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Executive Summary
South Africa has always had a highly opinionated
media for a number of decades. The apartheid
regime tried to restrain the country's newspapers,
using laws, harassment and imprisonment.
Regardless of this, South Africa's media continued
to report on all the news they could. With the advent
of democracy in 1994, South Africa's newspapers
were freed from all restrictions.
Free speech and a free media are entrenched in the
South African Constitution Act No. 108 of 1996.
The Act protects and provides for freedom of the
media, freedom of expression and access to
information. This is further supported by the
legislative framework giving effect to the
constitution. The Media Development and Diversity
Agency (MDDA) Act is derived from the
constitution.
(http://www.unesco.org/webworld/fed/temp/communic
ation_democracy/windhoek.htm last visited 18 March
2013)
Media is an important medium for communication.
It informs, educates, entertains and provides a
platform for dialogue necessary for democratic
discourse. Diverse views and opinions coupled
with diverse sources of information empower and
enrich citizens to participate in a people driven
democracy. However, this study revealed that print
media is still owned and controlled by a few media
companies which are mainly white owned.
As of 2013, the media landscape is still dominated
by the “Big 4”, with two fairly big players that have
recently joined in. The “Big 4” are Caxton, Naspers
subsidiary Media24, Independent Newspapers
now Sekunjalo Independent Newspapers and
Times Media Group. The fairly new entrants are
the Mail & Guardian and The New Age, which are
owned and controlled by none whites.
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There are also a number of small commercial and
community media projects that play a role in the
media industry. These are mainly small projects,
often run or controlled by one person and with
less than 10 years in operation. They mainly
publish in English and vernacular, with very few
publishing in vernacular only.
These small commercial and community players
often face stiff competition from the “Big 4”, as
they lack the resources and somehow are
dependent on them for example, in printing
needs. Often, if a small commercial media
thrives, it usually faces the risk of being taken over
by one of the “Big 4” or suffocated through stiff
competition until they die out.
Following the study by Z-Coms in 2009, which
revealed that print media is lagging behind in
terms of transformation of ownership and control,
MDDA then commissioned Quest Research
Services (QRS) to conduct a study to assess the
levels of transformation in the print media industry
in South Africa. This research report will provide
MDDA with an in-depth understanding of the
current media landcape, contextual framework
and the historical overview of the South African
print media industry.

Executive Summary Cont..
An area mapping and environmental scanning was
performed to find the number of print media
projects and their ownership in the country. QRS
also investigated transformation in the industry in
terms of the following indicators;
·Ÿ Media ownership and control – who is
mainly owning and controlling print
media in South Africa
Ÿ
· Language - the study endeavoured to
find out what proportion of the print
media houses are publishing in South
African official languages, i.e. what
languages are mostly used in print
media
·Ÿ Skills development - the research
tried to assess how much goes into
training
·Ÿ Advertising and marketing - the
distribution of advertising adspend
between mainstream, community &
commercial newspapers and
magazines
The main objectives of the study were the
following;
· To outline or paint a picture of the
concentration of ownership and control of
print media in South Africa
· To establish and assess the extent to which
the previously disadvantaged communities
are taking up ownership and control of the
print media industry
· The study engaged small commercial and
community newspapers as per the
MDDA's definition and also the
mainstream newspapers and magazines.

·

The entire value chain was investigated.

A mixture of methodologies were employed, these
comprised
desktop research, face to face
interviews and Computer Aided Telephonic
Interviews (CATI). A census approach was used
to ensure that all print media houses in South
Africa are covered. QRS received a list of MDDA
beneficiaries, a list of members of the Association
of Independent Publishers (AIP) and from Print
and Digital Media South Africa (PDMSA).
Referrals were also followed in the study, as they
helped identify small projects that were not listed.
This report covers findings of desktop, qualitative
and quantitative research.
Desktop Summary
The overview shows that the control of print media
is still in the hands of a few big print media
houses, who control the whole value chain and
have a hand in other forms of media such as
electronic. These big players are mainly white
owned companies and publish mostly in English
and Afrikaans .
Desktop research revealed that the “Big 4” enjoy
big adspend while the small commercial and
community newspaper battle for survival.
The study also showed how small commercial

newspapers, magazines and community
newspapers depend on these big print houses for
services such as printing.

5

Executive Summary Cont..
Qualitative summary
· Interviews were conducted with print media
owners to establish ownership and control
of the media projects
· A majority of the projects were run or owned
by one person and having one publication.
Most had been in business for less than 10
years, had received a grant from MDDA or
some organization or are trying to be self
sustainable
· A considerable number of black women
almost (50%) own print media projects
· Overall, the results of the study revealed
that very few of the small commercial and /
or community print owners publish only in
vernacular; most publish in English or both
· A majority of print media owners mentioned
the lack of advertising and competition from
big media newspapers as barriers to their
success
Quantitative summary
Where face to face interviews could not be
conducted, telephone interviews were done.
· Gauteng, KwaZulu Natal and the Eastern
Cape account for more print projects while
areas such as North West and Northern
Cape have the lowest figures
· Almost half of the print media owners were
between the ages 35-49
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·

·
·

·

·
·

78% of small commercial and community
media owners print externally as they do
not have their own printing machinery
89% of print projects do their own
marketing due to cost implications
71% of print media organisations
received funding from the MDDA with very
few receiving from other organizations
such as Kgulo Trust, Mott Foundation and
Absa Bank
Lack of financial resources and securing
advertisers were perceived as the biggest
challenges to the organisations
68% of the print owners were in favour of
print media cooperatives
Respondents recommended that the
government should be actively involved in
ensuring that small projects and
community projects received funding and
set up policies that would speed up
transformation in the media industry.

Introduction

The Print Media landscape in post 1994 South
Africa has not transformed much in terms of
ownership and control as it is still owned and
controlled by white shareholders. Despite the
various interventions by the government through
promotion of transformation processes and Black
Economic Empowerment (BEE), the majority of
print media in South Africa is still owned and
dominated by a few companies. South Africa's
media is controlled by a handful of large
corporations whose interests stretched from
newspapers to magazines and the internet. There
were plenty of small independent media houses,
which publish magazines as well as in-house and
business-to-business journals, but the major
media owners were Media24, Independent
Newspapers, Times Media Group, the Caxton and
CTP Group.

These four owned almost all the major
newspapers and community newspapers, most of
the consumer magazine titles, specialist
magazines, and had a finger in internet and
broadcast pies.

The challenges in lack of transformation cuts
across the entire value chain from publishing,
printing, distribution, advertising, research, news
agencies, ABC certification, skills and diversity of
content etc. This research study focussed on the
whole value chain and tried to identify the pitfalls,
especially with regards to the transformation in the
print media industry in South Africa.
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Background of the Study

The South African Constitution Act No. 108 of
1996, provides for freedom of expression and
access to information in Sections 16 and 32
respectively. The Media Development and
Diversity Agency was established by legislation
(the MDDA Act No 13 of 2002) to create an
enabling environment for media development and
diversity in South Africa (including radio, television,
newspapers, magazines and new media).
According to the MDDA Act, the MDDA is
mandated, amongst other things, to:
·

Create an enabling environment for media
development and diversity that is conducive
to public discourse and which reflects the
needs and aspirations of all South Africans.

·

Redress exclusion and marginalization of
disadvantaged communities and persons
from access to the media and the media
industry.

·
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Promote media development and diversity
by providing support primarily to community
and small commercial media projects.
(Preamble, MDDA Act, 2002)

The objective of the Agency is to promote
development and diversity in the South African
media throughout the country, consistent with
the right to freedom of expression as entrenched
in section 16 (1) of the Constitution, in particular;
(a) freedom of the press and other media; and
(b) freedom to receive and impart information or
ideas.
The Agency was established to:
·

Encourage ownership and control of, and
access to, media by Historically
Disadvantaged Communities as well as by
Historically Diminished Indigenous
language and cultural groups,

·

Encourage the development of human
resources and training, and capacity
building, within the media industry,
especially amongst Historically
Disadvantaged Groups,

·

Encourage the channeling of resources to
the community media and small
commercial media sectors,

Background of the Study Cont..
These definitions are aligned to the Electronic
Communications Act o f 2005.
The overall objective of the MDDA is to ensure
that all citizens can access information in a
language of their choice and to transform media
access, ownership and control patterns in South
Africa. The Agency's purpose is to strengthen
the sector through provision and leveraging of
resources, knowledge and skills in pursuit of
promoting media development and diversity.
Parliamentary Indaba 2011

·

Raise public awareness with regards to
media development and diversity issues,

·

Support initiatives which promote literacy
and a culture of reading,

·

Encourage research regarding media
development and diversity, and

·

Liaise with other statutory bodies, such as
ICASA and USAASA.

The MDDA is entrusted with the responsibility of
promoting media development and diversity in
South Africa by, amongst others, providing
financial and other support to community (nonprofit) and small commercial media projects. The
MDDA Act defines “community media as any
media project that is owned and controlled by the
community where any financial surplus generated
is reinvested in the media project”. Small
commercial media means independent media
enterprises or initiatives that are run for personal
gain as micro, very small or small businesses as
classified in the National Small Business Act, (Act
No. 102 of 1996).

In September 2011, industry associations, lobby
groups, small commercial & community media
representatives and organs of the state attended
the Parliamentary Indaba. The Indaba was seen
as the beginning of a process aimed at confronting
the challenges of transformation and diversity in
print media and provide solutions for urgent
implementation.
The committee called on the
Government Communication and Information
System (GCIS) and MDDA to conduct research on
updated data on trends and ownership and
control. The committee also called on the
Competition Commission to prioritise a probe into
a possible anti-competitive behaviour into the print
media processes and the entire value chain.
During the Indaba, it was also noted with regret
that the average black ownership in South African
media to date was 14% and women participation at
board and management level was 4.44%.
Discussions looked at media diversity and
measurement thereof, challenges in the value
chain from writing, publishing, printing, distribution
& advertising barriers to entry. Also, the abuse of
dominance, fixing trading conditions, ownership &
control, language, gender and content etc.
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Background of the Study Cont..
Having regard to the above mentioned challenges
in the industry, the committee noted that print
media transformation needed to be speeded up to
ensure that the industry mirrors the present
democratic dispensation.
Press Freedom Commission
The Press Freedom Commission (PFC), in its April
2012 report, recommended considerations for
content diversification, skills development and
training, a media charter and support for
community media.
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Research Objectives
Primary Objectives of the Study
MDDA commissioned Quest Research Services (QRS) to carry out a study to assess the progress made
thus far with regards to the transformation within the print media industry, particularly looking at;
· Ownership and control
· Language,
· Skills development,
· Contributions to promoting media diversity through the MDDA, access to printing and distribution
among others
· Advertising and Marketing
· The entire value chain of the print media industry was investigated

Figure 1: Showing the print media value chain
Area mapping and environmental scanning
· Intensive area mapping and environmental scanning of the print media scope to ascertain the
number of print media projects and enterprises in the country on a national, provincial and district
municipality basis showing the exact numbers.
· The data gathered from the study was viewed, interpreted and visualised in ways that show trends
and patterns on the South African map
Allocative and operational control
· QRS established who are the major players in the print media industry
Secondary Objectives of the Study
·

·

·
·
·

To discover the progress made to date in ensuring diversity in media ownership and control in
the print media sector, for example, the compliance with BEE legislation and probing beyond
the BEE certificate
To understand ownership of the printing press, who owns printing, is there any transformation
thus far within the chain as well as to come up with recommendations as to what needs to be
done to fast track transformation
To understand ownership of the distribution networks for print media, how the distribution is
done and to see if the media cooperatives have been considered as a working model
To increase an understanding of ownership of news agencies
Investigate equity in respect of race, gender and management. This was investigated through
finding out, for example, the number of Historically Disadvantaged Individuals who manage,
own and control the print media.
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Scope of the Study
·

Content diversity
QRS investigated the pluralism of the print media in
order to understand their contribution to meaningful
and constructive public debate. The study also
aimed to ascertain to what extent the print media is
increasing public awareness of diverse opinions, by
providing different groups in society with the
opportunity to publish through the various print
media in the 11 official languages.
QRS also investigated the proportion of the print
media houses publishing in the 11 South African
languages. This will assist in diversifying languages
used in print media since the MDDA is mandated with
the preservation of minority languages. In
determining which languages are mostly used in
print media the study investigated the availability of
print media and news sources in the 11 official
languages

Skills development
· QRS also investigated how much print
media had invested in training and
development programmes to find out if
enough or more can be done in terms of
“Non-Financial” support
Advertising and Marketing
·

·
·

·
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The Gender links website talks about
gender mainstreaming which is in
alignment with the SADC Protocol on
gender and development that was adopted
in August 2008, which takes cognisance of
the fact that all efforts such as research
interventions, media reforms, media
education and training, outreach
campaigns, media policies and programs
must consider gender from the beginning.
It calls for measures to promote the equal
representation of women in ownership of
media houses and decision making
positions. The study tried to estimate the
number of people by gender in the print
media sector who were trained through the
MDDA initiatives.

The study looked at the responsibility that
advertising and marketing have when it
comes to media development, something
that may be considered as misleading like
'doctors who heal everything’
The role of advertising and marketing vis-avis media development and diversity
To what extent is developmental media
produced in other languages other than
English and Afrikaans is supported by
advertising and marketing
The study sought to determine the
distribution of adspend between
mainstream, community, commercial
newspapers and magazines

Scope of the Study Cont...

