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01 
Introduction 
 
With so much big and small data, opinion and conjecture hitting us from all directions when it 
comes to modern media, where should we start looking to build the foundations of a new kind of 
global publishing house that satisfies the needs and desires of a 21st century public? 
 
And nowhere is this question more fascinating than in South Africa where the complexities of our 
socio-economic environment make the challenge more of a Rubik’s cube than a simple equation. 
Imagine then if we could stop for a moment and get a clear view of people’s needs, desires and 
resultant behaviour. 
 
On commission from the SA Publisher Research Council, that was our primary aim when we 
embarked on this report. From outset to completion, we had a nagging thought: what if much of 
the headline-seeking commentary regarding print’s extinction are, at best overly simplistic and at 
worst, just plain wrong?  
 
We set out to do something that hasn’t been done in a while: look at the world of print media 
through a positive lens. Our intent wasn’t primarily to ‘quantify’ audiences in any way, but rather to 
conduct research that would identify behavioural differences within the groups and segments that 
make up the SA consumer landscape.  
 
And our starting point was a global snapshot that revealed an undeniable truth: if print is dead, its 
carcass is unbelievably valuable. 
 
The powerhouse Australian magazine industry, for example, brought in around 1.3 billion Aussie 
dollars in 2016 and, according to their ABC numbers, British consumers bought 800 million 
magazines in 2016, 75% of which were paid-for copies. That’s around £1 billion spent on 
magazines. And in the USA, where subscription has always been the mainstay of the market, the 
battered and bruised newsstands still carry around 7 000 titles and sell over 300 million units a 
year.  
 
https://www.statista.com/topics/1265/magazines/ 
 
Yes, numbers and statistics need to be treated with caution: change a definition slightly and you 
can easily add a few ‘00’s to make the facts fit your story. Still, it’s useful to have some sort of 
picture, no matter how blurry, of what’s going on in the big wide world – and at home.  
 
Every year, for example, PricewaterhouseCoopers releases its annual media and entertainment 
report and, in last year’s publication, they estimated the total consumer spend in the SA media 
market as follows: 
 
Books: R3.8 billion 
Magazines: R5.7 billion 
Newspapers: R2.6 billion 
  
PwC Entertainment and media outlook: 2016–2020 (South Africa – Nigeria – Kenya), www.pwc.co.za/outlook 
 
In anyone’s language, the world of ink and paper is still a massive business and it was on that 
basis that the real value of this report becomes clear. If we imagine print media as a single 
‘company’, it would benefit from a good old-fashioned SWOT analysis right now: what are the 
strengths and weaknesses, opportunities and threats? 
 
If publishers had a better understanding of their world in these terms, they would not only be able 
to make better-informed decisions, but more importantly, they would be able to pitch their stories 
in a far more powerful way. 
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What does the landscape really look like through consumers’ eyes? When it comes to reading 
magazines and newspapers, what draws people to the respective media, or pushes them away? 
And most importantly, at a time when naysayers seem intent on looking at the glass half empty, is 
there any evidence that they might be wrong – and that the glass is very much half full? 
 
And from an advertiser perspective, what if everyone’s been hoodwinked and are harming their 
brands and marketing efforts by not understanding the true value of traditional media? What if 
there’s truth in the mantra that “digital may be the future, but it’s not the ‘now’”?  
 
With all that in mind, welcome to the BrandMapp print media report 2017. We need to be clear 
from the outset that there are two very different voices in these pages. There is background 
information and contextual narrative: stories, facts and insights gleaned from a variety of sources 
and fully referenced where applicable – appended with a very healthy dose of our opinions as 
media experts. These thoughts and insights are intended to stir debate, get the reader thinking, 
questioning and hopefully finding a new path. In short, just an opinion, but to be sure, it’s an 
educated opinion. 
 
Then there is empirical data extracted from the survey: a representation of opinions of thousands 
of respondents, reduced to variables and percentages and presented in graphs. It’s consumer 
opinion on a plate – more specifically, your potential consumers’ opinions – and you ignore it at 
your peril. 
 
PS. There’s a certain irony to the fact that, dotted throughout this print publication, there are URL 
links that replace the traditional source referencing systems of indexes or footnotes. As you will 
read, one of the technology world’s great assets is that, for people who communicate with words, 
the digital domain and the cloud have created the most efficient library in history. If you are 
reading this report in PDF digital format, you will be able to hit the links. If you are reading an 
actual printed version, chances are you will be too engaged to be distracted by a hyperlink. 
 
  

If print is dead, then why did South Africans 
spend more than R12 billion 

on deceased material last year? 
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02 
Executive summary 
A place for everything and everything in its place 
 
The media business exists in an ever-evolving landscape, one in which predications about success 
and failure needs to be well defined and understood in order to have practical value.  
 
Simply claiming that print, or any other medium for that matter, is dead or dying is more  
sensational than useful. 
 
The media landscape has changed forever and successful content publishers in all channels and 
on all platforms should bear in mind that while each platform and channel has its own attributes, 
there is none that has all. Consumers know this and are responding accordingly. 
 
Publishers can only make better decisions if their strategic direction is guided by some provable, 
(or at least probable) insights and ideas rather than anecdotal ‘feelings’ based on history or 
conjecture.  
 
The BrandMapp2017 Print Report provides a factual, researched basis for publishers to stand on 
top of a soap-box, put their hand on their hearts, grab a loudhailer and shout the following 25 
statements at the top of their voices:  
 
#1. Wealthy South Africans are more interested in reading than travelling, gardening, eating 

out and socializing. 
 
#2. Wealthy South Africans recognise reading, both online and in general, as one of their top 

three activities in life, after (or on par with) watching movies and listening to music. 
 
#3. Wealthy South Africans love reading! 86% of them buy books. 
 
#4. 50% of wealthy South Africans buy at least four books every year. 
 
#5. While the rest of the wealthy see reading as a leisure activity at least 51% of emerging 

middle and upper class black South Africans clearly see reading books as a way to self-
educate, increase business skills and create a better future. 

 
#6. The percentage of wealthy South Africans who buy and read magazines has not changed 

noticeably for the past three years. 
 
#7. 87% of wealthy South Africans read magazines and 64% still buy magazines. 

 
#8. 70% of wealthy South Africans over the age of 35 still buy magazines. 
 
#9. Tough economic times and the influence of free web content are equally responsible for 

fewer magazine sales. 
 

#10. 85% of magazine readers pass their magazines on to family and friends. 
 

#11. 48% of wealthy South Africans buy at least one magazine a month. 
 

#12. 76% of magazine readers pick ‘relaxing at home’ (i.e. their quality time) as the place when 
they usually read magazines.  

 
#13. Nearly half (48%) of all readers recognise being able to pick up and dip in multiple times 

as the attribute they most associate with magazines. 
 

