 

to be the most-used 

technology device in their 

household. 

18-34 

Households with children 

under the age of 18 (37%) 

are more likely to consider 

replacing their 

cable/satellite subscription 

than households with no 

children (27%).  

 

Consider replacing 

television cable or 

satellite provider 

with a streaming 

media subscription 

service. 

considering 

replacing 

their laptop 

with a tablet.  

over 55 

35-54  

18-34 

over 55 

35-54  
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Source: A 





Smartphone adoption among American teens has increased substantially 

and mobile access to the internet is pervasive. One in four teens are “cell-

mostly” internet users, who say they mostly go online using their phone 

and not using some other device such as a desktop or laptop computer 

US Teen Gadget Ownership 

Source: Pew Research Centre’s Internet & American Life Project Teens and Privacy Management Survey, July 26-Sept 30, 2012 
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US teens Internet use 



said 

Mary Madden, Senior Researcher 

for the Pew Research Center’s 

Internet Project and co-author of 

the report.  


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SA Internet usage by age 

 

32% 

34% 

24% 

12% 

6% 

'04 '06 '07 '08 '09 '10 '11 '12

15-17 18-29 30-49 50-64 65+
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Source: AMPS 2012 



SA Internet usage by age: lsm 8-10 

70% 

76% 

64% 

37% 

20% 
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Source: AMPS 2012 



What are SA & UK teens doing online?  

 

68% 

65% 

24% 

12% 

9% 

5% 

2% 

61% 

73% 

28% 

43% 

40% 

35% 

18% 

Music downloads/listening to

music

Games

Listen to radio online

Watch videos online

Read newspaper/magazine

online

Shopping

Watch TV online

SA

UK
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SA Source: AMPS 2012 



Media 





Global newspaper trends 

 More than people read their 

 read daily newspapers in both  

 accessed  daily newspapers only 

 Time spent reading newspapers has remained relatively flat 

over the past five years, while internet usage levels have 

increased by approximately 20 minutes during the same period.  

 More than 40% of the world’s digital audience read a newspaper 

online, up from 34% a year ago. 

 Newspaper paid-for circulation increased by 1.1% globally in 

2011 compared with 2010, to 512 million. 

 The global newspaper audience has grown by 4.2% since 2007. 
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Online newspaper reading behaviours 

Behaviour USA Brazil Germany Russia France India

Ever visit a paper 

site (*Read a 

newspaper 

online)

69% 39% 43% 33% 44% 35% 19% 

Visit a paper site 

daily
17% 9% 12% 7% 12% 10%

Percent of pages 

viewed per 

visitor

1.1% 0.6% 1.9% 0.5% 1.6% 2.1%

World Press Trendsby Jack Loechner, Jan 1, 2013, 8:15 AM 

*SA: AMPS 2012 base: accessed the internet in the past 4 weeks 
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Web adds a fifth to UK newspaper readership, 

print still dominates  

 First combined print and online readership data shows some 

titles still see more usage on paper than by pixels, while 

others are finding booming audience growth online. 

 The difference depends on the visibility, quality and traffic to 

newspapers’ counterpart sites. 

 Small web readerships for The Daily Star and Express, which 

have never done well online, grow the titles’ total readership 

by only eight percent. 

 The Guardian, Daily Telegraph and Scotsman’s online 

audiences which exceed the print equivalent means the titles’ 

total audiences are more than doubled. 
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News consumption 

 In Europe news and information sites capture a large 

proportion of the EU online audience with nearly  8 in 10 

internet users accessing one of these sites in December 2012.  

 Time spent also increased by 10 percent, presenting a fertile 

ground for advertisers. 

 In the USA the share of people who got news from one or 

more digital forms on an average day has risen to 50%. 

 About 43% of those aged 50 to 64 got some form of digital 

news ‘yesterday’ compared with 60% of the younger age 

groups.  