The study engaged the following:

Figure 2: All print media that was engaged
The intention of the research study was to provide MDDA with an in-depth view of the current media
landscape. The report explores media ownership and control particularly focusing on the percentage
of ownership by Historically Disadvantaged Individuals (HDI).
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Primary Methodology

A mixture of methodologies were employed, these

Professionally trained interviewers were used to

comprised desktop research, face to face

collect the data, the selection criteria of the team

interviews and CATI to address the objectives of

that gathered the data was based on two

the study. A census approach was used to ensure

attributes;

that all print media houses in South Africa are

·Ÿ understanding MDDA's business as well as;

covered. QRS received a list of MDDA

·Ÿ the objectives of the study. Interviewers worked

beneficiaries, a list of members of the Association

closely with the field manager and supervisors

of Independent Publishers (AIP) and from Print and

to assure quality of data collected.

Digital Media South Africa (PDMSA).

Referrals

were also used in this study, this is where other
publishers and / or owners of small print media
projects were asked to identify any other print
media companies found around their area.
helped identify other small unlisted projects.
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This

Research Findings
Desktop

The History of the Print Media in South Africa
The history of South Africa's print media dates back
211 years. The first small bilingual newspaper,
The Cape Town Gazette and African Advertiser /
Kaapsche Stads Courant en Afrikaanse Berigter,
was published in 1800. This was the only
newspaper that was allowed and it was printed on a
government-owned press (De Beer, 1998:87).
The Commercial Advertiser was published in 1824
in English and was known as the government's
newspaper. The first Afrikaans newspaper, Di
Patriot, was in publication from 1876 to1904. It was
the mouth piece of the Genootskap Van Regte
Afrikaners and later of the Afrikanerbond in the
Cape. Di Patriot lost many of its readers after
1892; however, it was an important vehicle in
establishing Afrikaans as a language (De Beer,
1998:88).
The first newspaper in Natal was De Natalier en
Pietermaritzburg Trouwe Aantekenaar (De Beer,
1998:88). The Natal Witness was founded in 1846;
it is the oldest South African newspaper that is still
in existence (De Beer, 1998:88). The print media
has been rocked by restrictions along its timeline.
This section highlights some events that unfolded
along the print media lifespan as published by the
Nelson Mandela Centre of Memory.
According to the Nelson Mandela Centre of
Memory: In 1915, Dr. Daniel Francois Malan was made the
editor of De Burger, the new party paper of the
newly launched "Purified National Party" (Tyson:
389). Dr. Malan was a vigorous advocate of
Afrikaner aspirations and the use of the Afrikaans
language such that when he joined the Hertzog
cabinet in 1924, he instituted laws that made
Afrikaans an official language, replacing Dutch.
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On 26 January 1957 - Sir de Villiers Graaff, leader
of the opposition in the Star: "...the Government
turned on the English-language press and placed
the responsibility for the actions of individual
newspapers on the shoulders of the United Party.
The Government knew that the United Party had
no control over the English-language press, which
often expressed opinions with which the United
Party did not agree with, and frequently attacked
the United Party itself." (Tyson,1997: 59). These
articles show that language has played an
important role in the print media.
There are indications of media censorship back in
September 1927 when the Native Administration
Act 38 of 1927 prohibited "fomenting hostility"
between "Natives" and Europeans". This
restricted what the media could report, (FXI's
submission to the Truth and Reconciliation
Commission; n.d.). In 1932 Douglas Walton,
secretary of the Communist Party of South Africa,
served a three-month prison sentence in terms of
the Riotous Assemblies Act for articles in
Umsebenzi alleging that Africans were
experiencing brutal jail conditions in Natal
(Merrett,12-13).
When it came to readership and distribution, on 26
March 1957 - Cas Greyling, Nationalist MP for
Ventersdorp, on the English-language press
stated: "Their sole purpose was to smear the
Fatherland... The truth was that these papers had
a circulation of thousands among the Natives.
That is why they sympathized with them." Greyling
also claimed that the smear attempt was backed
by large capital (Hachten and Giffard, 1984: 56).

The History of the Print Media in South Africa Cont..
Diversity issues cropped up during the 1960s when

In 1963, a phenomenon of buying companies

the Rand Daily Mail began employing black

became popular.

journalists for their "townships pages", but these

funds provided by the Anglo American

journalists were not allowed to work on the paper in

Corporation, acquired total ownership of the

the same room as white journalists because of the

Bantu Press, publishers of Bantu World, Imvo,

Group Areas Act. (Mervis, 456).

On 26 January

Ilanga, and Evening Post. It was impossible for

1964, Dagbreek commented on the fact that the

any African newspaper to survive the competitive

editor of the World, MT Moerane, also the

power of the white-controlled Bantu Press, and

Parliamentary reporter for the paper, shared an

indeed this was the intention.

office with a white reporter and used the same toilet

editorial' was mainly concerned with sensational

facilities. Certain newspapermen complained and

crime, violence and sex, and avoided politics. Its

Moerane ceased using the offices (Race Relations

general manager said that politics elicited

Survey, 1964:48).

"apparently very little interest among the Bantu."

Harvey Tyson (1997: 64) also describes the 1960s

In the first half of the 1970s, World's editorial

as a period of "evolutionary change from Argus

content was decided by its white editorial director

management-dominated to editorially independent

in consultation with the black editor, MT Moerane

newspapers".

(Heard, 160). In 1964, Afrikaanse Pers bought

The issues around control emanated when Leyton

Imvo and Zonke from Bantu Press (Tomaselli et

Slater, executive chairman of Argus in the 1960s,

al.: 48) and Argus bought Golden City Post,

had as his mission to "...make editors independent

established in 1955 by Jim Bailey (Tomaselli et

not only of management but also of the newspaper

al,: 49).

The Argus Company, with

The 'World's

board to which they theoretically reported. In
practice they reported only to him, the executive
chairman, and the board was prevented from
discussing any of the newspapers' editorial
policies. His system for protecting editorial
independence - requiring as much constant
vigilance as freedom itself - was carried through
the apartheid years by Hal Miller...” Editors were
asked to endorse a mission statement, which was
at first "known only to a few", but widely publicized
in the 1980s. Though some changes were made to
it over the years, "the essence" remained the same

By 4 June 1971, there were indications of
regulation and control when the Newspaper and
Imprint Registration Act 63 of 1971 obliged all
periodicals appearing more than once a month to
register (FXI Legislation Paper, n.d.). In 1977
Isasizo was banned and reappeared in 1978 as
Isizwe but was banned again six months later.
The publisher moved to Lesotho where he set up
that country's first commercial news service
(Tomaselli et al.: 51).

(Tyson, 1997: 375-376).
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The History of the Print Media in South Africa Cont..
It has also been documented that on 7 September
1976, the first issue of the Citizen was published, in
direct competition with the Rand Daily Mail (Heard,
139), almost two years later on 16 June 1978 there
was the closure of the Voice. On 20 January 1981,
the Post and Weekend Post were closed as the
consequence of support on these newspapers for
the national strike for higher pay (Emdon, 79). The
print media social development activities were
seen by 17 October 1990 when the Argus group
published over a million supplements to back up a
series of matriculation exam refresher courses
(Tyson, 1997:351).

The above timelines indicates the core issues that
played a significant role in the print media industry,
for example, issues of ownership and control. It is
evident that the content published was thoroughly
censored and regulations led to the confinement of
media personnel. To this end, the terrain consisted
mainly of English and Afrikaans newspapers.
Black language newspapers were very few and not
provided with the opportunities for growth. The
following section will look at the history of African
language newspapers.
The history of indigenous language
newspapers, black press development
The history of South African indigenous languages
dates back to the 18th century. The origin of black
press is linked to the arrival of missionaries in
South Africa. Some of the first indigenous language
newspapers in South Africa were Umshumayeli
Wendaba (Publisher of the News) published in
1837, Indaba published in 1862 and Ikwezi in 1884.
The first newspaper by black journalist for black
readers is considered to be Isigijimi Sama Xhosa
published in 1876 (De Beer, 1998:90).
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The first newspaper for blacks and owned by
blacks was Imvo Zabantsundu, published in King
William's Town in 1884. It was owned and edited
by John Tengo Jabavu, whose political comment
were considered to be influential. Jabavu is often
described as the first real black journalist in South
Africa (De Beer, 1998:90).

Below are some of the black newspapers
published in South Africa in the early 1900's:
Ilanga lase Natali (The Natal Sun) is another early
black indigenous language newspaper which was
established by John Dube and his partners in
1904 (De Beer, 1998:90). The Bantu World was
established in 1930s, and was later adopted by
the Argus Company, a move that initiated the slow
death of independent black press as apartheid
took hold of the country (De Beer, 1998:90).
Print Media during the Apartheid era
Government restriction during the apartheid era
(i.e. pre 1994 democratic elections) severely
disadvantaged the media industry, ensuring that it
“towed the line” in terms of the apartheid
government's policies. Newspapers had to apply
for registration if they published more than 11
times a year. An arbitrary amount was also
required before registration was approved.
Government enforced regulations controlling
what newspapers could publish, especially with
regards to articles and comment on activities
deemed to be against the apartheid system (De
Beer, 1998:90).

The Current status of the South African Print Media Industry
South Africa has a vibrant media industry and is
one of Africa's major media players (MDDA, 1 Feb,
2013 06:40). The print media landscape in the
post 1994 South Africa has not transformed much
in terms of ownership and control and is still owned
and controlled by white shareholders. Despite
various interventions by the state through
promotion of transformation processes and BEE,
the majority of print media is still owned and
dominated by a few individuals and companies
(MDDA, 1 Feb, 2013 06:40).
The indigenous language newspapers are faced
with huge challenges firstly they compete with
mainstream newspapers with a healthy business
history. Then they compete with community
newspapers publishing in English and Afrikaans,
which seem to be preferred by chain stores and
more trusted by local municipalities. For
indigenous language newspapers to attract more
readers and advertisers, they need to be run like
real businesses and publish quality and relevant
content (MDDA Research report, 2007:33).
Publishers of African language newspapers,
government and private sector should strive to
make the newspapers easily available and
affordable. Through this, the newspapers can
serve the information needs of the people and
become a familiar part of their lives (Salawu, 2006:
56).

The establishment of press freedom as
enshrined in the constitution and the Bill of
Rights has strengthened the industry and made
it more dynamic and influential. There is now
freedom of speech, unprecedented access to
state-held information and with print media there
is an opportunity to expand a reading and
thinking public that is well informed.
(www.southafrica.info/about/media news. 22
July 2013, last visited - 10:29).
This report will mainly focus on the transformation
of print media consisting of newspapers and
Magazines.
The traditional newspaper market is relatively
static, but there has been a phenomenal growth in
the tabloid market. There has been significant
growth in magazines published by the four major
media houses, and by specialist independent
publishers.

The South African print media industry landscape
is relatively open with numerous participants being
active in newspapers, magazines, books and some
even getting into digital media.
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Table 1: Print Media Overview

Print Media Overview

Newspapers

As of 2013, there are 22 daily and 25 weekly major
urban newspapers in South Africa, most published
in English. There are also about 200 successful,
small, independent papers in South Africa.
(www.mediaclubsouthafrica.com/compeonet/cont
ent/article/36the media/mediabg/110-the-mediain-south-africa, last visited 26 April 2013)

According to AMPS, June 2012 a total national
readership for both magazines and newspapers
was 22.9 million people, reaching 65.6% of adult
population (34.934million, aged 15+).

About 10,5-million South Africans read the urban
dailies, with around 17,5-million people or 50% of
South Africans over the age of 15 reading
newspapers, according to the South African
Audience Research Foundation's All Media
Products Survey (AMPS) 2012. SA Media Facts
report 2009, estimated that there are about 660
consumer magazines in South Africa with a
readership of 12,6 million.

The average issue readership remained firm at
49.0%, giving newspapers a combined audience
base of 17.1m.
Daily newspapers have
maintained their readership, attracting an almostunchanged audience over AMPS June 2012.
Average issue readership is 30.9%, with 10,795m
readers, while weekly newspapers had shown
"some decline", this was not statistically
significant. On "significant readership changes",
the survey found that there was a decline in the
Sunday Times' readership - from 10.6%
previously to 9.8%. The drop was "almost entirely
from the metro areas".
(Harry Herber, 15 April 2013)
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The AIP website states that there are currently
230 AIP members nationally who are very diverse
in terms of ownership, content and target
audience. Many of them are one-person, homebased operations that rely solely on advertising
for revenue. Others are more established with a
cover price on a range of titles distributed in
different cities

Magazines
SA Media Facts report for March 2009, OMD Media
Direction indicated that there are 660 magazines
that have been identified. AMPS 2008 reflects
magazine readership at 12.6 million. By province,
the majority of readers are in the Western Cape
(60%) followed by Gauteng province (55%) and
then the North West at (38%). However, in absolute
terms, the highest magazine readership is in
Gauteng at 3.5 million readers followed by
KwaZulu Natal at 1.9 million readers.

A report by “Pricewaterhouse Coopers (PwC) on
the local entertainment and media sector” has
revealed that South Africa is seeing an increase in
print readership. This is in contrast to trends in
more developed countries, which are experiencing
an erosion in print unit circulation because readers
are shifting from print to online for more information
(SAPA, 15 Jan 2013).
Readership growth is not across the whole sector,
but is concentrated among a few newspapers from
the various mainstream print houses namely the
Daily Sun, Isolezwe and the Sowetan. The Citizen
also showed growth in 2011.