#14. Wealthy South Africans trust traditional news media far more than digital media. 
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#15. 82% think social media is likely to deliver fake news and 48% think websites are likely to 

deliver fake news. 
 

#16. 87% of wealthy South Africans buy books from a bookstore, but only 31% buy digital 
books. 

 
#17. 76% of magazine readers associate magazine adverts as being a direct trigger to 

purchase. 
 

#18. On average, 70% of wealthy magazine readers pick up each issue multiple times: 25% of 
them four times or more. 
 

#19. More than 50% of wealthy newspaper readers, both on weekdays and weekends, sit down 
and devour each issue in a single sitting. 
 

#20. Wealthy South Africans are 40% more likely to remember magazine adverts than they are 
to remember website adverts. 

 
#21. The stories and content in magazines and newspapers are at least as memorable as 

anything delivered in the digital world. 
 

#22. 76% of wealthy South Africans still read printed newspapers. 
 

#23. 36% of wealthy South Africans rate the quality of newspaper journalism as 7 out of 10 or 
better. 
 

#24. 1 in 4 wealthy South Africans likes the ritual of a printed newspaper. 
 

#25. 69% of wealthy South Africans do receive or regularly read free magazines. 
 

#26. 57% of wealthy South Africans enjoy reading in-flight magazines. 
 

#27. 75% of wealthy South Africans read community newspapers. 
 

#28. More than a quarter (28%) of the people who read community newspapers like the fact 
that they are vehicles for sales brochures and fliers. 

 
#29. 73% of wealthy South Africans subscribe to email newsletters – and the majority of them 

(55%) subscribe to promo mailers. 
 

#30. 59% of wealthy South Africans who subscribe to email newsletters get them a few times 
week – and 37% get them every day. 

 
 
This report provides the factual basis for these ‘outrageous’ claims.  
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03 
Method and background 
Language and terminology 
 
About BrandMapp 2017 and the Print Media Report: 
 
This report was compiled by WhyFive Insights and the interrogation that underpins it formed an 
integral part of our annual BrandMapp survey: the definitive study of the wealthiest 10% of South 
African consumers who pay 100% of the country’s taxes and account for almost half the consumer 
income and, therefore, spend. 
 
In 2017, the final survey rendered a sample of more than 27 000 South Africans who were invited 
to take part through email and online channels, using a variety of opt-in databases and media 
partners, and took an online survey that covered every aspect of their lives – including their 
relationship to media and print media in particular. 
 
The aim of BrandMapp is to profile market segments and paint extraordinarily colourful portraits of 
brand users and audience segments, not to quantify. In other words, BrandMapp forms a vital part 
of the new armoury of tools in the publishing industry’s arsenal. The ABC continues to tell the 
world how many issues of something are sold; the renewed PAMS data will tell you how many 
people are watching or reading something; BrandMapp shows you who those people are, what 
they do, what they want and how to satisfy their needs. 
 
Ethnicity 
 
Individually and severally, we have always been, and remain, committed to the ideals and pursuit 
of a fully inclusive South African society, characterised by equal opportunities for all its members, 
regardless of their background, enabling them to achieve their full potential in life. 
 
That notwithstanding, any investigation into media habits and trends that ignores behavioural 
differences between identifiable ethnic groups, specifically in terms of legacy and language, would 
be flawed. And although BrandMapp respondents were given the option to tick a box saying the 
‘race is irrelevant’, the vast majority (84%) still identify themselves as part of broad ethnic groups. 
We therefore use the same classification as Stats SA, allowing respondents to self-define as 
coloured, Asian/Indian, black and white; with the important linguistic distinction being that we 
prefer to use these labels as descriptive adjectives, not proper nouns i.e. ‘black people, coloured 
respondents, white readers’ etc. 
 
Income segments 
 
For the purposes of clarity and brevity, we segment income groups within what we refer to as the 
‘economically active’ group of South Africans living in households earning over R10 000 per 
month. This is not to imply that those living in households under that level are not part of the 
economy, that’s clearly not true, but for the vast majority of that income segment, discretionary 
spend and the ability to invest are severely compromised by the basic need to survive. 
 
We therefore typically use the following terms to describe three broad economic segments: 
 
Wealthy South Afr icans: those who are economically active, and living in households earning 
over R10K per month. 
TopEnd South Afr icans: those living in households earning over R30K per month. 
Aff luent South Afr icans: those living in households earning R50K per month or more. 
 
In this report, we focus on the entire R10K+ group referred to as: wealthy South Africans. 
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Sensible shaping 
 
Our primary aim with almost all the output of BrandMapp is to provide segmented views, negating 
the need for weighted data, However, it is useful to have some sort of overview, an average if you 
will, that allows us to anchor that segmented view and start to paint pictures against the backdrop 
of a representative view of wealthy South Africa. As an online only survey, with email being the 
primary call to action, the only significant area in which our total sample is clearly skewed is by 
ethnicity. In short, online surveys of this kind always produce a far larger sample of white 
respondents, both English and Afrikaans speaking, than other ethnic groups. 
 
For this reason, in order to get what we have always called a ‘sensibly shaped’ view of the data, 
we applied a simple ethnic weighting derived from Stats SA-based figures that estimate the ethnic 
split in the total group of South Africans living in wealthy households as follows: previously 
disadvantaged 54% vs white people 46% 
 
This weighted ethnic average forms the basis for the graphs and charts on total responses that 
follow. The segmented views and insights are extracted from technical tables showing skews in a 
variety of demographic segments. 
 
About the research partners 
 
The BrandMapp interrogation and survey design has been developed by WhyFive over the past five 
years as have all aspects of invitation and acquisition. The fieldwork and technical support for 
BrandMapp 2017 was conducted by Columinate – the first truly modern, full service digital 
research agency in South Africa – which has been perfecting the dark art of cross-platform, multi-
device research since 2008. Operating under the mantra of ‘Making Clever Simple’, Columinate 
uses a range of cutting-edge digital methodologies, collecting insights via consumers’ mobiles, 
tablets, laptops and PCs and at their convenience. No awkward phone calls or shoulder taps. Their 
excellent user-interface and flexible systems allowed us to correct as the campaign progressed 
resulting in the most robust data set we have ever created. 
 
About the authors 
 
Brandon de Kock is director of storytelling at Whyfive Insights: a writer, photographer, public 
speaker, editor and award-winning author who has been a media and communications 
professional for 25 years. With a background in music, entertainment and advertising, he entered 
the formal publishing industry at RamsayMedia at the turn of the millennium when print media 
was still a powerhouse and the web and social media were beginning to flex their muscles. He 
edited Compleat Golfer magazine for seven years before moving into a position as group editorial 
and creative director. He was an integral part of the move into a multi-platform world, and played a 
leading role in the project team that launched the survey that has, over the past six years, 
developed into BrandMapp. He still loves creating lifestyle content, but the wealth of stories that 
sit inside BrandMapp makes him look like a thought leader without having to try very hard. What 
you hold in your hands is the result of what happens when he puts in some effort. 
 