 The implication appears to be that many younger people now 

read news, albeit in a different format, whereas previously 

they were not consumers of newsprint. 
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For many, mobile means more news  

Spend more time  

with news 

Turn to new sources  

for news 

Are adding to the  

news they consume 

+ 
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reading print 

editions  

reading any  

digital 

editions  

using a 

smartphone  

using a tablet 

 

 

 

using a laptop or  

desktop computer  
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Accessing newspapers/news online 

Read newspaper/magazine

online

Read/access current news

online

18% 

20% 20% 

22% 

2011 2012
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Source: AMPS 



Newspaper/magazine reading (in print/online)  

Total LSM 5-6 LSM 7-8 LSM 9-10

86% 
84% 

86% 
88% 

2% 2% 2% 1% 

18% 

11% 

18% 

22% 

Print only Online only Both print and online
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Source: AMPS 2012 



Multiplatform usage 

 While most readers frequently multitask using several media, the 

newspaper consumer follows a fairly organized routine for staying 

informed.  

 Routines are framed by informational needs and the mix of 

platforms and brands consulted during particular times, days of the 

week and locations.  

 Most consumers regularly make a point to consult a modest set of 

news brands, which also may include television or radio 

brands and websites, national newspapers, pure-play Internet news 

sites, and regular news brands posting on Facebook and Twitter.  

 The number of brands for regular checking typically is limited, 

averaging around  on  and fractionally less for computers 

or smartphones, although some readers have a much wider range.  

 Each channel provides somewhat different functional and 

experiential qualities fitting some usage occasions better than 

others, depending on the individual user’s needs and habits.  
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Waking up  

Breakfast  

Commute to work  

At home during the day  

At work or school  

At lunch  

At breaks  

After work commute  

Dinner  

After dinner  

Just before bed  
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The growing tablet & mobile news landscape 

(

  

  

sometimes or regularly  read 

 in-depth articles on their tablet  

sometimes or regularly read   

 in-depth articles on their tablet 
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Magazine media readers are social 

 

 Social media use “enhances the distribution and consumption 

of magazine content, and fosters deeper engagement among 

young readers.”  

 This generation enjoys and engages with magazine content - 

they’re just reading them in different ways.  

 The favorite social media hangouts for young magazine 

readers:  

 Facebook    

 YouTube    

 Twitter  

 Google+  

 Pinterest     
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Source: Association of Magazine Media Study 



  

(March-October 2011)   

  

 

A profile of digital-only magazine readers shows they are 

more likely to be well-educated, affluent young men, a 

demographic group much sought after by marketers.  

Digital-only magazine reading is 11% of total gross 

audience  
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Source:  





PVR households in South Africa

2008 3009 2010 2011 2012

191,000 

307,000 
329,000 

439,000 

716,000 

2008 3009 2010 2011 2012
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Source: AMPS (household weight) 

+275% 

in 5 

years 



Habits of people in S.A. who have a PVR in their 

home 
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Source: AMPS (population weight) 

1.8million people with a 

PVR in their home  

(716k households) 

627,000 (34%) watched 

a programme via DStv’s 

catch-up in the past 4 

weeks 

311,000 (17%) have 

watched a movie on 

DStv’s Box Office in 

the past 4 weeks 



DVR usage represents growing chunk of TV 

time  

 2006 to 2011, the average US adult spent 

on a year-over-year basis watching TV content (live or time 

shifted) during the first 4 weeks of the 2011 season in 

September, according to a February 2012 analysis from 

Nielsen.  

This is attributable to a rise in DVR usage:  

 The proportion of total TV time spent watching live TV has 

dropped from  in 2006 to  in 2011.  

 DVR usage has grown fivefold from  to  of time during 

that period.  

 Live TV gets smaller share for youth. 
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Source: Nielsen analysis 2012 



DVR usage: Global Average March 2013 

29% 

36% 

77% 

68% 

% of TV viewing

that is recorded

content

% of recoded

content never

viewed

% who recorded

because there is

other content airing

at the same time

which the viewer

would prefer to

wach live

% who recorded to

skip ads
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Source:  



Ways that users have watched time-shifted TV 

series, by demographic, Feb 2013

On-demand 42% 40% 47% 45% 41% 35% 41% 

Hulu/Hulu Plus/Netflix 

streaming 
41% 39% 71% 60% 33% 19% 40% 

TIVo or other recording 

device (viewed later) 
37% 37% 27% 46% 40% 36% 37% 

Purchasing, renting, 

borrowing on DVD 
33% 26% 46% 36% 28% 19% 29% 
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Source:  



A multi-screen future for on demand TV (  

 The overall percentage of adults watching television on demand 

has remained consistent across 2012 at 47%, but there has been 

a shift in the devices used for this on demand viewing. 