Daily Sun, a tabloid newspaper launched in 2002,
has seen its circulation rise from 78 000 in its first
year to 513 291 in the first quarter of 2009 – and
that is just copies sold. Its readership has
increased from under half a million to 5.2-million. It
now has a market penetration of 51.8%, a single
newspaper with the majority market share (SAPA
15 Jan 2013).
Daily Sun's success has led to an increasing
"tabloidisation" of South Africa's newspaper
industry, with a number of new tabloids being
launched. These include the Afrikaans-language
Son and English-language Daily Voice, both
targeting working class coloured and to a lesser
extent, white readers in the Western Cape.
Isolezwe is a Zulu language newspaper that was
launched in 2002. It has performed much better
than English-language South African dailies,
growing from a circulation of under 30,000 to
more than 95,000, according to Audit Bureau of
Circulations figures. The newspaper's growth is
credited to human-interest stories and local news,
as well as editorial content and sports.
The Sowetan, is one of the largest national
newspapers in South Africa, it carries a
readership of 1,646 000 (AMPS 2012AB/DMMA
ratings March 2012)

The Citizen is an English newspaper published
six days a week and distributed mainly in
Gauteng. The newspaper is owned by Caxton,
boasting a readership of 370 000. (Media Club
South Africa website, 24 March 2013).
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A PwC report stated that South Africa is unique
because it continues to launch new print
publications, such as the isiZulu Sunday Times and
Snoop from Media24, along with the weekend
edition of Isolezwe, a fortnightly free tabloid.
These new launches run contrary to the trend in
many other countries where print newspapers are
closing. The launch of new editions provides
additional outlets for advertisers and contributes to
overall growth in advertising.
Advertising spend in print media as a whole,
continued to increase over the years, although the
percentage of spend allocated to print is reducing
because online, radio and television broadcasts
take the lion's share. The report indicates that this
trend will change as broadband penetration
increases and consumers migrate to lower-priced
or free digital alternatives, which will depress the
newspaper advertising market (Media Club South
Africa website, 24 March 2013). PwC report
projects that print circulation spending will decline
from R3-billion in 2011 to R2.3-billion in 2016.
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It warns that declines in circulation will be steep in
South Africa because the country has been slow to
feel the effect of the move to the internet. (Media
Club South Africa website, 24 March 2013). The
report stated that the print media have to look at
new ways of increasing income in light of
international trends, and one gap is media
applications. “Readers do not appear to be willing
to pay for online newspapers, but they do appear
to be willing to pay for the convenience of having a
newspaper downloaded to a mobile device.”

Overview of Print Media in South Africa Cont...
Historically, the term community media has been
used loosely to include media owned by the
mainstream and media owned by the community.
This has led to an unintended consequence
whereby the results in respect of adspend, the
who's who and categorization of media landscape
were always distorted. For example, the annual
reflection of adspend into community media
included media titles owned by the mainstream.
After several engagements with industry bodies
and Parliament, it has now been decided that the
industry recognise the MDDA Act of 2002 which is
also in line with the Electronic Communications Act
of 2005 and commonly use the MDDA Act
definitions. These are:
Community Media - in terms of the MDDA Act
means any media project that is owned and
controlled by a community where any financial
surplus generated is reinvested in the media
project; and "community" means a geographically
founded community or any group of persons or
sector of the public having a specific ascertainable
common interest;
A research study by Buffet 2013 found that
community papers have a unique space in the
lives of its readers, being 'perfectly positioned' for
changing South African trends for both brands and
service. Community newspapers are the 'perfect
platform' for brands to showcase their commitment

The ABC study found that forward thinking
companies, shift their initiatives to focus on
consumers at community level. According to the
latest ABC circulation figures, free community
newspapers have grown by 34.9% in the last six
years and paid-for community newspapers by
35.4%. The two prominent reasons for this
substantial increase is the demand for
newspapers from the emerging middle class and
the need for all sectors to be informed about
matters that affect them in their immediate
surroundings.” After all, community newspapers
have unique offerings:

“Community newspapers can boost the local
economy through advertising and in news
coverage. They showcase community
businesses, invest in the community by protecting
local jobs.
They allow “small businesses” to reach their most
likely customers.
“Community newspapers bring us “good news”,
news of local projects, civic club fundraisers,
happenings, morning markets and social events
or community activities. They also have to bring
the “bad news” so that the authorities can attend to
and repair society's ills.

to their customers.
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Regulation of Print Media in South Africa
SAPA report of 2013, stated that the South African
print media is not regulated through statutory
means, it is self-regulated under the Press
Ombudsman. The transformation task team was
set up in August 2012 to help the media industry
develop a common transformation strategy. It was
to examine issues such as ownership,
management, employment equity, skills
development and the low level of black ownership
in many large media groups. Its aim was to
conclude its work by March 2013.

•

Anti-competitive allegations
Times Media Group was the second company to
pull out after Caxton which pulled out in January
2013, citing an on-going investigation by the
Competition Commission into anti-competitive
behaviour. The task team decided to go ahead
with the hearings for the stakeholders, but
expressed its distress that two of the four major
groups that tasked them to do the work have
pulled out (SAPA, 2013: March 26)

It was established after Parliament's portfolio
committee on communication criticized the print
media sector and called for a transformation
charter. The Print and Digital Media South Africa
(PDMSA) rejected the idea and said the media
industry would deal with the matter in its own way.
Transformation - Media academics Mashilo
Boloka and Ron Krabill (2001) offered a much
richer definition of transformation, arguing that
successful transformation would be achieved
when the media 'reflects, in its ownership, staffing
and product, the society within which it operates.
This is only possible if access is opened, again in
ownership, staffing, and product – not only to the
emerging black elite, but also to grassroots
communities of all colours.
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•

•

•

•

•

South African print media is self-regulated with
a Press Ombudsman (Press Code,
Procedures and Constitution) guided by
Section 16 of the Bill of Rights.
Due to the public outcry on media
accountability the ANC proposed Media
Appeals Tribunals (MAT) which later led to
SANEF and PDMSA establishing Press
Freedom Commission (PFC) chaired by the
late Former Chief Justice of SA Hon. Pius
Langa.
Part of the PFC’s terms of reference included
examining
“self-regulation, co-regulation,
independent regulation and state regulation”.
The Press Freedom Commission in its April
2012 report, in relation to the agenda of this
Task Team, recommended considerations for
content diversification, skills development and
training, a media charter and support for
community media.
The 2011 and 2012, Print Media Indaba
hosted by Parliamentary Portfolio Committee
on Communications tasked GCIS and MDDA
to work on industry roadmap towards
establishing Print Media Charter to guide
transformation objectives.
The Print and Digital Media South Africa
(PDMSA) rejected the idea and said the media
industry would deal with the matter in its own
way, therefore, setting up PDMTTT.

Ownership and Control
The issue of ownership and control is under the
spotlight in the print media industry. The big four
media houses are accused of allegedly sharing
markets and information.

The task team was

investigating ownership, management,
employment equity, skills development, and the low
level of black ownership in many large media
groups. Besides lack of transformation, there were
other charges against the print media. It did not
reflect a diversity of South African voices, it

The PDMSA's argument implies that if the
scorecard is used, then the industry has actually
transformed much more than the MDDA research
suggested. In fact, the industry's performance in
terms of the scorecard is very good in some
respects and very patchy in others. Presumably,
the PDMSA is attempting to neutralize the African
National Congress (ANC) and MDDA's
arguments by banking on the strong scores to
balance out the weak scores.

marginalised the rural poor. it was white dominated
not just in ownership but also in issues covered.
There was ‘cartel-like behaviour’ where emergent
community and small privately owned media were
smorthered through a variety of anti-competative
behaviour. (State of the newsroom South Africa
2013 pg.4).
According to South African Press Association
(SAPA), TMG February 2013, the main problem
with South Africa's print and digital media is that it is
populated by only white journalists. Media owners
prefer to hire only junior black journalists and not
black senior reporters.
Answering the question depends on how one

All four mainstream media houses have scored
top marks for the indirect indicators of
transformation, namely enterprise development
and socio-economic development. Scores for
preferential procurement are strong.
These are unsurprising findings as companies
often find these targets easier to meet than the
direct empowerment targets. The scores for skills
development, however, are poor, with Media24's
score being particularly dismal. The low scores
imply that managers have slashed training
budgets in response to the recession, an
unstrategic move as it strengthens the ANC's
arguments that commercial imperatives are
driving down journalism standards.

defines transformation. Research undertaken for
the Media Development and Diversity Agency
(MDDA) focused on the lack of black ownership in
the industry, and on this level the print media is not
doing well at all. However, the industry body, Print
and Digital Media SA (PDMSA), has argued for the
Broad Based Black Economic Empowerment (BBBEE) scorecard to be used as a measure of
transformation, as it measures other elements of
transformation.

The South African Print Media industry is
dominated by a few large companies who own and
control a large number of newspapers and
magazines across the country. The four large
publishing companies are the following:
1. Media 24
2. Caxton
3. The Times Media Group formerly known
as AVUSA
4. Independent Newspapers now bought by
Sekunjalo
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Table 2: Print media owners as at June 2013

Current B-BEE Codes

Source: Amended Broad-Based Black Economic Empowerment Codes of Good Practice 2013.
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Media 24
Its operations include newspapers, magazines, internet businesses, book publishing, printing plants and
distribution companies. Media24's majority shareholder is a media company called Naspers.
Media24 Newspapers publishes more than a 100 titles and about 341.8 million newspapers annually.
Many of these titles are leaders in their respective markets, such as South Africa's top-selling daily
newspaper, Daily Sun, which boasts a readership of 3.8 million, with a daily circulation of about 800 000.
Media24's dailies account for a large portion of the national newspaper circulation figures. The weekly
urban newspapers have a strong market penetration and a circulation of about 1.4 million per week, while
the community newspapers' circulation amounts to about 1.3 million a week. It also publishes a range of
community newspapers. The company is owned by Naspers, which owns MIH Group, the owner of
MultiChoice. (http://www.media24.co.za/en/newspapers.html)
According to the Media 24 report 2013, Media24 publishers 17 mainstream newspapers, 60+ local
newspapers and some 50 consumer magazines (excluding custom and B2B magazines).

The

organization's combined readership is around 25 million.
Media24's dailies account for a large portion of the national newspaper circulation figures. The weekly
urban newspapers have a strong market penetration and a circulation of about 1.4 million per week, while
the community newspapers' circulation amounts to about 1.3 million a week. It also publishes a range of
community newspapers. The company is owned by Naspers, which owns MIH Group, the owner of
MultiChoice.
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VARIOUS SUBSIDIARIES OF MEDIA24

•

Media24 Holdings (Pty) Ltd. 2006/021408/07

•

Media24 Ltd 1950/038385/06

•

CT Media Publications (Pty) Ltd 1994/009092/07

•

Cyberlisting Services (Pty) Ltd 2005/023064/07

•

Boland Newspapers (Pty) Ltd 1965/001754/07

•

Mooivaal Media (Pty) Ltd 1964/004662/07

•

Bureau for Financial Analysis (Pty) Ltd

•

Media24 Properties One (Pty) Ltd
1994/002960/07

•

Media24 Properties Two (Pty) Ltd
1999/021595/07

•

Mighty Network (Pty) Ltd
1998/002395/07

•

Mikateko Media (Pty) Ltd
2000/031762/07

2000/004497/07
•

Namibië Nuus

•

Distribueerders (Pty) Ltd

•

McGregor BFA (Pty) Ltd 1965/002808/07

•

Touchline Media (Pty) Ltd 1996/003178/07

•

Alchemy Publishing (Pty) Ltd 1997/007744/07

•

Altius Trading 441 (Pty) Ltd 2011/003904/07

•

24.com Online Studio (Pty) Ltd 1996/021408/07

•

Offline Digital (Pty) Ltd 2003/003799/07

•

New Media Publishing (Pty) Ltd 1997/016833/07

•

Paarl Post Media (Pty) Ltd

•

Health24 (Pty) Ltd 2000/012930/07

•

8 Ink Media (Pty) Ltd 2003/000554/07

•

Boland Media (Pty) Ltd 2003/006378/07

•

Cape Commodities Traders &

•

Investors 9 (Pty) Ltd

•

Compmatix 12 (Pty) Ltd 1999/017592/07

•

Internet Express (Pty) Ltd 1998/006356/07

•

Imagingdatasolutions (Pty) Ltd

1998/022312/07

2001/007410/07
•

2000/022703/07
•

Online World Travel (Pty) Ltd
2008/000018/07

2003/023207/07
•

Property24 Publishing (Pty) Ltd
2005/004288/07

•

Press Support (Pty) Ltd 1996/010852/07

•

Rodale and Touchline

•

Publishers (Pty) Ltd 1997/002601/07

•

Strika Entertainment (Pty) Ltd
2000/017852/07

•

Supa Strikas South Africa (Pty) Ltd

•

2002/019937/07
The Daily Sun (Pty) Ltd 2001/001944/07

Imfocus (Pty) Ltd 2006/024353/07
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•

