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This report is designed to provide insight into the media consumption, interests and lifestyle of South
Africans. This is the perfect reference report for all marketers when creating marketing and media strategies.

The consumer analysis is based on an annual consumer survey among a nationally representative sample of
more than 20,000 people - All Media and Products Survey conducted by the South African Advertising
Research Foundation.

Some of the key questions the report will help you to answer are:

How do you engage with South Africans? e.g. lifestyle, culture, internet, sports, music interests
What media do you use to communicate to them? e.g. TV, radio, newspapers, magazines
What are the important consumer trends that should be included in your business strategy?

The report looks at a national level as well as a detailed segmentation according to gender and affluence
(LSM 1-4, 5-7 and 8-10) making it the perfect reference report for anyone who wants to understand how to
market to South Africans.

Why purchase this market research report?

The report focuses on consumer-based intelligence — the most valuable brand asset
Provides a comprehensive analysis of the “big picture” with consumer/market trends
92 page report with 100+ charts, graphs, tables

Salient points and key insights are highlighted and summarised in comment boxes on each page 2
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Knowledge equals Power

SCREENSHOTS FROM REPORT

92 page report with 120+ charts, graphs, tables and insights
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Newspaper readership: by LSM
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Any 'AMPS' Newspaper

Any 'AMPS' Daily Any 'AMPS' Weekly

HLSM1-4 ELSM5-6 MLSM7-8 ELSM9-10 mTotal
Newspaper readership Any 'AMPS' Daily Any 'AMPS' Weekly Any 'AMPS' Newspaper
LSM 1-4 1594 796 1709 106 2 754 828
LSM 5-6 3671999 3 881 866 5645 248
LSM 7-8 2451959 2 746 798 3 556 365
LSM 9-10 2 125 367 2 730 446 3265526
Total 9844121 11068 216 15221967

¢ SAAREF lists 52 newspapers in the AMPS survey.
¢ 49% of the South African population read at least one of them.

¢ LSM 9-10 are the biggest newspaper readers with 73% reading any newspaper, 61% reading weekly newspapers and 48%
reading daily ones.

¢ Weekly newspapers (35%) are more widely read than daily newspapers (31%) particularly among LSM 9-10.

Source: AMPS 2008B (Adults 16+) Note: all figures are calculated on average issue readership
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Top 10 radio stations listened to in past 7 days
50%
40%
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20% 19%
14% 14%
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10% & 9% 9% .
0 T 6% 6% 6%
0% e e e e S S S S S S
Ukhozi FM Umhlobo Metro fm Lesedi FM Motsweding Thobela FM 94.2 5FM GAGASI RSG
Wenene FM FM Jacaranda 99.5
Top 10 Radio
stations listened to Umhlobo Motsweding 94.2
in past 7 days Ukhozi FM | Wenene FM | Metrofm | Lesedi FM FM Thobela FM | Jacaranda 5FM GAGASI 99.5 RSG
Number 5812 253 4511 925 4277 446 3416 117 2 859 526 2 803 384 2283314 1896 802 1817 485 1816 487
Ukhozi FM (19%), Umhlobo Wenene (14%) and Metro FM (14%) were the top 10 radio stations listened to in the past 7 days.
The top 6 radio stations are predominantly targeted at African language speakers, while 5FM (6%) is targeted predominantly at English
speakers, and RSG (6%) at Afrikaans speakers.
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CELLPHONE USAGE
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Source: AMPS 2008B (Adults 16+)

Personally own, rent or have use of a cellphone Cellphone payment mechanism
H Yes H Contract
H No H Pre-paid
87.4%
Personally own, rent or have use of a cellphone? Number Cellphone payment mechanism Number
Yes 21,243,512 Contract 2,676,922
No 10,061,505 Pre-paid 18,566,590
68% of the South African population own, rent or have use of a cellphone.
Of the people who own cellphones, 87% use a prepaid payment mechanism and 13% are on contract.
6
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FAVOURITE MUSIC <
Top 10 favourite types of music Music Type Number
100% Gospel 19,724,390
80% |39 Love songs/Ballads 9,352,135
60% Kwaito 8,650,495
40% 30% o B 3Py TR House Music 8,523,032
20% Qg D """""""" D """""""""""""""" |_| "I Jazz/Fusion/Blues 6,663,683
0% el -
N ST TR R - Rap/Hip-Hop 6,471,465
& g,\\ & N OQ\‘b\ < &%\% Qg@ &0 & Rhythm & Blues/Soul 6,191,088
9 ; Q
s° & F R %,Q’\ RN Reggae 5,887,962
e’ P N .
S Ng S Maskhandi 4,821,613
< Mbhaqganga 4,538,352