Stuart Lowe has been in media and marketing for over 30 years and still finds the business of 
matching products to consumers fascinating. It all started with the launch of SA Sports Illustrated 
in 1987 and as marketing director of Touchline Media, he was there in the heyday when the 
company added a further eight launch titles. In 1997, he joined RamsayMedia as group marketing 
director and was appointed publisher of the CAR brand in 2004, a role he expanded to form 
RamsayMedia Automotive. He was appointed as MD of the company in 2008 and started a 
number of new businesses over the next few years including RamsayMedia Research Solutions 
which was the inspiration for WhyFive. A marketer and strategist at heart, he is passionate about 
the role of media and technology in understanding and influencing consumer behaviour. His lucky 
number is five. 
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04 
Habits and behaviour 
Where does reading fit in to people’s lives? 
 
When print circulations first started to decline, there was a recurring theory in the publishing halls: 
the problem isn’t that people can’t read, it’s that they don’t want to read. We called it the illiteracy 
vs aliteracy theory and it was fuelled by what appeared to be a noticeable shift as consumers, 
mostly young, found reading and researching tiresome compared to, say, watching a YouTube or 
Vimeo video. 
 
In short, ‘not wanting to read’ was the logical outcome for a generation brought up on PlayStations 
and MTV and led into adulthood by Facebook and 140 character conversations. But, and it’s a big 
but, there’s almost no doubt that we jumped the gun in assuming that people were increasingly 
losing the desire to read. What was changing was how often, and the manner in which, they were 
reading. 
 
And so, over the past five years of researching the wealthiest 30% of the South African market, we 
have consistently shown that people’s desire to engage with text is at a very high level. 
 
In 2016, reading ranked third overall in terms of ‘activities and pastimes’ employed – narrowly 
beaten out by music and movies on 52% and 53% respectively. After reading, travel (47% and 
cooking (47%) completed the ‘big 5’ with dining out starting a clear second tier of interests at 
39%. To put that in perspective, concerts in 10th spot was ticked by just 30% of respondents. 
 
For women, white people, people over 50 and people earning R50K + per month, reading was the 
number one choice. 
 
For black people, men, 25-34 year olds and those earning under R20K per month, reading is 
slightly further down the pecking order – but importantly, never by more than one position. In 
other words, even for the 25-34 year olds, it’s in fifth position. Has anything changed in the past 
12 months? 
 
 
 
  



 

BrandMapp Print Media report 2017 | © WhyFive Insights | Page 11 of 60 

THE BRANDMAPP 2017 RESEARCH 
 
Q: WHICH OF THE FOLLOWING ACTIVITIES AND PASTIMES ARE YOU INTERESTED IN? 
(Top 20 only) 
 

 
 
 
In 2017, the data is remarkably similar for the ‘big five’ with the possible addition of dining out 
filling out a ‘Big 6’. 
 
Once again, the story is in the segments. The groups for whom reading is the number one choice 
by some margin are women (74%), white people (62%), 50+ (65%) and people with a post grad 
degree (70%). Most interestingly, for under 25s, reading maintains its third place, coming in at 
63%. 
 
On the other side of the coin, for black people, reading (55%) comes in in third place after music 
(64%) and movies (60%). 
 
And as an aside, it’s interesting that while book clubs rank fairly low with just 16% of the total 
sample ticking the box, both black people (20%) and women (23%) are more likely to be spending 
Thursday night swapping best sellers. 
 
In summary, what’s important is that while we can identify certain groups for whom reading is 
relatively very important (notably women and the well educated), it is safe to say that for half of 
wealthy South Africans, reading is one of their top three interests. 
 
  

17% 
21% 
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24% 
24% 
24% 

26% 
27% 
27% 

30% 
30% 
31% 
32% 

35% 
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Photography 
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DIY 
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Cooking 

Travel 
Reading 
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Wealthy South Africans are more interested in 
reading than travelling, gardening, 

eating out and socializing. 
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Q: WHICH OF THE FOLLOWING DO YOU DO ONLINE? 
 

 
 
In past years, downloading music and videos have always featured as the biggest online activity 
for wealthy South Africans (47% say they do), with reading magazine content and blogs in third 
place at around 34%. 
 
This year’s findings, however, show an interesting shift towards more ‘magazine/blog’ reading 
(44%) matching music downloads (44%) and less movie downloading (27%) – presumably a result 
of streaming video such as Netflix and Showmax hitting the market. It’s only the under 25s who 
still hit the torrent button for movies (57%) and are massive music downloaders (67%). 
 
But what’s perhaps most promising is that the groups more likely than average to tick the ‘reading 
online’ blocks are under 25 (50%), 25-34 (51%) and black people (53%). 
 

 
  

4% 

5% 

11% 

12% 

17% 

20% 

20% 

22% 

27% 

34% 

35% 

44% 

44% 

Gamble 

Use dating websites 

None of these 

Visit adult websites 

Watch TV 

Take online courses 

Play games 

Listen to radio 

Download movies 

Make phone calls (e.g. Skype) 

Search for jobs 
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Wealthy South Africans recognise reading, 
both online and in general, as one of their top three 

activities in life, after (or on par with) 
watching movies and listening to music. 
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05 
Books 
Reading in its most pure form 
 
One of the themes that we see in the global marketplace is a reconsideration of the sustainability 
of the advertiser-funded publishing world and, in this regard, books present the purest form of 
publishing – one where consumer spend represents 100% of the publishing income. 
 
According to local experts in the book industry, the UK’s print book market was worth £1.6 billion 
in 2016 (up nearly 5% on the previous year) and volume sales rose by 2.3% to a staggering 195 
million books sold. E-books apparently account for only 28% of all sales according to Books & 
Consumers data. 
 
https://www.sabooksellers.com/comparing-uk-us-book-markets/ 
 
On the other side of the pond, arguably less well educated and more populated, the picture is 
similarly rosy. America bought 623 million books in 2016 a 3.3% growth year on year. And 
interestingly, according to Nielsen BookScan, the week before Christmas 2016 saw the biggest 
sales of books since 2007.  
 
Here in South Africa, there’s a similar story to be told and in some ways, the numbers are 
extraordinary given ‘expert’ opinions about the unsustainability of print. 
 
If you take 2016, 2015 and 2014 and exclude all school and academic publications, South 
Africans bought R4 232 690 912 worth of books.  
 