T W I G SA Research Specialists

•

Jonathan Ball Publishers (Pty) Ltd 1984/003543/07

(Pty) Ltd 2005/028264/07

•

Lux Verbi Bybelmedia (Pty) Ltd 1953/000037/06

•

Uppercase Media (Pty) Ltd 2000/009700/07

•

Ailenroc Bemarking en Opleiding

•

The New Media Company (Pty) Ltd 2007/030213/07

•

Ndalo Media (Pty) Ltd 2007/005856/07

•

Atlas Publishers &

•

SA Hunt Publishing (Pty) Ltd 2007/012812/07

•

Booksellers (Pty) Ltd 1966/070881/07

•

Thought 24 Publishing (Pty) ltd 2007/010490/07

•

Leksikons (Pty) Ltd 1981/001468/07

•

Vottle (Pty) Ltd 2007/031110/07

•

Via Afrika International (Pty) Ltd 2006/023493/07

•

Blue World Communities (Pty) Ltd 2006/014791/07

Via Afrika Group

•

Via Afrika Ltd 1949/035471/06

•

Nasou Via Afrika (Pty) Ltd 1996/012379/07

•

Val Books (Pty) Ltd 1938/011749/06

•

NB-Uitgewers Ltd 1951/002378/06

•

National Education Group (Pty) Ltd 1998/012890/07

Source: Media 24 website- last accessed 04/11/2013
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Source: Media 24 website- last accessed 04/11/2013
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NASPERS LTD
ABBREVIATION: NASPERS
JSE SHORT CODE: NPN

LISTED: 12 Sep 1994
FOUNDED: 1915

SECTOR: Broadcasting & Entertainment
OUR ASSESSMENT OF CONTROL: DIRECTORS / SANLAM
SHAREHOLDER
STATE STREET BANK AND TRUST CO-OMNIBUS

% 2012
14.30

ACCOUNT-A
GEPF EQUITY

10.33

JP MORGAN CHASE BANK OMNIBUS CLIENTS ONSHORE

6.60

NASPERS SHARE TRUST

4.13

DEUTSCHE SECURITIES (PTY) LTD

2.87

NORTHERN TRUST COMPANY AVFC

2.36

VANGUARD EMERGING MARKET

1.89

JP MORGAN CHASE BANK LONDON OMNIBUSLENDING

1.93

ACC
NORTHERN TRST CO LDN

1.39

BANK OF NEW YORK

1.62

BNYM 15 OMNIBUS ACCOUNT

1.13

STATET STREET BANK AND TRUST CO. CLIENT

1.47

OMNIBUS – C FUND NUMBER
GSCO EQUITY SECURITY CLIENT SEGREGATION

1.28

OLD MUTUAL LIFE ASSURANCE CO SA LTD

1.34

STATE STREET BANK AND TRUST

1.42

TOTAL
Source: Who owns whom - pg: 449
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DIRECTORS & MANAGEMENT:
JP Bekker

Management Director & Interim CEO: Internet Division

F Du Plessis

Independent Non-Executive Director

GJ Gerwel

Independent Non-Executive Director

RCC Jafta

Independent Non-Executive Director

LN Jonker

Independent Non-Executive Director

D Meyer

Independent Non-Executive Director

SJZ Pacak

Financial Director

TMF Phaswana

Independent Non-Executive Director

LP Retief

Non-Executive Director

BJ Van der Ross

Independent Non-Executive Director

NP Van Heerden

Independent Non-Executive Director

JJM Van Zyl

Independent Non-Executive Director

T Vosloo

Non-Executive Chairman

HSS Willemse

Independent Non-Executive Director

A Coetzee

Manager: Group Counsel

G Kisbey-Green

Group Secretary

B Sgourdos

CFO: MIH

M Sorour

Group CIO: Group M&A & Corporate Finance

C Stofberg

Senior Executive: MIH

Source: whoownswhom.co.za pg. 449
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Source: 2009 Findings – Z-Coms
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Caxton
The company was founded in 1902 by two Pretoria businessmen, William Gindra and Edward Green,
who started a small stationery and general printing factory.
By 1978 Caxton was publishing the following newspapers either fortnightly, monthly or weekly, Sandton
Chronicle, North Eastern Tribune, Northcliff and Blackheath Times, Randburg Sun, Southern Courier,
Mayfair-Brixton, Newlands-Melville Telegraph, Rosebank Killarney Gazette and Roodepoort Record.
In 1985 Caxton acquired CTP (Cape and Transvaal Printers), a R100-million printing company. This
enabled Caxton to meet the growing demand for the high speed, high quality printing of newspapers and
magazines. Caxton/CTP, as the company became popularly known, later consolidated their various
subsidiary companies under the CTP banner and, post-1994, formed a partnership with the National
Empowerment Consortium (NEC).
Caxton and another publisher, Perskor, merged in July 1998, forming a company with a turnover in
excess of ZAR 2 billion a year. As a result of the merger, The Citizen, a daily newspaper was also
acquired.
Caxton's interests lie mainly in community newspapers and magazines, although it has made some

ventures into dailies and weeklies, with the Citizen and the free newspaper, Metro Citizen, which is
available on Metrobus buses in Johannesburg.
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•
•
•

The Citizen Newspaper is their only mainstream daily newspaper
+/-140 Local newspapers and
Magazines

Source: Caxton website- last accessed 04/11/2013
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Source: Caxton website- last accessed 04/11/2013
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CAT - CAXTON & CTP PUBLISHERS & PRINTERS LTD ORDINARY for 25-OCT-2013

Shareholder Name

No of Shares Percent

ELEMENTO NE LTD

80065330 17.14%

C AXTO N SHARE INVESTMENTS (PTY) LTD

40000000

8.56%

SHAR EHO LDER NO T W ITHIN LIMIT

39676050

8.49%

ALLAN GR AY FUNDS

15579665

3.34%

ALLAN GR AY EQ UITY

8090075

1.73%

EIKENLUST (PTY) LTD

7796344

1.67%

GLO BAL PORTFOLIOS

6663338

1.43%

MAZI C APITAL EQ UITY FUND

5041343

1.08%

GO LDEN HIND PAR TNERSHIP

4711149

1.01%

C AXTO N & C TP PUBLISHERS & PRINTERS LTD

4395861

0.94%

MAZI C APITAL (PTY) LTD

4225037

0.90%

DO MESTIC PORTFOLIOS

3019591

0.65%

C ITIBANK (NEW YORK)

3018326

0.65%

SBSA ITF SYMMETRY FUNDS

2786254

0.60%

C SSEL PR IME BROKERAGE SEC INTER EST C LIENT ACCOUNT

2477252

0.53%

SBSA ITF FUNDS

2420500

0.52%

GE PENSIO N FUND

2084292

0.45%

INVESTMENT SO LUTIONS EQ UITY FUNDS

1975084

0.42%

BAR C LAYS PRIVATE BANK & TR UST LTD

1897578

0.41%

JP MO RGAN C HASE BANK C LIENTS

1754721

0.38%

HO R TORS GROUP PENSION FUND

1458990

0.31%

ABSA GR O UP PENSION FUND

1451482

0.31%

UTIAN FAMILY TRUST

1350000

0.29%

SENTINEL R ETIR EMENT FUND

1255810

0.27%

O C C ASIO FUND & C O MMANDITE PARTNERS

1252458

0.27%

PUBLIC SER VICE PENSION FUND

1113820

0.24%

DO NALD PENTZ FAMILY TRUST

1019480

0.22%

GO VER NMENT INSTITUTIONS PENSION FUND

964969

0.21%

ESKO M PR OVIDENT FUND

960765

0.21%

GR AY GILLIAN EDITH

850456

0.18%

HO R TORS GROUP PROVIDENT FUND

841810

0.18%

ESKO M PENSIO N FUND

781012

0.17%

SYGNIA LIFE LTD

760407

0.16%

C INPF MAZI C APITAL

755000

0.16%

VISIO FUNDS

738000

0.16%

STANDAR D BANK GR OUP RETIREMENT FUND

733650

0.16%

TR ANSNET PENSIO N FUND

700222

0.15%

SBSA ITF MO MENTUM FUNDS

611047

0.13%

MIBFA ENGINEER ING INDUSTRIES PENSION FUND

563433

0.12%

SABC PENSIO N FUND

535900

0.11%

MINEW O RKERS PROVIDENT FUND

528492

0.11%

STATE STR EET BANK TRUST

521026

0.11%

C APE R ETIREMENT FUND

486097

0.10%

BLUE INK VESTING TR UST

480015

0.10%

MAHKULU INVESTMENTS (PTY) LTD

468322

0.10%

SBSA ITF SNL FUNDS

452047

0.10%

C APE MUNICIPAL PENSION FUND

447205

0.10%

PO ST OFFICE R ETIREMENT FUND

444043

0.10%
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Source: 2009 Findings – Z-Coms
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Times Media Group was formerly known as Johnnic Communications, then Avusa. Avusa
means "to rouse feelings, to revive and evokes action". The name was changed in 2007 in
order to avoid confusion between Johnnic Communications and Johnnic Holdings. In
2012, Avusa was acquired by a unit of Mvelaphanda Group and renamed Times Media
Group, which was then relisted on the JSE. In 2013, Times Media Group acquired the
remaining 50% of BDFM from Pearson. The leading publication of Times Media Group is
the Sunday Times, South Africa's bestselling Sunday newspaper and one of the country's
largest papers overall.
Times Media Group Ownership

Source: Times Media Group website- last accessed 04/11/2013
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Times Media Group Subsidiaries
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Source: Times Media Group website- last accessed 04/11/2013
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ABBREVIATION: TIMESMED
JSE SHORT CODE: TMG
SECTOR: Publishing

LISTED: 26 Jun 2012

OUR ASSESSMENT OF CONTROL: BLACKSTAR PLC – UK
SHAREHOLDER
U H C COMMUNICATIONS (PTY) LTD
GEPF EQUITY
BLACKSTAR GROUP SE
MVELAPHANDA HOLDINGS PTY LTD
GEPF KAGISO ASSET MNGT PTY LTD
INV SOL LTD INCUBATOR PURE EQUITY K
OLD MUTUAL LIFE ASSURANCE CO SA LTD
ESKOM PENS+PROV FUND
TANTALUM FOCUS FUND EN COMMANDITE P
CAXTON & CTP PUBLISHERS & PRINTERS
CEEJAY TRUST
CORONATION CAPITAL PLUS FUND
CORONATION ABSOLUTE FUND
TANTALUM MNC FUND EN COMMANDITE PAR
MIBFA EIPF, EQUITIES ACCOUNT
TOTAL
DIRECTORS & MANAGEMENT:
M Bassel

Non-Executive Director

AD Bonamour

Non-Executive Director

KD Dlamini

Independent Non-Executive Chairman

JHW Hawinkels

Non-Executive Director

W Marshall-Smith

Non-Executive Director

HK Mehta

Non-Executive Director

R Naidoo

Non-Executive Director

MSM Xayiya

Non-Executive Director

Source: whoownswhom.co.za pg. 560
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% 2012
16.26
15.77
11.51
8.16
4.15
2.22
2.08
1.40
1.19
1.23
1.17
1.70
1.00
1.94
1.16
70.94

Ownership and Control Cont...

Source: 2009 Findings – Z-Coms
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Formerly Independent News and Media was owned by Independent News & Media PIC (a multinational
media group) with Irish businessman - Tony O’Reilly. Sekunjalo’s shareholders were announced on the
28th of June 2013, with Sekunjalo Investment Consortium as the main shareholder, a few trade unions
and Government Employment Pension Fund. SIM currently publishes 18 paid newspapers and a number
of specialist free standing publications and 14 free suburban newspapers. Each of the company's titles
cover the diversified South African market and provide for specific reader needs, for example, the Post for
the Indian community and Isolezwe in IsiZulu for the majority of the people in KwaZulu Natal
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Source: 2009 Findings – Z-Coms
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SKJ - SEKUNJALO INVESTMENTS LTD O RDINARY for 25-O CT-2013