 Viewing content on demand through a 

over the course of 2012. The 

over the same period while 

 The most common screen for on demand TV viewing is the 

television (33% of adults have watched on demand through a TV 

set in the last month) followed by laptop/desktop computers 

(20%) tablets (5%) and mobile phones (5%). 

 Viewing via mobile devices, such as smartphones and tablets, is 

growing, in part because of increasing ownership of the devices 

but also because mobile viewing fulfills a different need. These 

screens, although smaller, give access to TV content where the 

TV set is not available. 
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Source:  



BBC iPlayer performance: May 2013 

 257 million BBC iPlayer requests in May – equalling that of April, with 

trend of requests across PC, mobile, tablet and connected TV remaining 

consistent with previous month. 

 Average daily requests remained strong at just under 8 million, and 

weekly requests were steady on 53 million. 

 Record 76 million requests for radio programmes – continuing the 

trend of listening to BBC radio programmes via BBC iPlayer. 

 The profile of BBC iPlayer users has evened out over time in terms of 

male/female ratio, but remains strongly under-55 in terms of age, 

which is younger than the typical TV viewer or radio listener’s profile 

(although more in line with home broadband users). 

 BBC iPlayer is used for TV at roughly the same time of day as linear TV 

viewing, although there is proportionally more daytime and late-peak 

use.  

 For radio, BBC iPlayer is used far more in daytime than traditional radio 

listening, which peaks at breakfast-time. 
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BBC iPlayer: 

13 14 
21 24 

38 33 31 
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Smartphone subscribers watching videos on 

their mobile devices is increasing 

2011 2012

16% 

37% 

: % of smartphone 

subscribers watching TV 

and/or video on mobile phone 
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2011 2012

21% 
23% 

: % of cell phone owners 

who access the internet via 

their phone - watching TV 

and/or video on mobile phone 

Source: AMPS 
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Different ways of using multi screens 
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Source: Google/Ipsos/Sterling, 2012 

The US is a nation of 

multi-screeners.  Most of 

consumers’ media time 

today is spent in front of a 

screen – computer, 

smartphone, tablet and TV. 

The device chosen to 

use most often is driven by 

context:  where they are, 

what they want to 

accomplish and the amount 

of time needed. 

There are two main 

modes of multi-screening: 

Sequential screening 

where they move between 

devices. 

Simultaneous screening 

where they use multiple 

devices at the same time. 

TV no longer 

commands their full 

attention as it has become 

one of the most common 

devices that is used 

 with other 

screens. 



Different ways of using multi screens 
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Source: Google/Ipsos/Sterling, 2012 

Portable screens allow 

them to move easily from 

one device to another to 

achieve a task.  Search is 

the most common bridge 

between devices in this 

sequential usage. 

The majority of the 

times that they use devices 

simultaneously, their 

attention is split between 

distinct activities on each 

device. 

Smartphones are the 

backbone of their daily 

media interactions.  They 

have the highest number of 

user interactions per day 

and serve as the most 

common starting point for 

activities across multiple 

screens. 

Multiple screens make 

them feel more efficient 

because they can act 

spontaneously and get a 

sense of accomplishment – 

this results in a sense of 

“found time”. 



Multi-screening behaviour 

There are 4 paths of multi-screening behaviours: 

 : consumers use 2 or more screens to access 

separate or unrelated content.  

 While this is akin to distraction behaviour, many multi-screeners also 

use multiple devices to engage in “spider-webbing”, where they view 

related content on multiple devices at the same time.  

 is curiosity-driven, where consumers look for 

information that can enhance their primary screen experience.  

 Less common, but still significant, is  

 behaviour: consumers start an activity on one device and 

continue it on another. This type of behaviour is generally begun at 

work or while on-the-go, and is driven by a desire for efficiency.  

 consumers share and connect with others 

as their other device activity, such as by social networking while 

watching TV. The catalyst for this type of behaviour is often TV. 
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Social conversations about TV: March 2013 
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% of consumers indicating that they follow media conversations (either 

passive or active) about a program on a companion device (phone or tablet) 

while watching the program. 
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Audio: Digital drives listener experience  

 Overall, audio has gained traction in the U.S. as more and 

more ways of listening emerge and listening is perhaps the 

platform most conducive to today’s propensity towards multi-

tasking.  