And in 2016 alone, we bought about seven million books, valued at R1 498 999 597 – of which 
about a quarter were bought in November/December. The Santa Claus effect is huge for readers. 
 
https://www.sabooksellers.com/south-africa-three-year-overview/ 
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THE BRANDMAPP 2017 RESEARCH 
 
Q. WHERE DO YOU SHOP FOR BOOKS? 
 

 
 
While Exclusive Books will no doubt be glad to see how dominant they are among wealthy South 
African readers, the key finding here is that only 14% of wealthy South Africans don’t buy books – 
or with our positive lens in place: 86% of wealthy South Africans buy books. 
 
And for the post graduates, 93%, not surprisingly, are book fanatics. 
 
It’s only coloured (21%) and Asian/Indian (27%) people who are noticeably skewed towards being 
non-buyers – but for the rest, even the younger age groups, we see almost 85% being book 
buyers. 
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Wealthy South Africans love reading! 
86% of them buy books. 
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Q.  ROUGHLY HOW OFTEN DO YOU BUY BOOKS FROM A BOOKSHOP? 
 

 
 
Frequency patterns are equally interesting because the total average shows that 50% of these 
people are buying four or more books a year and 20% are buying at least a book a month. 
 
And although there are some expected skews in this area – 30% of well-educated people at least 
one book a month, for example – the numbers reveal a clear pattern of book buying that explains 
the robustness of the total book market. 
 
The bottom line: for wealthy South Africans, buying books is a regular and significant part of life. 
 
  

Once a week 

2% 

Twice a month 

4% 

Once a month 

15% 

Every 3 
months 

29% 

Less often 

50% 

50% of wealthy South Africans 
buy at least four books every year. 
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Q. WHAT TYPES OF BOOKS DO YOU GENERALLY READ? 
 

 
 
 
When it comes to genre, the averages once again hide the real story and you simply have to take a 
segmented view. The fact that fiction (52%), non-fiction (33%) and educational (33%) take the 
podium looks intuitive.  
 
The first significant skew is in gender where women (70%) are far more likely to tick fiction than 
males (52%) even though it's the leading genre for both sexes. And cook books leap up the female 
rankings with a full 33% of women ticking the box. Under 25s also skew up for fiction (71%). 
 
But it’s when you consider the ethnic divides that a very different story emerges. Black people are 
most likely to read educational books (51%), followed by religious (38%) and business/self-help 
(34%). This is the most dynamic, growing, newly empowered group in the country who fully 
understand the value of education. 
 
For white people, however, books seem to still play their traditionally leisure-time role. Fiction 
(64%), non-fiction (41%) and biographies (32%) are their top three.  
 
  

5% 
7% 
9% 

14% 
24% 

26% 
30% 
31% 

33% 
33% 

52% 

Other 

Photography / art 

Sport 

Children's 

Business / self-help 

Cooking 

Biographies 

Religious / spiritual 

Educational 

Non-fiction 

Fiction 

While the rest of the wealthy see reading as a leisure 
activity at least 51% of emerging middle and upper 

class black South Africans clearly see reading books 
as a way to self-educate, increase business skills and 

create a better future. 
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06 
A very good question 
What exactly is a magazine? 
 
In the modern digital age, this question has arguably never been more important. For traditional 
publishers looking for viable digital migration strategies to independent publishers looking to build 
a credible content medium, there’s something about magazine content that elevates it beyond the 
amateur, the commonplace and the ubiquitous. As the digital age has progressed, so has the 
analysis of what defines this category of content. Here’s a quick tour of the current thinking: 
 
Magazines have an editorial  phi losophy: this defines the entire package and sets the 
platform for an emotional connection. 
 
Magazines are defined by their  design: as opposed to newspapers that are typically 
formatted, magazine content is designed in such a way that the design itself becomes content. 
The storytelling goes a level beyond words and pictures. 
 
Magazines have editors:  ‘curation by experts’ is a critical value proposition. The editor is the 
captain of the ship and his editorial team the crew, taking passengers on a beautiful voyage. The 
role of the magazine editor is decidedly dictatorial, not democratic: that’s what is needed to 
adhere to an editorial policy: the filters that define a niche product. And without that, no matter 
how good or interesting or well executed, you are nothing more than a content bucket. 
 
Magazines have clearly defined audiences: the commercial key for magazines – 
particularly special interest titles. They remain the most efficient way to connect brands with 
appropriate or desired target markets. 
 
Magazines are a serial  offering: although the need for regularity might not be a defining 
characteristic, the idea that a magazine is an ongoing project is very much part of its appeal. We 
would argue that unlike newspapers that are primarily sources of information, magazines are 
more reliant on creating brand-affinity with their audiences. 
 
Magazines are considered: because they are temporal in nature (i.e. depict a finite moment in 
time), magazines embody a unique style of creativity and thinking. They are not simply knocked 
out to meet a constantly pressurised deadline and they do not rely on being first to know for 
success. In short, they involve contemplation and analysis of news and reality rather than simple 
coverage of it. 
 
Magazines target a precisely defined group of users: while newspapers traditionally 
target the public and tend to force a view of the world on them, magazines need to have a far 
closer understanding of the needs and desires of their readers – because those readers tend to 
have specific interests. 
 
All of which is neatly sumed up by the University of Sydney’s media specialist and magazine 
champion, Dr Megan le Masurier in one of the best definitions we’ve ever seen on paper:  
 

“Magazines are containers for the curated content of words, images and design, where  
each of these elements is as important as the other and the entire content is filtered  
through an editor via an editorial philosophy that speaks  and responds to the specific  
needs of a niche readership. Magazines are serial in nature and finite in execution. 
Each issue is almost always produced and consumed in a mid-temporal media space,  
allowing time for contemplation and desire.” 

 
Dr Megan le Masurier : What is a magazine? TEXT Special Issue 25: Australasian magazines: new perspectives on writing and publishing 
eds Rosemary Williamson and Rebecca Johinke,  April 2014 
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07 
The glass half full 
Who’s reading what and why? 
 
Let’s begin with a simple statement of fact: there are always two sides to a story. And it’s amazing 
how, when it comes to the fortunes of print media, the story is mostly told from a particularly 
negative perspective. Here, for example is one way of looking at the relative trend in magazine 
readership over the past five years. 
 
(NB: since BrandMapp, the stats experts will tell you, is not based on a true, mathematically sound 
random sample, we tend to avoid using it to show trends to all but the most insightful audiences 
who will understand that we are simply using it as a blunt tool to expose clear and obvious skews 
and stories. Which is certainly true in this example.) 
 
In attempting to understand the effect on magazines of being a legacy medium, we took an ethnic 
+ age segment view of the percentage of different groups who ticked a box to say that they do not 
read magazines. The segments were young vs old (under 35 vs over 35) with ethnic black/white 
people segmented by gender. Here’s what it looks like.  
 