Shareholder Name
SEKU NJALO I NVEST MENT S HOLDINGS (PTY) LTD

No of Shares

Percent Rand Value

264769581 54.11%

MI R AMARE I NVESTMENT S (PTY) LTD

38868106

7.94%

FI SK T R U ST

24056098

4.92%

AMO D AZI ZA BEGU M

18713001

3.82%

SHAR EHO LDER NO T W ITHIN LI MIT

9309339

1.90%

GEU KI NG-C OHAUSZ WELHELM IGNAZ ER ICH

9049662

1.85%

EASY NO MI NEES (P T Y) LTD

5675000

1.16%

O AKBAY I NVEST MENT S (PTY ) LTD

5000000

1.02%

C AP I TALONE (PT Y) LT D

4820857

0.99%

632 BI R CHLEIGH (PTY) LT D

4680600

0.96%

KAJEE MO HAMED Y U SU F

4534256

0.93%

SEKU NJALO C ONSORTI UM EMP OWER MENT

4294200

0.88%

VAN O U DENHO VE WER NER KAR L

3500000

0.72%

MAR GO LI S DAVI D

3419604

0.70%

T R U CAP (PT Y) LT D

3380414

0.69%

SER I A R ASHID AHMED

2309555

0.47%

T O MMASO ALT INI T RUST

2027016

0.41%

I T ALSW AZI (P TY) LT D

1996548

0.41%

MO NAT E ER F 40 (PTY) LTD

1966935

0.40%

JENT R ADE C C

1750000

0.36%

ABDU LLA KHALID

1575316

0.32%

GEU KI NG FAMI LY T RUST

1510000

0.31%

DI VER SI FIED ST RAT EGIES FU ND

1464151

0.30%

C EC I LIA ANN ALT I NI T RUST

1422936

0.29%

ML AR ENSO N FAMI LY TRU ST

1353745

0.28%

KO T A-FREDERI CKS ZO LISWA ALBERTINA

1346554

0.28%

SLAU C K BEVER LEY-ANN

1321626

0.27%

SBSA I T F EQ U ITY FUNDS

1213778

0.25%

KHO ZA MZW ENI MOSES

1202500

0.25%

GC Q U ATRO T RUST

1191000

0.24%

DEW AR GR AHAM CHARLES

1100000

0.22%

SNY DER S AR ON JO HANNES

1000431

0.20%

DH BR O T HERS I NDUSTRI ES (PTY) LTD

1000000

0.20%

MI LST EIN MINI

1000000

0.20%

U NC LAI MED SE NO MINEES SC RI P ACCOUNT

997200

0.20%

MJM T R UST

850294

0.17%

P R I ME FU NDS

800000

0.16%

ELEC T P ROPS 156 (PTY) LTD

792664

0.16%

C C FAMI LY T RUST

750193

0.15%

LEO NAR DO ALTINI TRU ST

742273

0.15%

BELL JO HAN W ESSEL

724629

0.15%

MU NDEL R O GER P ETER

700000

0.14%

P AO LO T RUDA

695873

0.14%

VAN W U LFFTEN-P AL MICHIEL JACOB

675000

0.14%

KR U GER JOHANNA C ATHARINA

642813

0.13%

HENDR I C KSE T HEO DORE FR ANKLIN EST LATE

584000

0.12%

LI T T LE EDEN FO U NDATION

560000

0.11%

EDI LC O N C ONSTRUCTI ON P ENSION FU ND

550000

0.11%

Source: Imara Investing in Africa - 06/11/2013
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Sekunjalo Independent Media's (SIM) Ownership Structure
The lead and main consortium members
Sekunjalo Investment Holdings (Proprietary) Limited
Trade Union Investment companies
Congress of South African Trade Unions (Cosatu)
Kopano Ke Matlaka

63%

SACTWU Investments Group (Proprietary) Limited
Food & Allied Workers Union (represented by Basebenzi Investments
(Proprietary) Limited
Government Employment Pension Fund

Others (made up of a number of broad-based value adding partners)
Black Business Chamber (Western Cape)
South African Women's business community organisations, , represented by
Lindiwe Barbara Ngcobo, and Manemele Maria; Sekunjalo Digital
Media(Proprietary) Limited
37%
Umkhonto Wesizwe Military Association (through the Military Veterans
Trust),
Umkhonto Wesizwe Military Association
prominent entrepreneurs and business people such as, Mr Sandile Zungu,
Mr Tim Modise and Mr Groovin Nchabeleng
(SAPA, 2013: June 20 at 07:22pm)

Table 5 Sekunjalo Independent Newspapers ownership structure
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The New Age (TNA)
The New Age newspaper is a South African national daily newspaper, owned and operated by TNA Media
(Pty) Ltd. TNA Media was established in June 2010 and the first publication of The New Age was on 6
December 2010. The New Age is under the ownership of TNA Media, which is owned by the Gupta family.
The newspaper covers news from South Africa's nine provinces along with national events, politics, Africa
and international news, sports, business, entertainment, lifestyle, science and technology. Currently, The
New Age does not publish circulation figures, and its publication figures are not audited by the Audit
Bureau of Circulations of South Africa as most other South African newspapers are. The newspaper's
website states that they print over 100,000 copies, although there have been accusations that up to
50,000 copies are returned to be squashed daily. Some 50,000 copies are sold on bulk subscription to
South African parastatals, some radio talk shows listed the SABC and Telkom amongst others.
According to the South African Audience Research Foundation's official All Media Products Survey
(AMPS), The New Age had a readership of about 39,000 in January–December 2011, and about 87,000 in
July–June 2011/2012, and about 107 000 in January–December 2012. (Wikipedia website, 23 April,
2013)
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The Mail & Guardian
The Mail & Guardian was previously known as The Weekly Mail. Some of its critics and fans still know it for
short as The Wail. A South African newspaper, published nationwide each Friday, aimed at serious
readers. (Wikipedia website, 23 April 2013, 10h55)

The Mail & Guardian Online was the first internet-based news publication in Africa. It was launched in
1994, it is one of South Africa's and Africa's major news publishers and is reputed internationally for its
quality content. It is one of the country's top three biggest news sites, and continues to grow. The M&G
Online has received numerous accolades and awards, including three Bookmarks awards in 2010 and
2011, one of which was a gold award for its Nelson Mandela tribute site. In 2001, the site was voted one of
the world's top 175 websites by Forbes.com.

The Mail & Guardian is owned by M&G Media, which publishes the Mail & Guardian has 87.5% black
ownership, but 0% HDI ownership because its main shareholder is a naturalised Zimbabwean – not
considered an HDI owner.
The London-based Guardian Newspapers Limited holds 10% of the company and minority shareholders
make up the rest. The M&G Online works closely with the newspaper, but has its own dedicated editorial
staff to produce breaking news, analysis, multimedia and more on a daily basis. (MG website, 23 April
2013)
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Small Commercial and Community Newspapers
Large number of free (advertising funded) local and community newspaper – published in
a variety of languages. Most community newspapers are owned by small companies
(SME’s) located in the provinces and are published and circulated within that province.
These companies face a rife competition – many go bankrupt within a short period of time
due to cash flow
Small Commercial and Community Newspapers

Printing & Distribution Frequency

Province

Weekly

F-nightly Monthly

Eastern Cape

67,100

116,500

98,000

Northern
Cape

31,400

0

18,000

Free State

100,700

47,000

50,000

85,200

20,000

110,750

Mpumalanga
Limpopo
North West
Gauteng
Western Cape
KZN
Totals

Total
Monthly

Black

White E

E/A

I+

19

17

10

6

20

2

5

0

4

3

546,800

13

6

4

3

12

30,000

410,800

11

8

5

3

11

30,000

10,000

513,000

11

9

5

7

8

37,000

83,000

10,000

324,000

7

4

1

4

6

215,000

196,000

431,000

1,683,000

29

13

30

6

6

96,750

30,000

166,000

613,000

6

20

10

10

6

672,500

82,500

213,500

3,068,500

31

13

20

0

24

605,000 1,026,500

7,902,100

129

95

85

43

96

1,416,400

599,400
143,600

Table 3: Small Commercial and Community Newspapers
Source: AIP - 30/09/2013
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Ownership by
Race
Language Diversity

Printing

High-Speed-Gravure-Printing-Machine-HPRT600
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Most printing companies are owned by the big
media companies. Media24 and Caxton provide
much of their own printing needs and those of other
media entities in both newspapers and magazines.
In 2006, Caxton / CTP became the largest
publisher and printer of books, magazines,
newspapers and commercial print in South Africa.
Printing companies are located in cities such as
Johannesburg, Durban and Cape Town. A lot of
newspaper and magazine owners have to go to
these large cities for their printing.
The Z-Coms 2009 report, stated that the printing of
newspapers for the independent publishers,
community and small commercial newspapers
were mainly done by the major media owners, as
printing plant ownership is out of reach for the small
media owners in terms of heavy capital outlay.
Caxton / CTP became the largest publisher and
printer of books, magazines, newspaper and
commercial print in South Africa. The report stated
that 12 of the printing companies were in Gauteng,
7 in the Western Cape, 4 in KwaZulu Natal, 1 in
Free state and 1 in Northwest.
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Distribution
As it was with the “Trends of Ownership and
control of Media in SA's report, the study's
findings revealed that Newspaper and Magazine
distribution is done mainly by the big media
houses such as Caxton's RNA and Media24's
NND24 and NLD24. Most small to medium
companies outsource distribution services to
RNA and NND. Some also mentioned that their
distribution is done by the fuel service stations
and CNA. Most magazines and newspapers can
be obtained from CNA, Exclusive Books,
supermarkets and convenience stores.

The ownership and control of newspaper and
magazine distributors, as it is with the other
sections of media, is dominated by the big media
owners. The independent distributors are mostly
white. The “Trends of Ownership and Control of
Media in SA” report found that no distributor was
wholly owned by a HDI.
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Extensive research into the advertising industry has been conducted in the past. Public dialogues and
public hearings into transformation challenges of the industry have been held and all these research
reports and public debates have confirmed that the extent of challenges in the sector require a renewed
sense of purpose and commitment to the transformation agenda. The Z-Coms 2009 report, states that
"four large media companies dominate the space with Caxton CTP leading the pack with 130 identified
titles, then Media24 was the second with 65 titles, Independent Newspapers as the third with 28 titles, and
then Avusa 23 titles. These newspaper titles consist of both commercial and local free newspapers. The
local newspaper titles which are mainly knock and drop, carry a fair amount of advertisement and some
local community news in varying degrees.
An article by Louise Flanagan, stated that government spends advertising money on the big media groups
particularly the weekend newspapers. The print advertising spend towards the big media groups was
R53.8 million. Below is the total advertising spend over the four years from 2009 to 2013 breakdown of
how much the big media players got from government ad spending.

Sekunjalo Independent Newspapers

R5.8 million

Times Media Group

R8.5 million

Media24

R6.8 million + 14.8 million

Mail & Guardian

R4.6 million

The New Age

R2 million

Table 4: Big print media adspend

(The Star, 5 June 2013)
In some cases, advertising revenue in these local newspapers surpass revenue made from sales of
commercial newspapers. However, these local newspapers are not the community newspapers as
defined by the MDDA Act, they are owned by the conglomerates (i.e. Caxton, Media 24, etc.) and not by
the communities which they serve. The following diagrams will give an indication of how much goes into
the big print media companies.
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Figure 3: Examples of how much is spend by advertisers in a publication

Figure 4: Caxton's top 10 Ad spend

Figure 5: Sekunjalo independent newspapers top 10 Ad spend
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National Government Adspend through GCIS in 2011-2012
2011-12 GCIS Adspend Summary – National government departments booking adverts
through GCIS
Community and Small Commercial Media
Print
Radio
Television
Total

Fiscal 2011 – 2012
R 2 141 329.87
R19 075 336.44
R 2 811 548.70
R24 028 215.01

Mainstream Media

R182 099 347.99

% Share
8,91%
79,39%
11,70%
100%

Total adspend under GCIS management incl.
community and
small commercial media
R206 127 563.00

Table 5: National Government Adspend through GCIS in 2011-2012

PDMTTT Report Pg. 44

National Government Adspend through GCIS in 2012-2013
2012-13 GCIS Adspend Summary – National government departments booking
adverts through GCIS
Community And Small
Commercial Media

Fiscal 2012 - 2013

% Share

Print

R10 001 150.29

26,63%

Radio

R20 497 094.62

54,58%

Television

R 7 053 833.78

18,78%

Total

R37 552 078.69

100%

Mainstream Media

R181 693 652.31

Total adspend under GCIS
management incl. community
and small commercial media

R219 245 731.00

Table 6: National Government Adspend through GCIS in 2012-2013

PDMTTT Report Pg. 44
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Summary of Business Adspend towards Mainstream Print Media
Media House

Media24

Sekunjalo’s
Independent
Newspaper

Times Media
Group
Caxton4

Table 7: Summary of Business Adsbend towards Mainstream print media
Source: ADEX (Nielsen) 2013
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Audit Bureau of Circulation
ABC Board Members
The ABC verifies sales figures so that advertisers can trust the circulation figures given to them. Without
reliable circulation figures (through ABC certification) the publisher would not gain credibility with
advertisers / media buyers, therefore impacting on advertising revenue generation. Small commercial
and community publishers often complain that they cannot get ABC certificates because it is very costly to
have circulation audits, that they do not have sufficient data on their sales and distribution and also
because the whole system is complicated. Some even suspect the major players of using the ABC to
keep smaller players out of the market. The industry has come up with a unique solution called the “ABC
Grassroots Certificate”.

Name of members

Race

Male

Female

Gordon Patterson

White

X

Paul Wilkins

White

X

Linda Gibson

White

X

Heidi Brauer

White

X

Jason Sequeira

White

X

Paul Peters

White

X

Jacobus Petrus Bothma

White

X

Gordon Utian

White

X

Table 8: ABC Board Members
Source: ABC website - last accessed 16 October 2013

Case Study of Alex Pioneer
Generally, small commercial and community publishers had a negative attitude towards
the ABC Certificate. The main reasons that were provided were the following:
High membership cost – R810, 00 x 5 publications = R4050.00. Stringent rules towards
the members - have to use affiliated bookkeepers or auditors that are nominated by ABC
The method of registering was perceived as not convenient to small commercial
newspapers as it is only online. How about publishers who do not have strong network
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connection or coverage like those in rural areas?
“If your subscription expires and you are unable to pay, then you are blacklisted because it
is published in the industry” (Alex Pioneer)
“You need to burn the money in this industry before you even make money”(Alex Pioneer)
Is the ABC model enabling the small commercial and community media to grow?
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News Agencies

The South African Press Association (SAPA) was founded as a non-governmental institution in 1938 by South
Africa's major newspapers to facilitate the sharing of news, both national and international. It is a wholesaler of
information, an independent public service operation.