 Among the choices, digital streaming seems to carry the most 

momentum, though traditional AM/FM still reaches far more 

Americans. 

The vast majority of the listeners… 

  got their radio news through AM/FM broadcasts  

  listened through satellite news radio  

 through a computer 

  through a handheld device like a cell phone or MP3 player. 
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Source:  



Podcasting 

 Podcast listening has grown considerably in the last two 

years, although it still reaches only a minority of Americans.  

 Survey data from summer 2012, showed some of U.S. 

adults listen to a news podcast downloaded to their 

computer, tablet, cellphone or MP3 player at least sometimes, 

twice as high as in 2010. 

 Awareness, though, seems to have mostly leveled off. In 

2012, about  of the U.S. population age 12 or older had 

heard of podcasting. That is up one percentage point from 

2011. 
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Source:  



Younger consumers turn up digital music 

listening 

 Internet radio is running on 

terrestrial radio’s coattails.  

 The Q4 2012 study, which 

surveyed US consumers ages 

13 to 35, found that AM/FM 

radio is still the primary 

method for music listening, 

cited by 24% of respondents.  

 However, internet radio is just 

behind with a 23% share.  

 CDs fell to account for a lowly 

9% of music listening, and 

satellite only accounted for 5%. 

24% 

23% 

15% 

14% 

9% 

5% 

10% 

AM/FM

Internet radio

Digital files

On demand

CDs

Satellite

Other

Primary method used to listen to 

music according to US internet 

users, Q4 2012, Feb 2012 
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Listening to music and/or radio  in S.A 

Total 15-24 25-34 35-49 50+

3% 
2% 

3% 3% 
4% 

17% 

23% 

18% 

11% 

5% 

19% 

24% 

20% 

14% 

8% 

On computer On cell phone On computer or cell phone
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Source: AMPS 2012 

Listen to the radio online 



Listening to music and/or radio  in S.A 

On computer On cell phone On computer or cell

phone

4% 

14% 

17% 

3% 

17% 

19% 

2011 2012
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Source: AMPS 

Listen to the radio online: changes 



Listening to music and/or radio  in S.A 

Total 15-24 25-34 35-49 50+

4% 

3% 

6% 

5% 

4% 

7% 

8% 

9% 

4% 

3% 

10% 10% 

12% 

8% 

6% 

On computer On cell phone On computer or cell phone
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Source: AMPS 2012 

Downloaded a podcast online 



Listening to music and/or radio  in S.A 

On computer On cell phone On computer or cell

phone

4% 
4% 

7% 

4% 

7% 

10% 

2011 2012
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Source: AMPS 

Downloaded a podcast online: changes 



Listening to music and/or radio  in S.A 

Total 15-24 25-34 35-49 50+

26% 

45% 

34% 

16% 

4% 

33% 

49% 

42% 

25% 

10% 

Download/listen to music on cell phone (not radio) Listen to the radio on cell phone
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Source: AMPS 2012 

Activities in the past 4 weeks 



Listening to music and/or radio  in S.A 

2010 2011 2012
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33% 
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Source: AMPS 

Listened to the radio on cell: changes 





Digital signage (DOOH) measurements 

 Digital Signage is among the fastest growing media these 

days.  

 Marketers are able to finely define broadcasting strategies 

down to every single screen because of the ease with which 

content is updated as well as the proximity to the purchasing 

act. 

 Nonetheless, most digital signage networks still lack the solid 

audience metrics necessary to prove their impact. 

 Some companies are finding ways to deal with this by using a 

simple video sensor and image processing technology to 

count actual viewers while accurately measuring dwell times - 

and estimating the gender and age distributions.  



A new metric 

 Some outdoor JICS have adopted a new outdoor metric to 

make it more comparable to other media. 

 In the USA the Traffic Audit Bureau has conceived a currency 

to provide more accurate audience data compared with DEC, 

the Daily Effective Circulation, the previous measurement. 

 Where DEC measured the audience which had the 

"opportunity to see" a billboard or outdoor location, "Eyes On” 

measures the audience that is "likely to see" an outdoor ad, 

including rich demographic and ethnographic data for the 

first time.  



A new metric 

 This metric is also being adopted by Route (UK), Move (Australia) 

among others – regardless of how data is captured. 