Table 1: % of BrandMapp sample who DO NOT READ magazines 

Segment 2014 2015 2016 
Total 20% 23% 20% 

YB males 30% 29% 25% 
YW males 29% 31% 38% 
OB males 20% 19% 20% 
OW males 14% 20% 19% 
YB females 13% 16% 13% 
YW females 30% 27% 26% 
OB females 13% 15% 10% 
OW females 20% 21% 18% 
Non-buyers 34% 36% 34% 

 
And from this, we can draw some simple insights. 
 
Over the past three years, at least 20% of our respondents say they don’t read magazines at all – 
that’s one in every five adults. 
 
The magazine industry is fast losing its foothold with young white males and, although the decline 
isn’t as precipitous, young white females are the next biggest group of non-readers. 
 
Young black males, on the other hand, seem to be a growing market and with just 13% non-
readers, the young black female group is also extremely strong. 
 
In addition, we asked people to indicate if they were buying magazines ‘more/same/less’ and on 
that scale, when you consider ‘more minus less’, you get an interesting metric by which to 
measure the relative shrinkage in the magazine market. The total net decline for 2012 to 2015 
has been a consistent 6% every year. Which is remarkably close to what the ABC results show. 
 
Does that sound like a familiar story? It should, because that’s the way it’s been told for years. But 
why have we always taken a negatively inverted view of the data? Here’s what happens when you 
flip the table on its head… 
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Table 2: % of BrandMapp sample who DO READ magazines 

Segment 2014 2015 2016 
Total 80% 77% 80% 

YB males 70% 71% 75% 
YW males 71% 69% 62% 
OB males 80% 81% 80% 
OW males 86% 80% 81% 
YB females 87% 84% 87% 
YW females 70% 73% 74% 
OB females 87% 85% 90% 
OW females 80% 79% 92% 

Buyers 66% 64% 66% 
 
This is the sort of report card parents wish their children would bring home – excellent results with 
the exception of young white males who seem to be failing. 
 
So off this chart, we can say that for the past three years, the data shows that a remarkable 80% 
of middle-class and affluent South Africans read magazines and the percentage is holding firm. 
 
What’s more, on average around 65% are still buying magazines and that number’s hardly shifted 
in three years either. 
  
 

 
 
You may well be looking at these numbers and asking yourself why on earth the industry is in 
decline? Well, that’s precisely the point. If all you do is try to find the controversial, negative 
angles, you might well miss the important insights and in this case, you need to have one further 
piece of information to join the dots. 
 
When asked about frequency, 47% of those people who do buy magazines from newsstands, only 
buy four times a year or less. That is the true killer statistic for an industry that is strategically 
programmed to think in terms of ‘monthly newsstand’ and ‘subscription’ sales. 
 
The bottom line: the magazine industry’s challenge is not that people are reading less, or that they 
don’t want to pay for magazines. It’s simply that, in a modern age filled with a multitude of 
possibilities and alternatives, they are buying and reading magazines less often. 
 
In BrandMapp 2017, we expanded the questions relating to print to dig a little deeper into the 
‘why’ behind this behaviour. Here’s what we discovered…  
 
  

The percentage of wealthy South Africans who buy 
and who read magazines has not changed noticeably 

for the past three years.   
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THE BRANDMAPP 2017 RESEARCH 
 
Q. DO YOU EVER BUY DIGITAL MAGAZINES (FOR YOUR KINDLE, IPAD ETC)? 
 

 
 
Q. WHAT BRAND OF TABLET COMPUTER DO YOU OWN? 
 

 
 
These two charts together tell a tale. Although 61% of wealthy South Africans own tablet devices, 
only 12% ever download digital magazines. 
 
Where magazines are concerned, in a similar trend to most global markets, the ‘convert to tablet 
app’ model is hardly a silver bullet. 
 
On a more positive note, as new and cheaper technology enters the mainstream and developers 
respond with improved user experiences, both of these statistics could shift up.  
  

Yes 
12% 

No 
88% 

I don’t own a 
tablet 
39% 

Apple 
24% 

Samsung 
20% 

Other 
17% 
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Q. ARE YOU BUYING MAGAZINES MORE, SAME OR LESS THAN YOU WERE A YEAR AGO? 
 

 
 
So that means 87% of wealthy South Africans do read magazines and 64% are still buying 
magazines. Whatever way you look at it, that’s a meaningful industry, which makes the current 
circulation and advertising revenue conundrums even more interesting. 
 
People under 35 are twice as likely (20%) to be non-readers of magazines. 
 
What’s noticeable is that the 6% decline of previous years in the ‘less - more + same’ sum has 
become 8%. So the number of purchasers has dipped by 2% and the relative net loss in 
purchasing frequency has also dropped by a further 2%. 
 
What is worth noting is that the option of ‘I don’t buy magazines but still read them’ was new for 
2017 and might perhaps explain the 7% increase in overall reader numbers. 
 
However you choose to cut this pie, the fact is wealthy people are still reading and buying a lot of 
magazines, but they are buying fewer overall. 
 

 
  

More 
5% 

Same 
23% 

Less 
36% 

I don’t buy 
magazines (but 

still read 
magazines) 

23% 

I don’t read 
magazines at all 

       13% 

87% of wealthy South Africans read magazines 
and 64% still buy magazines. 
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Q: ARE YOU BUYING MAGAZINES MORE, SAME OR LESS THAN YOU WERE A YEAR AGO? 
(categorised) 
 

 
 
This chart is similar to the earlier ‘trend’ chart for readership patterns with the exception that this 
year, we added a response: ‘I don’t buy magazines, but still read them’. This was done in the 
knowledge that it might ‘break’ the trend chart, but would offer invaluable insight into the different 
behaviour within these segments. 
 
NB: Older is 35 years or more; and younger is under 35. 
 
The first thing that is interesting is that on an overall scale, taking the percentage of all the 
segments who do read into account, the relative ranking of the segments is identical to previous 
years with one important distinction. Older white females who were the number one group in 
readership terms have slipped down into fourth place. 
 
On a ‘more + same – less’ scale, it’s clear that the older female segments, traditionally high 
ground for magazines, are where much of the industry challenge lies. Both are running at a 
significant deficit: 27% and 6%. 
 
The only positive segments are older and younger white males (+14% and +7%) respectively. 
 
In the black youth segment, ‘pass on’ rate is clearly very high with more than a third of each 
reading magazines but not buying. 
 
And the white youth market continues to be where the highest rates of non-readership occur, 
presumably thanks to a very high penetration of digital devices.  
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11% 
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14% 

26% 
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38% 
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29% 

38% 

54% 

37% 

19% 

22% 

31% 

16% 

18% 

18% 

15% 

20% 

26% 

22% 

10% 
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11% 
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4% 

YB males 

YW males 

YW females 

YB females 

OB males 

OW males 

OW females 

OB females 

More Same Less don’t buy (but still read) don’t read at all 

70% of wealthy South Africans over the age of 35 
still buy magazines. 
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Q: WHY ARE YOU BUYING FEWER MAGAZINES? 
 