In SA, SAPA is a major news supplier of foreign and

domestic news. Currently, the institution serves all forms of media ranging from radio, newspaper, television and
Internet. Its head office is in Johannesburg, but it also has offices in Cape Town, Durban and Bloemfontein and in
Parliament.
The directors of the Association are drawn from all the major newspaper groups, under the chairmanship of Mr. Piet
Greyling. The chief editor is Mark van der Velden and Chairman is Nathi Maramnco. There are 40 editorial staff
members who concentrate on the hard news of the day.
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The South African Advertising Research Foundation

Naturally, each title wishes to determine the size and

was founded in 1974 as a non-profit joint industry

demographic characteristics of its audience and

committee. SAARF was formed because of a need in

therefore it is vital that not only the credibility of

the marketing and advertising communities for an

SAARF's AMPS "currency" is maintained, but that the

independent, comprehensive, unbiased, reliable,

many newcomers to the print industry are made aware

regular and technically excellent media audience and

of the pitfalls of conducting inappropriate media

products survey.

audience research. This serves to caution publishers

SAARF's purpose is to provide

information about the population's use of the media,

who want to do their own research.

products, and services to enable reliable targeting for
advertising purposes.

The data is in a format that it is

used among other things, for the buying and selling of
advertising time and space in the media and for
strategic editorial and programme planning.
Over the years, the All Media and Products Surveys
(AMPS™), the SAARF Radio Audience Measurement
Survey (RAMS™) and the SAARF Television Audience
Measurement Survey (TAMS™) has been perceived
as reliable, valid and credible as research vehicles.

AMPS samples are designed to measure national
newspaper and magazine audiences down to rural
level.
What is Readership? AMPS defines readership as the
“Average issue readership” (AIR) means the number
of people who claim to personally read or paged
through all or part of a copy of a publication for the first
time during the issue period prior to the interview. It can
be anywhere, anybody's copy and include both current
and old issues.

Apart from commissioning these surveys, SAARF
provides training in the use of AMPS data to media

Generally, audience research results want this

owners, advertisers and advertising agencies.

information for purposes of audience estimates. They
need to know the size of the audience, or coverage

SAARF is conducting research on behalf of all media,

and frequency of reading.

while in most other countries research for the different

advertisement is placed in a title, how many

media types (television, radio, print, etc.) are done by

“Opportunity To See” OTS's it will create. When placed

different industry bodies, known as joint industry

in consecutive issues (which is standard procedure for

committees (JICs).

Industry research is used as a

display advertisements), how the audience would

currency for buying and selling of advertising time in

accumulate over time. To determine this, you need a

electronic media and advertising space in printed

measure of frequency of reading.

In other words, if an

media. The idea of industry research is to create a level
playing field so that the readership levels between titles

The AMPS samples are designed to measure national

are comparable. Generally, when data is released,

magazines and national, regional and community

SAARF will present and issue a press release when

papers' audiences down to suburban level. Most of the

new AMPS results are published.

SAARF will only

Community Newspapers distribution areas are at

highlight significant changes, upward and downward

suburban level. Consequently the AMPS sample has

trends and not on the performance of specific titles.

to in many cases be boosted to measure some of
them.
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However, it is important to note that the SAARF only

The data provides marketers, advertisers, media and

measures established or mainstream newspapers and

creative agencies with the demographic information as

magazines and not small commercial and community

well as intelligence and insights into buyers' behaviour

newspapers as per the MDDA's definition.

in various categories such as:

··

Readership

The Newspaper

··

Food & Groceries

Advertising Bureau (NAB) - a division of Caxton & CTP

··

The Home and shopping for the home

··

Shopping

··

Banking and Insurance

··

Activities and Entertainment

ROOTS 2001, 2004, 2007 and 2010. It is believed that

··

Travel

ROOTS is the most comprehensive urban retail and

··

Digital Lifestyle

On the other hand, Caxton has been investing in
research studies since the 1980's.

Publishers & Printers – is responsible for the
advertising, sales and marketing and administration of
150 community newspapers in South Africa.

The

largest survey to date is ROOTS 2013 – the fifth
ROOTS research survey following the release of

readership study available, and has become an
invaluable tool in media planning. NAB deals
predominately with national advertising clients, acting
as a centralized division for ad agencies and clients
wishing to use a multitude of Caxton community
papers.
Due to Caxton's combined print order of 3.4 million
copies freely distributed or sold across South Africa,
NAB represented community newspapers enable
advertisers to communicate with the critical mass and
the economically active South Africans.

NAB has offices in Johannesburg, Cape Town and
Durban, and in addition, it has offices in “Africa” which
represents community newspapers falling outside the
borders of South Africa. NAB Africa represents 17
publications in Botswana, Lesotho, Namibia,
Swaziland, Zambia and Zimbabwe – with a combined
print order exceeding 1.3 million copies per week.
ROOTS 2013 is South Africa's largest urban,
community level quantitative survey. This year's
ROOTS survey is themed “Rooted in Reality”.
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ROOTS 2013 sample size has increased by 20% from
2010 and includes

·Ÿ 28585 conducted interviews
·Ÿ In 115 suburbs and towns
·Ÿ Over 6 million decision makers
·Ÿ 3,500,000 households

Audience Research Cont...
·

Because of Caxton's financial muscle, it can
afford to invest in audience research and

Recommendation
-

therefore has a recognized currency for the

Like with media co-operatives, grassroots
publications should consider coming up

buying and selling of advertisement space

together and have their 'own' audience
research, in that way they can have a currency

·

It has no completion as grassroots publications

that will enable them to source and secure

are not as established.There are a lot of grey

adspend.

areas in terms of their circulation figures and
readership figures, hence there is no audience
research measuring them.
·

-

Grassroots publications should collectively
create their own audience research that will
ensure self-sustenance. Ultimately possess a

This will force MDDA to keep funding them, as

currency that will enable them to source and

they cannot be sustainable, because it is

secure adspend.

almost impossible for them to secure adspent
without a recognized currency
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Research Findings
Quantitative

Research Findings
This phase of the report focuses on the small commercial media and community media (newspapers
and magazines) in South Africa. Desktop research revealed that there are about two hundred (200)
successful, small, independent papers in South Africa. They are very diverse in terms of ownership,
content and target audience. These are one-person and home-based operations that rely solely on
advertising for revenue while some are funded by the MDDA and other agencies.
In total 112 small commercial and community print media houses were interviewed for the census. The
following section will focus on the entire print media value chain. This section covers quantitative
analysis of ownership and control, content diversity, skills development, marketing and advertising.

The Print Media Projects by Province

Figure 6: Print media by province
There are print media projects in all nine provinces. Newspaper circulation however differs from province to
province. The chart above reveals that provinces such as Gauteng, Kwa-Zulu Natal and Eastern Cape
account for more print projects compared to other provinces. This could be because of the economic activity
in these provinces and the sizes of the population. The lowest print projects are in North West 6% and
Northern Cape 2%.
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Holdings
Consortium
Board

Figure 7: Number of owners
Most media projects are individual businesses run by one or two owners, meaning decisions are made
by one or two people. This has an advantage as decisions are made quicker. 22% of the respondents
that took part in the study said that they were run by a board, meaning that decisions are made by a
group of people, usually through votes in a meeting.

Ownership/Shareholders

Figure 8: Owner / shareholders
Most owners / shareholders are male 55% while 42% are women, which shows that media projects
do empower women. Women projects should be supported so that they play a major role in media
which is in line with the MDDA's mandate of empowering female run organisations / projects.
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Figure 9: Age of owners / shareholders
47% of the owners / shareholders are between 35-49 years. It is interesting to note that there is a
significant number who are younger than 35 years old, meaning that the industry has a future, as it is
empowering the youth, who are gaining experience at a young age.

Figure 10: Race of owners / shareholders
A majority of the owners / shareholders are black, comprising of African, Coloureds and Indians. Whites
form 31%. This shows the extent of transformation post 1994, although this information does not include
the big print media players.
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Figure 11: Different positions in the print media house / project

Figure 12: Percentage of ownership / shareholding
36% of the respondents own 100% of the projects while 26% own half of the projects. This shows that
respondents that took part in the study are hands - on and are decision makers.

72

Research Findings Cont..
Years in operation

Figure 13: Years of operation in the business
Relatively 71% of the print media projects have been operating for less than 10 years and this shows an
emerging need for these services in the community. There are others who have been in the business for
more than 10 years, they have gained the experience over years and their business models can be used
to help the new entrants to operate. The study also revealed that there are young businesses less than 2
years. These are at their critical phase of their business cycle and need to be assisted in their growth, so
that they do not fold.
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Where the organisation operates from

Figure 14: Where the organization operates
80% of the projects operate from the business premises while 20% operate from home. Those
operating from business premises are perceived to be more professional and stable. This gives them
the authenticity of being an established newspaper or magazine, which also assures advertisers.
Those operating from home mainly have a challenge of not being taken seriously. However, the
advantage of operating from home is that it reduces costs, for example rentals, though they could
struggle to attract advertisers.
Records kept in the company

Figure 15: The records available in the business
All media projects keep records, which is good for the planning and executing of various business
programs. 36% said they kept financial records and this is the most critical aspect of any business, as it
shows if the business is growing or not. Management may also use these records to fine - tune their
strategies. 23% said they have a memorandum of understanding, which shows their business
objectives, values and mission, which will inform the running of the business. They also keep 'other'
documents such as human resources and staff records, policies & procedures and company registration
records.
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Figure 16: Publications in circulation
Most projects 72%, have one publication, with a few having two to three publications (15%). It is easy
for those with one publication to focus and manage it. However, the drawback could be that if the
publication does not do well, then the business will fold.
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Figure 17: Internal news sources by race
61% of print media projects use internal black news sources who report on grassroots stories, which are
relevant to the communities in which they operate. A few print projects use internal white news sources,
however, these are in white owned companies. 27% of the print media projects said half of their sources
were White
Why use external news sources

Figure 18: Understand why they use external news sources
27% of the projects use external news sources to get more information while some said that external
news sources are cheap and easy to manage, for example, they come in per project which saves them
costs of having to pay them fixed salaries and other company benefits such as medical aid. On the other
hand, some projects use external news sources because they do not have the resources to maintain fulltime employees
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Newsroom
n=112

% of black newsroom
composition

100.00
90.00

65%

n=112
100.00
90.00

5%

% of white newsroom
composition
18%
2%

80.00

2%

80.00

70.00

1%

75.00

2%

65.00

2%

60.00

2%

60.00

4%

50.00

17%

40.00

1%

50.00

35.00

1%

40.00

25.00

1%

30.00

20.00

2%

20.00

10.00

1%

10.00

5%

41%
9%
2%
5%
11%

Figure 19: Newsroom composition by race
65% of the print projects that took part in the study said their newsroom is made up of black people only.
This shows the level of transformation and empowerment within these businesses. Most of the print
media houses who have 100% newsroom staff, uses the indigenous languages. However, 41% have
white people in their newsrooms. This is because of the publications that are in English and Afrikaans
and also because most of them have the experience as they have been in the industry for long.

Figure 20: Why business use such people
The reasons why print media projects are using the internal or external staff is mainly because of their
experience, their loyalty, the period of service and their education. This promotes the growth of the
organisation because of the high standard and quality work that is delivered. Some mentioned other
reasons such as using internal and external people to mentor them or providing them with skills in media.
Also, other reasons were that these people are based in the township, they provide relevant content to
the communities that they serve.
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Printing

Figure 21: Printing done internally and externally
79% of the respondents who took part in the study mentioned that all their printing is done internally This
is beneficial to them as they can produce their publication or magazine on time unlike those projects
which rely on other big media houses for their printing needs.
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% of external printing done by
blacks

n=112

100.00
95.00

38%
2%

80.00
70.00

9%
2%

60.00

9%

50.00
40.00

31%
4%

25.00

2%

20.00

2%

% of external printing done by
whites

n=112

100.00
80.00
75.00
60.00
50.00
40.00
30.00
20.00
5.00

59%
1%
1%
3%
20%
6%
1%
6%
1%

Figure 22: Percentages of printing done by Blacks or Whites
38% of the respondents who took part in the study said all their printing needs are done externally by
black companies, 31% said that 50% of their printing is done externally. This is an indication that
transformation is happening, although at a very slow pace in the industry. On the other hand, 59% of the
print media houses said that all their printing is done by white companies. The reasons project owners
use external printers is because of the good quality work, they are reasonable in terms of price unlike
machines which are expensive and need maintenance.
Languages
n=112

Primary language for
publication/s

English
Afrikaans

62%
13%

Xhosa

9%

Zulu

8%

SeTswana

4%

SeSotho

3%

Venda

1%

SiSwati

1%

Sepedi

1%

n=112

English
Afrikaans
Zulu
Xhosa
SeTswana
SeSotho
SiSwati
Ndebele
Venda
XiTsonga
Sepedi
Portuguese
Khoi-san

Secondary languages used for
publication/s
27%
14%
13%
13%
8%
7%
5%
4%
3%
2%
2%
1%
1%

Figure 23: Primary and secondary languages
All official languages were represented; however, 62% of respondents said their primary language for
their publication was English. English and Afrikaans were still dominating the media industry even
though the MDDA is endeavouring to provide access to media in HDI indigenous languages to ensure
that their languages do not 'die'. However, Isixhosa and IsiZulu are fairly leading compared to other
South African languages such Sepedi, TshiVenda and Khoisan.
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Distribution
n=112 % of distribution done internally