 

 

 

 

 

 

 Visibility factors could include the individual’s mode of transport, 

speed, and the viewing location as well as ‘face metrics’ such as 

visual size and illumination.  



 

 

 

OTS VI LTS 

Opportunity to 

see 

Visibility  

index 

Likelihood  

to see 



Discussion and implications 



Media metrics in the face of fragmentation and 

digitisation 

 Media fragmentation and data digitisation provide both threat and 

opportunity to audience measurement.  

 The long tail is a sign of the degree of divergence yet it represents 

niches of more engaged consumers which means more effective 

targeting and adspend.   

 Some old solutions, such as an understanding and implementation of 

media synergy principles, can have great value in this space.   

 The longstanding knowledge of engagement as an effectiveness metric 

can now begin to be tapped as the industry is pulled beyond the 

fundamentals of metrics on exposure. 

 While media are becoming more diverse, the need for greater 

uniformity in cross media measurement is felt.   

 Single medium metrics that are unrelated to each other statistically do 

not enable effective cross media planning.  There have been moves to 

create metrics which span media and thus enable better budget 

allocation and multi-media planning. 

 

 

 

 



Keep the baby in the bathwater….. 

 Survey and fusion approaches to audience information systems 

globally have begun to include the engagement metrics through 

additional questions or electronically prompted responses 

during the day.   

 Some have been extremely innovative in combining disparate 

sets of consumer information eg media and actual behaviour 

through shopper cards. 

 A few of the most innovative in the USA have made use of 

passive measurement and data fusion and return path data.   

 Passive measurement enables ‘big data’ to be utilised as well as 

diminishing the problems respondents may have had with recall 

measures previously. 

 

 

 

 



Key take outs 

 Current systems should probably be integrated and enhanced 

rather than replaced; they provide a host of variables that make 

key marketing functions, such as consumer profiling, possible 

and they provide linking data to other surveys or sources for 

fusion purposes.  

 When combined with digital and questions on engagement 

which span media, the quality of the exposure data which 

single source data provide is much enhanced. 

 However, if appropriate innovative “parallel/co-incidental” 

studies identify new routes and adaptations that are palpably 

better for accommodating the big change waves, then in some 

cases basic systems could be modified quite substantially and 

require a change in mindset on the part of users of the data. 

 

 

 

 

 



Key issues in the South African reality

 South Africa, like India and other emerging markets, does not  

have the degree of digitisation evident in the more 

technologically mature and wealthier nations.   

 Nevertheless, South Africa’s (and Africa’s) mobile technology is 

fast leapfrogging the digital divide and is providing a means 

whereby data velocity, volume and variety can start to catch up 

with other more developed countries.   

 



The future in the South African reality?

 The future could well be a combination of an establishment 

survey providing consumer depth and media engagement 

metrics which can then be fused with other data sources where 

actual behaviour has been tracked digitally. 

 All this can be managed back to an integrated media usage 

metric through analytics or other cross platform measures. 

 In timing terms the inclusion of elements missing in the current 

AMPS mix could be addressed with immediate effect while other 

evolutions are likely to take a great deal more development and 

testing before being introduced. 

 

 

 

 



Where the future proofing project could signal a 

brave new world of media research…… 

 An establishment survey could be based on a (media) brand-

centric rather than a platform-centric approach, contrary to 

the current methodology which is based on the latter. 

 This could apply to any media type eg print titles whether 

traditional or online or mobi sites; radio stations whether 

streamed, podcasts or live; TV stations whether recorded, 

streamed or live etc.   

 The universality of the approach would allow for the macro 

measurement to be comparable across media types. 

 Fusion of the macro dataset with media specific datasets (eg 

ratings, quarter hour listening, AIRs, etc) via the inclusion of 

relevant variables, could enhance the value of the micro data. 

 Clearly statisticians would have to be brought into the picture 

within an array of parallel studies. 

 



A giant leap! 

 A great deal of experimentation would have to take place 

before any changes of this magnitude are implemented. 

 We will need to allow plenty of time to make errors, adjust the 

processes and try again and then expose the findings in full 

to the relevant stakeholders for informed decision making . 

 Ultimately though, we can choose to lead as determined by 

the change wave, or we can choose to be fast followers at a 

later stage.   

 It is not possible to stay as we are and continue to have 

relevant measurement techniques in a changing media milieu. 



Thank you 