 
 
 
When we consider just those people who don’t buy magazines, or are buying fewer, the main 
reason cited is that the ‘get the content they need online’ (46%). And in a close second, that they 
‘can’t justify the money’ (43%) with a ‘lack of time’ in a distant third (26%). 
 
This is a curious reaction, given that we are talking about wealthy people and a magazine is about 
the same price as a craft beer in a pub. 
 
The skews show that men (53%), and under 25s (57%) in particular are even more likely to cite 
online alternatives as the reason – while for women, it’s the price justification that takes the cake 
(56%) with online content’s appeal being far less important (34%). 
 
And when it comes to wealthy black people, online’s influence (53%) is also far greater than price 
considerations (33%). 
 
While the impact of online content as an alternative is, if anything, less distinct than may be 
anticipated, it is surprising that such a high percentage of wealthy people tick the ‘can’t justify the 
money’ box. Past research and analysis leads us to only one conclusion: it’s the value proposition 
that people are responding to. If there are 20 pages in a magazine that you are not interested in, 
that’s a total waste of 20 pages worth of money. And if the on-demand digital world has taught us 
anything, it’s how to be more selective and waste less when it comes to the content we choose to 
consume. 
 
An additional consideration must surely be the overall quality of the editorial package. Why pay for 
spelling mistakes, press images and poorly written stories in a magazine when you can get all that 
and more for free online? 
  

  

4% 

14% 
16% 

26% 
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50% 

Other reason My interests have 
changed 

The quality of 
magazines has 
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 I don't have as 
much time to read 

I can't justify the 
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I get the content I 
need online 

Tough economic times and the influence of free 
web content are equally responsible 

for fewer magazine sales. 
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Q: HOW OFTEN DO YOU PASS ON OR SHARE YOUR MAGAZINES WITH FRIENDS OR FAMILY? 
 

 
 
 
In the findings, 37% of wealthy South Africans often or always pass on their mags and another 
26% sometimes do. Looked at the other way around, only 37% of magazine buyers are not likely to 
pass on their magazines. Seen in that light, perhaps the ‘circulation vs readership’ debate is worth 
having after all. 
 
Women (68%) are even more likely to sometimes, often or always pass on the love. 
 
This is a key insight and reveals perhaps one of print’s greatest assets as an ‘idea-spreader’ and 
greatest liabilities for publishers. As physical entities, it’s just so easy to pass on or share a 
magazine, and as times get tougher, everyone, irrespective of income band, is more likely to get 
maximum usage out of leisure goods like magazines. The impact of recycling may also play a part. 
 
So here is our first apparent contradiction starting to make sense. If so many people are still 
reading and buying magazines, why is the industry still suffering an 8% year-on-year decline? One 
of the first clues is that there seems to be a massive pass-on-rate. 
 
 

 
 
  

Never 
15% 

Rarely 
22% 

Sometimes 

26% 

Often 
21% 

Always 

16% 

85% of magazine readers pass their mags on 
to family and friends. 
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Q. ROUGHLY HOW OFTEN DO YOU BUY PRINTED MAGAZINES? 
 

 
 
 
Understanding the changing habits of the consumer when it comes to frequency of purchase may 
be the silver bullet publishers have been looking for. In simple terms, the total averages reflect 
that half the wealthy magazine market (52%) buy magazines less often than once a month. And 
32% buy only once a month. 
 
The various segments that are even more likely to buy magazines less often than once a month 
are: Asian/Indian people 61%; 25-34 year olds 63% 
 
While the only group more likely to buy monthly magazines or more is: 50+ (39%). 
 
In short, this fact, taken together with the ‘sharability’ we saw in the previous result, reveals the 
key challenge for the magazine industry. 
 
People are not necessarily reading fewer magazines or aren’t willing to buy them. The problem is 
one of frequency, i.e. people are simply not buying as frequently as they used to. So for a business 
built on annual subscription models (which will always be under pressure in a tight economy) and 
on monthly circulation, the idea that readers, for a variety of reasons, are buying magazines every 
second month, or just sporadically, requires a complete rethink of the core business model. 
 

 
  

Every week 
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Once a 
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32% 

Two or three 
times a month 

7% 

Less 
often 
52% 

48% of wealthy South Africans buy 
at least one magazine a month. 
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Q: WHERE DO YOU TYPICALLY READ MAGAZINES? (TICK ALL THAT APPLY) 
 

 
 
Of the wealthy who do read magazines, 76% do so when they are relaxing at home. This is 
important only because it points to a certain state in which magazine content is consumed: quality 
time, quiet time, ‘me’ time. 
 
Second in line, with half of respondents ticking the box (51%) is the waiting room, making it 
extremely important to maintain the traditional ‘doctors and dentists’ distribution channels. 
 
And after that, airplanes (38%) and on holiday (35%) round out the primary reading environments. 
 
When it comes to skews, although there are some interesting relative levels at play. For example, 
black people (30%) are far more likely to read magazines during free time at work. The most 
interesting skew is that for women (57%) and under 25s (55%), the waiting room is relatively 
popular.  
 
And if you ever wondered how important being distributed in hair salons is, 41% of female 
respondents say they read magazines while in the chair. 
 
 

 
  

2% 

12% 
19% 

28% 
35% 38% 

51% 

76% 

76% of magazine readers pick ‘relaxing at home’ 
 (i.e. their quality time) as the place when they usually 

read magazines.  



 

BrandMapp Print Media report 2017 | © WhyFive Insights | Page 27 of 60 

Q: WHICH OF THE FOLLOWING STATEMENTS DO YOU AGREE WITH WHEN IT COMES TO PRINTED 
MAGAZINES? 
 

 
 
In order to assess print magazines’ high ground, we offered respondents a selection of prompted 
answers to try and find out what it is they love about their titles of choice. 
 
With 48% of magazine readers ticking the box, the ‘multiple read’ factor came up trumps: 
magazines are not things you click away from, but rather things you pick up and put down many 
times. They are also easier to read than digital devices: 34% of respondents ticked that box. And, 
perhaps not surprisingly now that we know how sharable print is, 33% of respondents said that 
sharability is what they associate with the medium – and ‘touch and feel’ fills out the primary set 
of likes with 30% of the sample. 
 
For black readers, very importantly, the overall response to this question was lower than average. 
In other words, black readers have fewer reasons to love print. 
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Nearly half (48%) of all readers recognise being able 
to pick up and dip in multiple times as the attribute 

they most associate with magazines. 
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08 
Fake news 
A digital Achilles’ heel 
 
“Hilary Clinton is running a child sex ring out of a pizza shop.” If you had told any of the old 
generation of editors and professional journalists that this headline would not only make it into the 
public sphere, but actually gain traction, they would have laughed you out the room. 
 