100.00

81%

n=112

% of distribution done externally

100.00

51%

80.00

4%

90.00

3%

60.00

3%

85.00

3%

80.00

3%
3%

50.00

8%

25.00

1%

75.00

20.00

1%

50.00

15.00

1%

40.00

10.00

1%

20.00

19%
8%
11%

Figure 24: Distribution done internally/externally
81% of the respondents said that all their distribution is done internally. These print media projects who
said their distribution is done internally are those that are established and in most cases the ones that
have been operating for about 10 years. This strategy is saving them cost as they do not have to always
pay for such a service. There are some (51%) who said their distribution is done externally, as they do
not have internal people to distribute for them, and some said it is cheaper to have external distributors.
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Figure 25: List of external distributors
Grocery stores such as Pick n Pay and Spar were commonly mentioned as the main distributors by
respondents. Retail stores comprise a big portion of distributors or outlets where the publications are
bought. It is also interesting to note that local private business owners do benefit as well by providing
distribution and transportation needs to the print media projects. Thus, these small commercial or
community projects empower the community as they create employment.
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Marketing
n=112 % of marketing done internally

100.00

86%

n=112

100.00

90.00

2%

95.00

80.00

1%

80.00

70.00

1%

60.00

60.00

3%

50.00

4%

40.00

2%

20.00

1%

5.00

1%

% of marketing done externally

29%
5%
5%
10%

50.00

19%
14%

40.00
30.00
20.00
10.00

5%
5%
10%

Figure 26: Percentage of marketing done internally / externally
86% of print media houses alluded that their marketing is done in-house, as they do not have the
resources to get big marketing firms to outsource to. Relatively, a lot of the print houses seem to do their
own marketing, as they complain about the cost implications. It was also noted that the role of
marketing is perceived by all as very important as it is the backbone of every organisation. 29% of the
respondents said that their marketing is completely outsourced, as they do not have capacity to do
marketing themselves.
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Figure 27: List of advertisers
When respondents were asked who are their advertisers, a majority mentioned local businesses,
supermarkets, government departments and banking institutions. Local businesses and supermarkets
seem to understand the importance of advertising.
Training and development

Figure 28: Determining if the company offer on the job training
A majority (73%) of the print media houses do offer on-the-job training. This is beneficial to the print
projects as employees are equipped with skills that will help them perform at their optimal level.
Training helps them to keep abreast with the industry trends, and in turn empower them on an individual
level, thus boosting their confidence and morale to perform their duties well. However, 27% said they
do not offer any training. This could be because of lack of resources and cost- cutting, although it might
have a negative impact on the business itself. The most common training offered is basic journalism,
sales & marketing skills, photography and design.

83

Research Findings Cont...

Figure 29: Determining if anyone in the company has taken part in MDDA training
39% of the respondents said that they have taken part in the training offered by the MDDA. This
indicates that the MDDA is trying to promote skills transfer, though at a slow pace. This might call for
government intervention to increase the budget of the MDDA so that they can be able to train more
people that are in media industry.

Figure 30 Determining which training they have received
Most of the respondents said that they attended the sales & marketing skills and basic journalism
courses offered by the MDDA. Financial management and office management courses were also
mentioned. This is positive as it is in line with the MDDA mandate of providing historically disadvantaged
individuals with access to skills training.
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Other
ABSA Bank
Ford
Foundation
Kgulo Trust
Ad Council

Figure 31: Charts portraying if company has received funding and from whom
57% of the respondents had received funding to assist them in their operations, while 43% said that they
have never received any funding. Most have been funded by the MDDA, and there are some who have
received funding from organisations such as Mott Foundation, AD Council and some NGO's. 71% of
the respondents received funding from the MDDA.

Figure 32: Challenges faced by businesses
Most of the print media owners spontaneously mentioned three things as challenges and these are,
1. Limited access to financial resources,
2. Difficulties in getting enough advertisers,
3. High printing & marketing costs.
The bulk of the print media owners tended to talk about how they are discriminated against and mentioned
that advertising spend goes to the white print media projects and the big media houses. They mentioned
that they are faced with rife competition, as consumers also tend to purchase publications from
mainstream print media houses, leaving their own publications. A few also mentioned that they are
under-staffed and do not have qualified staff as most of their staff was made up of volunteers.
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Figure 33: Chart trying to understand if print media cooperatives will work and how?
When respondents were asked if it is possible to have Print Media Cooperatives, 68% said yes, it is
possible, while 32% said it is not possible. Those in favour of cooperatives mentioned that it will work to
their advantage as they will be able to grow whilst sharing resources and costs. Some mentioned that
they will be able to collectively own their printing establishment instead of always outsourcing their
printing. Media cooperatives will also aid them in terms of sourcing advertising from private companies,
as they will be seen as a big unit, unlike small individual publications that do not have a huge market
share.
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Figure 34: Understanding how cooperatives should operate?
Respondents felt that cooperatives will be beneficial to them as they will be seen as a big unit and they
will be able to share resources thus be able to maximise their profit. Also, they might be able to attract
more advertising, which will assist them in being sustainable. There were also high hopes that media
cooperatives will assist in attracting more advertising to increase their sales revenue.
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When asked for recommendations and suggestions for media transformation, most respondents said
that there should be more funding and that the government should set up policies that will ensure the
print media industry transforms. Some said that all races should have equal opportunities and called for
government to support and develop BEE companies and/or projects.
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Print Media Projects Interviewed
The next section will outline all the print media projects or enterprises that were interviewed during
the study.
MEMBER
A fric a ’s B o w H u n te r

C IR C U L A T IO N

LANG U AGE

FREQUENCY

P R O V IN C E

C IT Y

11 500

A frik a a n s , E n g lis h

M o n th ly

G a u te n g

P re to ria

1

(M a g a z in e )

2

A g e n d a F e m in is t M e d ia

1 200

E n g lis h

Q u a rte ly

K w a Z u lu -N a ta l

D u rb a n

3

A g e n d a M a g a z in e

5 000

E n g lis h , S e ts w a n a

W e e k ly

N o rth W e s t

N e ls p ru it

4

A liw a l W e e k ly

2 000

A frik a a n s , E n g lis h

W e e k ly

E a s te rn C a p e

A liw a l N o rth

5

A ID C

-

E n g lis h

M o n th ly

W e s te rn C a p e

W e s te rn C a p e

-

-

-

G a u te n g

V o s lo o ru s

W e e k ly

E a s te rn C a p e

B a rk le y E a s t
L im p o p o

A s e n z e Y o u th
6

D e v e lo p m e n t

A frik a a n s , E n g lis h ,

B a rk ly E a s t R e p o rte r

2 000

8

B a la o d i P u b lis h e rs

5 000

E n g lis h , S e p e d i

M o n th ly

L im p o p o

9

B e lle H u M e d ia

5 000

E n g lis h

W e e k ly

G a u te n g

10

B lu e s k y D e v e lo p m e n t

-

E n g lis h

W e e k ly

G a u te n g

P re to ria

11

B M D M e d ia

5 000

E n g lis h

W e e k ly

G a u te n g

G a u te n g

12

B u a S e d ib e n g N e w s

15 000

E n g lis h , S o th o

M o n th ly

G a u te n g

S e b o k e n g , E v a to n

B u a S o w e to N e w s

15 000

E n g lis h

M o n th ly

G a u te n g

C h ild re n R e s o u rc e C e n tre

10 000

E n g lis h

W e e k ly

W e s te rn C a p e

F o rtn ig h tly

M p u m a la n g a

7

13
14

Is ix h o s a

E n g lis h , S is w a ti,

S o w e to , L e n a s ia ,
J o h a n n e s b u rg C B D
W e s te rn C a p e
W itb a n k , O g ie s , D e lm a s ,

C o a l C ity N e w s

5 000

16

C osm os N ew s

15 000

E n g lis h , A frik a a n s

W e e k ly

M p u m a la n g a

B a lfo u r, B e th a l, G re y lin g s ta d

17

C o s m o C ity C h ro n ic le

16 000

E n g lis h

F o rtn ig h tly

G a u te n g

C o s m o C ity , D ie p s lo o t,

18

D ie H o o rn

A frik a a n s , E n g lis h

W e e k ly

W e s te rn C a p e

O u d ts h o o rn a n d K le in K a ro o

M o n th ly

N o rth e rn C a p e

U p in g to n

15

3 800

Is iz u lu

K rie l

A frika a n s,
D ie H o riso n

10 000

19

D a m a ra , K h o i,
X h o sa , T sw a n a

20

D ike le th u N e w s

E n g lish , Izixh o sa

M o n th ly

Cape Town

Cape Town

21

D izin d a b a N e w s

15 000

Isixh o sa

F o rtn ig h tly

W e ste rn C a p e

K h a ye litsh a , N ya n g a , M fu le n i

22

D o n e D e a l M e d ia

-

-

-

-

-

10 000

E n g lish , Isixh o sa

M o n th ly

E a ste rn C a p e

M th a th a
L yn w o o d , D e B e e rs,

E a ste rn C a p e W o m e n s

5 000

23

M a g a zin e

24

E a ste rn T im e s

30 000

A frika a n s, E n g lish

F o rtn ig h tly

G a u te n g

E d e n va le E ye th u

40 000

E n g lish , Isizu lu

W e e kly

K w a Z u lu -N a ta l

26

E n n e rd a le S u n

15 000

E n g lish

M o n th ly

G a u te n g

E n n e rd a le , E ld o ra d o P a rk

27

F re e S ta te N e w s

5 000

E n g lish , S e so th o

W e e kly

F re e S ta te

B lo e m fo n te in

28

F re e S ta te S u n

5000

E n g lish , S e so th o

W e e kly

F re e S ta te

W e lko m , V irg in ia

29

G a la xy N e w sp a p e r

17 000

E n g lish

M o n th ly

K w a Z u lu -N a ta l

P ie te rm a ritzb u rg , N o rth d a le ,

30

G a u te n g T im e s

20 000

E n g lish

M o n th ly

G a u te n g

N e w to w n , F o rd sb u rg

G e n u in e M a g a zin e

5000

E n g lish

Q u a rte ly

K w a Z u lu -N a ta l

32

G re a te r A le x T o d a y

30 000

E n g lish

W e e kly

G a u te n g

A le xa n d ra , B a lfo u r P a rk

33

G ro co tts M a il

2 500

E n g lish

W e e kly

E a ste rn C a p e

G ra h a m sto w n , P o rt A lfre d

M o n th ly

G a u te n g

V a n d e rb ijlp a rk

F o rtn ig h tly

G a u te n g

25

31

34

35

G u lo va M a g a zin e

5 000

H a m a a n skra a l N e w s

10 000

E n g lish , X h o sa ,
Z u lu , S o th o
S e p e d i, S e tsw a n a

A sh d o w n e (G ra ce la n d ),
E d e n d a le

D u rb a n ,P ie te rm a ritzb u rg ,P o rt
S h e p sto n e ,

H a m a a n skra a l, T h e m b a ,
M a b o p a n e , S o sh a n g u ve
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36

37
38

39

L yd e n b u rg , B u rg e rsfo rt,

H ig h la n d s P a n o ra m a

9 000

A frik a a n s , E n g lis h

W e e k ly

M p u m a la n g a

P in e to w n Izin d a b a

35 000

E n g lis h , Is izu lu

W e e k ly

K w a Z u lu -N a ta l

H o m e le s s T a lk

20 000

E n g lis h

M o n th ly

G a u te n g

H o rizo n

15000

E n g lis h

M o n th ly

G a u te n g

10 000

Is ixh o s a

W e e k ly

E a s te rn C a p e

U m th a th a

M o n th ly

W e ste rn C a p e

A tla n tis , M a m re , D a rlin g

40

I D O M a g a zin e

41

Ik h w e zi N e w s

A frik a a n s , E n g lis h ,

D u lls tro o m ,
P in e to w n S o u th / N o rth ,
C le re m o n t
J o h a n n e sb u rg
J o h a n n e sb u rg : L e n a s ia ,
A za a d ville

Im p a c t 2 4 /7

11 000

In k a zim u lo N e w s p a p e r

15 000

Is izu lu

W e e k ly

K w a Z u lu -N a ta l

Is ib a n i S o m p h a k a th i

30 000

Is izu lu

M o n th ly

K w a Z u lu -N a ta l

N e w c a s tle

40 000

Is izu lu

M o n th ly

K w a Z u lu -N a ta l

Ile m b e , U g u , O th u ke la ,

K a th o ru s M a il

12 000

E n g lis h

M o n th ly

G a u te n g

K a th u G a ze tte

15 000

A frik a a n s , E n g lis h

W e e k ly

N o rth e rn C a p e

G e n u in e M a g a zin e

5000

E n g lis h

Q u a rte ly

K w a Z u lu -N a ta l

49

G re a te r A le x T o d a y

30 000

E n g lis h

W e e k ly

G a u te n g

A le xa n d ra , B a lfo u r P a rk

50

G ro c o tts M a il

2 500

E n g lis h

W e e k ly

E a s te rn C a p e

G ra h a m s to w n , P o rt A lfre d

M o n th ly

G a u te n g

V a n d e rb ijlp a rk

42

43
44

Ith u b a le th u R u ra l
45

46

47

48

51

52

53

54
55

56
57

58

59

C o m m u n ity N e w s p a p e r

E a s t R a n d : K a th le h o n g ,
T h o k o za
K a th u (S e sh e n g , D e b e n ),
B a rk ly W e st,
D u rb a n ,P ie te rm a ritzb u rg ,P o rt
S h e p sto n e ,