Gospel music (63%) has the highest following amongst South Africans,
followed by Love songs/ballads (30%).

mid 80s has since developed to become the most popular social economical
form of representation among the populous with a 28% following amongst
South Africans.

South Africa is also very well known for its Jazz scene, and has produced
world-famous jazz musicians, notably Hugh Masekela, Jonas Gwangwa,
Abdullah Ibrahim, Miriam Makeba, Jonathan Butler, Chris McGregor, and
Sathima Bea Benjamin.

created itself out of the mingling of local ideas and forms with those imported
from outside the country, giving it all a special twist that carries with it the
unmistakable flavour of the country.

Kwaito, a new specifically South African music genre that was developed in the

From the earliest colonial days until the present time, South African music has

Source: AMPS 2008B (Adults 16+); South African Government Information
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Analytix Business Intelligence is a South African marketing planning and business intelligence
company who conduct local and global market research and analysis to help companies make
smarter, more accountable decisions and improve their return on investment.

We are an independent company with the expertise and resources to provide objective and
reliable market intelligence reports.

We have compiled and are in the process of compiling a number of South African reports with the
intention of providing affordable South African market insight to companies and individuals.

In addition, we are experts at doing desk and Internet research to create customised reports
regarding consumer segments, industries or markets.

We provide customised marketing planning, market research and analytical solutions so if you
have specific needs and requirements, please contact us directly.

COPYRIGHT

Copyright in this work is vested in Analytix Marketing Solutions (Registration no: 2005/175370/23) trading as Analytix Business Intelligence
and the document is issued in confidence for the purpose only for which it is supplied. It must not be reproduced in whole or in part or used for
tendering or commercial purposes except under an agreement or with the consent in writing of Analytix Business Intelligence.

Analytix Business Intelligence endeavours to provide accurate information. Whilst information, advice or comment is believed to be correct at
the time of publication, the publisher cannot accept any responsibility for its completeness or accuracy. Accordingly, the publisher,

author or distributor shall not be liable to any person or entity with respect to any loss or damage caused or alleged to be caused directly or
indirectly by what is contained in or left out of this report.
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ORDERING FORM

ORDERING INSTRUCTIONS

(1.) Complete the order form & fax back to 086 671-2165 or email to info@analytixbi.com (2.) An invoice will be generated and e-mailed
(3.) The report will be emailed in PDF format upon receipt of payment or when proof of payment has been provided (4.) All prices exclude
14 % VAT

COMPANY DETAILS

Company Name:

Postal Address:

Town/City: Postal Code:
Tel Number: Fax Number:
Your email address: Billing email:
Your name: VAT number:

CONFIRMATION: I/we wish to order this publication (please tick)

Title of Publication Total Ex Vat
South Africa Country Report: Media and Marketing R7,500

ACKNOWLEDGEMENT

| am authorised to order this publication on behalf of the company and agree to the payment terms.

Client (Print Name) Signature Capacity Date
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CAPE TOWN JOHANNESBURG
Telephone: +27 (0) 21 551 7066 Telephone: +27 (0) 11 258 8731
Fax: +27 (0) 86 671 2165 Fax: +27 (0) 11 258 8511
Physical Address: Unit B16 Physical Address:  Country Club Estate
Century Square Building 2
Heron Crescent Woodlands Drive,
Century City Woodmead
7441 2052
Cape Town Johannesburg
Western Cape Gauteng
South Africa South Africa
Email: info@analytixbi.com

Web Address: www.analytixbi.com
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