There was a time when the ‘old timer’ lament was all about the dumbing down of content and the 
‘juniorfication’ of the editorial staff. Both were natural results of an industry struggling to find an 
appropriate response to the threats it faced. Under pressure from boards and investors to produce 
the same eye-watering profits as the previous decade, media houses chose cost-cutting over 
investment, got rid of anything resembling salary creep, eradicated layers of editorial quality 
control and purposefully employed young, under-skilled staff who were willing to take a starter 
salary. 
 
To make matters worse, that was generally followed by wholesale restructuring to get rid of 
vertical structures and put in place horizontal shared-management structures. All of which just 
means that fewer people with less experience were required to do more. In that environment, one 
where spelling and fact checking are considered indulgent, how can quality standards ever 
survive; and how could the content, and indeed the entire business, not be dumbed down. 
 
But here we are in 2017 and the problem media faces is altogether more terrifying. The newly 
elected President of the USA himself is throwing the term fake news around with abandon. Indeed, 
when the venerable institution known as Oxford Dictionaries votes for ‘post-truth’ as its word of 
the year, you have to question the health of mass media like never before. And if their definition is 
a portent of things to come, we are all in for an interesting ride in the search for truth: post-truth is 
a status quo where "objective facts are less influential in shaping public opinion than appeals to 
emotion and personal belief". 
 
What commentators often fail to consider, however, is that fake news has always existed. Think of 
trashy tabloids with UFO headlines, conspiracy websites and all sorts of ‘alternative’ media. What 
makes 2016 different is that in the past, these fake content buckets were on the periphery of the 
media environment and you had to look pretty hard to find them. Modern media, however, has 
changed that all-important limitation of its impact. 
 
For starters, Facebook ended 2016 with an estimated 1,86 billion users – about 25% of the 
world’s population. Over 60% of Americans use the platform. As the first truly ubiquitous, global 
media superpower in history, Facebook’s unprecedented reach is both its greatest asset, and its 
greatest liability: never before has there been a more powerful way to spread stories that simply 
aren't true. 
 
Then there’s the extraordinary development team at Google who constantly create better 
algorithms to take whatever the most spread stories are and promote them to the top of the 
search list for the estimated 1,2 billion people who use the search engine. So the more fake news 
is read, the more it is encouraged to spread. In its defence, at least Google is aware of the 
problem; cue extraordinary headlines such as Rolling Stone website’s “Google Cracked Down on 
340 Fake News Sites Last Year”, but the fact remains that the worldwide web is the new Wild 
West and it’s always going to have the same problem: never enough sheriffs to cover the entire 
territory. It’s not overstating matters to say that if fake news is cancerous, Google is its most fertile 
breeding ground. 
 
But perhaps the most alarming consequence of this new and virtual landscape is that the 
incentive to make up things and spread falsehood has changed from being morally inspired to 
distinctly commercial. Given the mechanisms outlined above, it’s no wonder that the creators of 
outlandish fake news websites quickly realised the massive amount of traffic they could generate 
+ automated advertising = huge profits.  
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In the wake of the US elections, as the media scrambled to find out what had actually happened, 
the emerging stories ranged from cunning to bizarre. In a late 2016 report in the Washington Post,  
a young man called Paul Horner who specialises in Facebook-focused fake-news told the paper, “I 
make like $10 000 a month from AdSense.” And as the reports continued, those numbers tripled 
and quadrupled.  
 
https://www.washingtonpost.com/news/the-intersect/wp/2016/11/18/this-is-how-the-internets-fake-news-writers-make-
money/ 
 
And on the bizarre side of things, stories came to light of young computer geeks in far-flung places 
getting into the action. According to BBC reports, they identified one particular town in Macedonia 
where a group of students had realised they could make money off the stupidity of American 
masses by creating fake content during the elections that played to the partisan leanings of left 
and right. They made thousands of Euros in the process. 
 
http://www.bbc.com/news/magazine-38168281 
 
What’s the likely outcome of all this? It is almost impossible for the proliferation of fake news 
online to make more people question the credibility of online content, posted on virtual platforms 
with no clear line of responsibility or accountability. In short, this might be the moment that online 
news begins to emulate pop music in the ‘80 and eats itself.  
 
At the time of compiling this report, in early April 2017, the megolithic Google machine, thanks 
primarily to its YouTube baby, faces an unprecedented crisis. Many leading global brands, 
including AT&T, Johnson& Johnson, Volkswagen, Holden, Kia, PepsiCo, Wal-Mart and Starbucks 
intituted a blanket ban on all YouTube advertising after discovering that thanks to automated 
programming, these venerable institutions landed up introducing overtly racist, sexist, or just plain 
inappropriate videos. 
 
Google, naturally, apologised profusely and has said it will do everything possible to prevent this 
from happeneing, but it may well spell the end of the current system. With an estimated 400 
hours of video going up on YouTube every 60 seconds, there just aren’t enough hands on deck at 
Google HQ to do the job. Automation is the key to profitablility, but robots can’t distinguish 
between a swastika and its benevolent Buddhist cousin, the svastika. For that, you need a 
contextual and human perspective.  
 
Perhaps the real problem Google faces, as do all the media players in the vastness of the digital 
realm is the Macedonian-student effect. The most celebrated characteristic of the digital media is 
its perceived freedom, the lack of editorial control, its all-inclusive new world order. All of which 
would be fine if communism actually worked. But it’s proven to be a failure in the modern world; 
there are too many greedy, selfish and antisocial people on the planet. Fact: when there’s money 
to be made, there will always be very clever people to find the loopholes and hack the system. 
 
One possible end result is that all of this is just a step up the ladder of understanding that leads to 
the intellectual polarisation of content. For ill-educated individuals, lacking sufficient context and 
base knowledge, ‘free’ content platforms will continue to play a role. But at some level of intellect 
and knowledge, there will be a clear division and decision about where credibility and value are to 
be found in the vastness of the modern media landscape. 
 
  

Q: If programmatic buying has brought an end to 
intelligent advertising and media buying strategy, 

what will happen when it dies? 
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THE BRANDMAPP 2017 RESEARCH 
 
Q: WHICH OF THESE MEDIA TYPES IS MOST LIKELY TO DELIVER FAKE NEWS? 
 

 
 
Q: WHICH OF THESE NEWS MEDIA DO YOU TRUST THE MOST? 
 

 
 
These tables speak for themselves. Whether it’s the ‘Trump effect’ or simply the fact that after 
many years, reasonably educated South Africans have worked out that it is simply too easy to 
abuse, social media wins the fake news platform by a country mile (76%) and is the least trusted 
news source. 
 
Websites in general don’t seem to be very credible – with 50% of the total sample saying that they 
are likely to deliver fake news 
 
Newspapers on the other hand, fare surprisingly well with a trust rating from 40% of the total 
sample. 
 