H a m a a n s k ra a l N e w s

10 000

S e p e d i, S e ts w a n a

F o rtn ig h tly

G a u te n g

H ig h la n d s P a n o ra m a

9 000

A frik a a n s , E n g lis h

W e e k ly

M p u m a la n g a

P in e to w n Iz in d a b a

35 000

E n g lis h , Is iz u lu

W e e k ly

K w a Z u lu -N a ta l

H o m e le s s T a lk

20 000

E n g lis h

M o n th ly

G a u te n g

H o riz o n

15000

E n g lis h

M o n th ly

G a u te n g

Ik h w e z i N e w s

10 000

Is ix h o s a

W e e k ly

E a s te rn C a p e

U m th a th a

M o n th ly

W e s te rn C a p e

A tla n tis , M a m re , D a rlin g

Z u lu , S o th o

A frik a a n s , E n g lis h ,

H a m a a n s k ra a l, T h e m b a ,
M abopane, S oshanguve
L y d e n b u rg , B u rg e rs fo rt,
D u lls tro o m ,
P in e to w n S o u th / N o rth ,
C le re m o n t
J o h a n n e s b u rg
J o h a n n e s b u rg : L e n a s ia ,
A z a a d v ille

Im p a c t 2 4 /7

11 000

In k a z im u lo N e w s p a p e r

15 000

Is iz u lu

W e e k ly

K w a Z u lu -N a ta l

5 000

Is iz u lu

W e e k ly

K w a Z u lu N a ta l

P e te rm a ritz b u rg

30 000

Is iz u lu

M o n th ly

K w a Z u lu -N a ta l

N e w c a s tle

40 000

Is iz u lu

M o n th ly

K w a Z u lu -N a ta l

Ile m b e , U g u , O th u k e la ,

K a th o ru s M a il

12 000

E n g lis h

M o n th ly

G a u te n g

K a th u G a z e tte

15 000

A frik a a n s , E n g lis h

W e e k ly

N o rth e rn C a p e

P u rp o s e N e w s p a p e r

61

Is ib a n i S o m p h a k a th i
Ith u b a le th u R u ra l

64

Ndwendwe

5 000

60

63

E n g lis h , X h o s a ,

D u rb a n , K w a m a s h u ,

G u lo v a M a g a z in e

In h o s o Y e s iz w e /M u lti

62

Is ixh o s a

C o m m u n ity N e w s p a p e r

90

Is ix h o s a

D u rb a n , K w a m a s h u ,
Ndwendwe

E a s t R a n d : K a tle h o n g ,
T hokoza
K a th u (S e s h e n g , D e b e n ),
B a rk ly W e s t,
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Khanya Lamontville
65

Community Newspaper

5 000

English, Isizulu

Monthly

KwaZulu -Natal

Lamontville, Tuihuise Hostel,
Ermelo, Standerton,

Khanyisa News

10 000

English, Isizulu

Weekly

Mpumalanga

66

Secunda, Volksrust,
Carolina, Piet Retief and
Balfour.

67

KJP Media Investments

5 000

English

Weekly

Gauteng

Johannesburg

68

Kickstart Magazine

5 000

English

Monthly

Gauteng

Hamanskraal
Kokstad , Cedarville, Franklin,
Harding, Underberg,

Kokstad Advertiser

10 000

Afrikaans, English,
Isixhosa

Himeville, Ixopo, Matatiele,
Weekly

KwaZulu -Natal

Swartberg, Flagstaff,
Lusikisiki, Mount Ayliff,
Qumbu, Tabankulu, Mount

69

Frere.
Hartbeespoort,

Kormorant

9 000

Afrikaans, English

Weekly

North West

71

Kruger 2 Canyon

7 000

Afrikaans, English

Weekly

Limpopo

Hoederspruit, Acornhoek,

72

Kuruman Chronicle

8 000

English, Setswana

Monthly

Northern Cape

Kuruman

73

Le Web Media

74

Lentswe News

5000

English

Fortnightly

Free State

Bloemfontein, Mangaung,

75

Leseding News

5 000

English, Setswana

Fortnightly

North West

Bojanala (Rustenburg), Brits,

Life & Style

26 500

English

Fortnightly

KwaZulu -Natal

Fortnightly

KwaZulu
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76
77

78

79

Maputaland Mirror

13 500

Mash News

6 000

English

Fortnightly

Mpumalanga

Masilonyana News

10 000

English, Sesotho

Monthly

Free State

10 000

Afrikaans, English

Monthly

Mpumalanga

8 000

English, Setswana

Weekly

Limpopo

50 000

Afrikaans, English

Fortnightly

North West

Mpumalanga Tourism
80

Information
Noordelike Nuus/ Northern

81

Isizulu, Xitsonga,

News

English

-Natal

Schoemansville,

Durban Umhlanga Mt
Edgecomb
Mkhanyakude
Lydenburg, Mashishing
Township
Bloemfontein, Brandfort,
Theunissen
Witbank, Pilgrims Rest,
Balfour,
Mokopane,Lephalale,
Marken
Ngaka Modiri, Molema, Dr

North West

Journal

82

Ruth Segomotsi, Sempati
District
Kraaifontein,

Scottsdene,

Northern Bulletin

20 000

English

Monthly

Western Cape

84

Northern Star

32 000

Afrikaans, English

Weekly

KwaZulu

85

Northwest

Weekly

North West

Potchefstroom and fochville

86

People’s Choice

5000

English

Monthly

Western Cape

Woodstock

87

Pondo News

10000

Isixhosa, English

Weekly

Eastern Cape

Mbizana, Kokstad,

88

Rainbow News

2 500

English, Isixhosa

Monthly

Eastern Cape

Butterworth

Monthly

Limpopo

Sekhukhune

Weekly

Eastern Cape

Cofimvaba

83

Independent

18 000

-Natal

Watsonia Park, B
Ottawa, Parkgate

English,
Sebatakgomo News

5 000

89
90

Isindebele,
Isiswati, Sepedi

Skawara

2 000 - 3 000

English, Isixhosa

91

Print Media Projects Cont..
E n g lish ,
Isin d e b e le ,
91

S o sh T im e s

10 000

Isisw a ti, Isizu lu ,
S e p e d i, S e tsw a n a ,

M o n th ly

G a u te n g

S o sh a n g u ve , M a b o p a n e ,

T sh ive n d a ,
X itso n g a
92

S o u th e rn G lo b e

18 000

E n g lish

M o n th ly

G a u te n g

G re a te r L e n a sia

93

S o u th e rn S ta r

32 000

E n g lish

W e e kly

K w a Z u lu -N a ta l

B rig h to n B e a ch , G ro sve n o r

G a u te n g

S o w e to , E ld o ra d o P a rk,

O n ce In T w o

S p a za N e w s

5000

E n g lish

S t F ra n cis C h ro n icle

5 000

E n g lish

M o n th ly

E a ste rn C a p e

96

S u id e rn u u s

3000

A frika a n s,

W e e kly

W e ste rn C a p e

B re d a sd o rp , N a p ie r,

97

T a xi T a lk

15 000

E n g lish ,

M o n th ly

E a ste rn C a p e

B iza n a

98

T h e B ig Issu e

E n g lish

M o n th ly

W e ste rn C a p e

C a p e T o w n , Jo b u rg

E n g lish

W e e kly

K w a Z u lu -N a ta l

E n g lish

F o rtn ig h tly

E n g lish S e p e d i

M o n th ly

L im p o p o

M o n th ly

K w a Z u lu -N a ta l

94

95

99
100

101

102

T h e B u g le

40 000

T h e D ia sp o ra
T h e E ye

News

T h isa b ility N e w sp a p e r

3 000

5 000

20 000

E n g lish , Isizu lu ,
S e so th o , A frika a n s

M o n th s

S t F ra n cis B a y, P o rt
E liza b e th

D u rb a n N o rth , U m h la n g a ,
L a L u cia ,
N a tio n a l
B a tlh a b in e co m m u n ity,
B o kg a g a ,
C o m m u n ity C e n tre s,
A sso cia tio n s o f p e o p le w ith
d isa b ilitie s

103

U m a m g o b h o zi

5 000

Isizu lu

F o rtn ig h tly

K w a Z u lu -N a ta l

N e w ca stle

104

U p sta rt

7 0 00

E n glish , E n glish

M o n th ly

E a ste rn C a p e

G ra h am sto w n
A ll m a jo r citie s in a ll S o u th

105

V o z P o rtu gu e sa

5 0 00

P o rtu gu e se

M o n th ly

G a u te n g

A frica n P ro vin ce s. A s w e ll a s
a n um be r of o utre a ch in g
to w n s.

V u tha N e w s

5 0 00

W ine lan d s E ch o

2 0 00 0

X o xa M a n je

3 0 00

Y o u th T o d a y

110
111

106

107
108

109

E n glish

D a ve yto n ,E tw a tw a ,C lo ve rd e

M o n th ly

G a u te n g

F o rtn igh tly

W este rn C a pe

S te lle nb o sch,K ha ya m an d i,

A frika a n s, E n glish

M o n th ly

G a u te n g

E e ste ru st, S ilve rto n

5 0 00

E n glish

F o rth n igh ly

N o rth W est

Z ith e th e le

2 0 00 0

E n glish

F o rth n igh tly

E a ste rn C a p e

N e lso n M a nd e la B a y

Z iw a p h i

4 0 00

E n glish

F o rtn igh tly

M p u m a la n ga

M b o m b e la ,N kom a zi ,U m jin d i

A frika a n s, E n glish ,
X h o sa

Table 9: Print Media projects that were interviewed
Source: AIP website last accessed - 20 August 2013

92

ne

N ga ka M o d iri M o le m a
D istrict

Distribution of Print Media Houses in South Africa

Print Media Houses In South Africa

93

Field Challenges
·

·

·

Some of the project owners said that they
were not available during the interview
period, and there is no one at their point of
work or office informed enough to take part
in the survey.
Some of the contact numbers in the list no
longer existed while some were wrong
numbers.
Respondents failing to honour scheduled
appointments and making up excuses, such
as not being available, away on business

Solutions
·

·

94

We re-contacted the project owners,
rescheduled interviews to times that were
convenient to them
We searched for alternative contact details

Conclusions
·

·

·
·
·

·

·

·

·

·

·

All print media projects have their own news
sources; the big print houses have internal
staff that source news whereas, community
and small commercial newspapers use
freelancers, interns and the internet.
There are 22 daily and 25 weekly major
urban newspapers in South Africa, most
published in English.
There are also about 200 successful, small,
independent papers in South Africa.
Most of these publications are in Gauteng
and there are a few in Northern Cape.
Most of the newspapers that have a national
footprint are owned and controlled by the
Big 4; these still own and control the entire
value chain.
Small Commercial and Community
newspapers are owned by individuals
and/or community members, and these are
mainly from the historically disadvantaged
individuals.
There has been a minimal change in media
ownership and control, especially amongst
the Big 4; this has been observed from their
BBBEE ratings which has not moved or
have moved downward by a digit.
Possibly due to their size, most of the
enterprise development and the CSI
initiatives are done by the big 4, as they
have the resources. Community and small
commercial projects do not have these
programmes as they are battling to survive
themselves.
Big media houses own their printing
machines with the exception of Sekunjalo
Independent Media which has recently
(2012) started printing from Caxton.
Small commercial and community media
projects mainly rely on the Big 4 for their
printing needs.
Most independent distributors are white,
whilst small commercial and community
newspapers outsource to big companies
and small local distributors.

·

·

·

·

·

·

·

·

·

Except for Times Media Group, the
newsroom and top management of the
big print media companies is made up of
whites, with a few blacks in middle and
junior management.
Generally, the small commercial and
community media projects are owned
and controlled by a single person.
Women are starting to feature into the
ownership and control of the media
projects and enterprises.
Most of the big media houses publish in
English and Afrikaans; there are a few
small commercial and community
newspapers that also publish in African
languages.
Big media houses offer training
opportunities, whilst small commercial
and community newspapers do not offer
training opportunities as they have little
or no budget for skills development.
Looking at the small commercial and
community newspapers, it is usually the
owner who attends the training sessions.
Big media houses receive big adspend,
whilst the small commercial and
community newspapers battle to attract
advertisers as they do not have proper
records of circulation and readership.
The other reason they do not attract more
advertisers is that their marketing is not
robust, the owner does everything in the
value chain limiting their time and effort
towards attracting advertisers.
A majority of small commercial and
community newspapers rely on
government advertising.
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Recommendations
·

·

·

·
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The small commercial and community
newspapers should be encouraged to
consider forming media cooperatives to
enable them to pool together resources
The small commercial and community
newspapers should be encouraged to take
advantage of government initiatives where
all departments have to work with
companies with specified BBBEE ratings
A cooperative or some government initiative
should be made to train small newspapers
and even to provide corporate social
responsibility initiatives in various areas
A comparative analysis should be made to
determine which is less expensive, printing
internally or outsourcing as even some big
companies do not print internally

·

·

·

·

Government should encourage the big
“established” print media houses to offer
training to HDI, partnership could be
formed with higher learning institutions
such as Wits University, Durban
Westville and the others
Big established print media houses
should mentor and do a succession
planning, also encourage black
employees especially women to take up
high positions within the organizations
The MDDA as a funding institution should
be capacitated, in order to provide funds
to emerging grassroots publishers
HDI's should be included throughout the
whole value chain in the print media
industry in order to promote a diversity of
opinions and public dialogue.
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