And magazines, while not featuring in the trust stakes (presumably because they are not 
percieved as ‘news’ media.) are the least likely media after TV and radio to be associated with 
fake news. 
 
The most interesting skews here, however, lie in the area of educated segments. 
 
For those with no tertiary education, radio (47%) and TV (42%) are the most trusted media with 
only 33% voting for newspapers. 
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But when you get to post graduates, newspapers are the most trusted source (50%) followed by 
radio (45%) and TV (35%). This is really interesting because it reveals the quality differences in 
traditional print news. Post graduates are clearly reading very different newspapers to those lower 
down the educaitonal spectrum – and they realy trust the integrity of those publications.  
 
Perhaps the most disturbing fact that’s revealed in these responses, however, is that the levels of 
trust in general are not very high. The average number of responses is only two i.e. respondents 
on average couldn’t think of more than two of the six media that they instinctively ticked as most 
trusted. The question is posed very specifically to identify the most trusted source. In other words, 
we did not ask ‘do you trust social media’, but rather left the evaluation in the minds of the 
respondent. In other words, we forced an answer and it appears that the majority of respondents 
went for the media they spend the most time absorbing: radio and TV.  
 
Still, if there was any medium that truly had the heart and mind of the people, you would expect it 
to get a lot more than 55% overall.  
 

 
  

Wealthy South Africans trust traditional news media 
far more than digital media 

82% think social media is likely to deliver fake news and 
48% think websites are likely to deliver fake news.  
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09 
Reality bytes 
Print vs pixels 
 
It’s an unfortunate reality that in the fervour to pit silicone and solder against ink and paper, the 
majority of arguments fixate on quantity not quality. And it’s precisely why some of the latest 
research into reading behaviour is so important, particularly when it comes to digital natives and 
their self-awareness as far as comprehension is concerned. 
 
In early 2016, American University linguistics professor Naomi S Baron, author of the book Words 
Onscreen: The Fate of Reading in a Digital World, led a team that asked college students in the 
United States, Slovakia, Japan and Germany how they preferred to read. The results, reported in a 
multitude of sources including The Guardian, were startling: 92% of the respondents chose ink 
and paper over a selection of digital devices.  
 
http://www.techtimes.com/articles/131055/20160205/more-than-90-percent-of-college-students-prefer-reading-paper-
books-over-e-books.htm 
 
What’s notable about these results, however, is that the 2016 work was a follow-up of a very 
similar survey back in 2013: and the team got the same figures three years later. When faced with 
a choice of leisure-related paper and e-books that cost the same, almost 80% of students across 
the three countries (US, Japan and Germany) went for paper. And academic books? Well there, 
94% of German students would go for the paper version if the prices are the same.  
 
The three main reasons given for preferring print were possibly obvious, but still well worth 
remembering: 
 

1. Distraction is the single-biggest major negative or digital devices. It’s just so easy to 
swipe left, or forget to turn off an incoming email notification, or news alert. The hypertext 
that gives digital media users immediate access to vast quantities of information makes it 
more difficult for users to remain engaged with a primary message. The non-linear aspect 
of digital media is its greatest asset – and its greatest weakness when it comes to 
memorability.  

2. Physical effects, eyestrain and headaches came in a close second. Human eyes were 
not designed to look at light-emitting screens for hours on end. 

3. A sense of real ity. Print’s greatest attribute is that it's a physical map of your learning 
process. We like knowing where we are in a book. Feeling a chapter in your fingers is very 
different to a progress bar.  

 
And when you consider the numbers, there’s an argument that the only thing dying faster than 
print is… e-books! In major markets, e-book sales soared by 1 000% or more between 2008 and 
2010, then slowed sharply and for the past few years, seem to have settled down to around 20% 
of total sales. It's not just college students who'd rather spend their time with a book instead of an 
e-reader. In 2015, e-book sales dropped in the United States, and in the United Kingdom. 
 
https://www.theguardian.com/books/2016/feb/03/ebook-sales-falling-for-the-first-time-finds-new-report 
 
https://www.nytimes.com/2015/09/23/business/media/the-plot-twist-e-book-sales-slip-and-print-is-far-from-
dead.html?_r=1&register=google 
  
And in 2016, in the US, according to industry trackers, e-book sales were down 16%. 
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BRANDMAPP 2017 RESEARCH 
 
Q. DO YOU EVER BUY DIGITAL BOOKS (FOR YOUR KINDLE, IPAD, ETC)? 
 

 
 
More than two-thirds of the wealthy (69%) don’t buy digital books. What’s significant here is that 
61% of wealthy South Africans do have tablets – and text-heavy books are infinitely better suited 
to the digital reader than design-focused magazines. 
 
Again, there are significant segment skews here. Black consumers, who have entered the digital 
commerce market later, are even less likely to buy digital books (only 25% do) than their white 
counterparts, of whom 41% do. And the group most likely to buy digital books are the well 
educated; almost half of whom do. 
 

 
NB: if print is dying, then digital appears to be going extinct at a faster rate and from a much lower 
base. There are two clear caveats we can extract from all these numbers: 
 

1. The fight between print and digital publications is ongoing and no one can really predict 
with accuracy where it will land up. As consumers steadily move to a mobile platform 
content consumption pattern, perhaps manufacturers will find technology that will vastly 
improve the reading experience. Or maybe not. 
 

2. Making any statement about ‘death’ of any existing print media form at best reveals a 
lack of real insight and, at worst, sheer ignorance. Print is as complex a beast as digital 
and reader habits are only just starting to settle.  

  

Yes 
31% 

No 
69% 

87% of wealthy South Africans buy books from a bookstore, 
but only 31% buy digital books. 
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10 
Accumulated wisdom 
Print’s high ground as an advertising medium 
 
It’s not surprising that the marketing world has become increasingly fixated on digital platforms. In 
a business where you can justify billing by eyeballs, digital has a multitude of excellent metrics to 
measure success. Ironically though, a perfunctory surf of the net looking for stories relating to 
‘Digital return on Investment’ will reveal that digital media champions are no more able (perhaps 
even less able) to prove effectiveness than any of the traditional players. 
 
Digital specialists are quick to point out that obsessing with hard metrics (i.e. metrics tied directly 
to revenue) is shortsighted in a modern world, and extol the virtues and value of soft metrics such 
as brand impressions, advert impressions, website visitors, and downloads. All of which have 
value and are very quantifiable, but they are merely advantages of the media, not proof of return. 
With that in mind then, can we identify what the similar specific advantages are for print media? 
Where does physical exposure for advertisers have the edge over its digital counter-space? 
 
Credibi l i ty :  a printed ad, like a story or report, signifies that a company of some sort is going to 
stand by its claims. Internet platforms can be switched on and off with the click of a mouse, so 
their accountability is always going to be questionable. 
 
Engagement: Internet users are often pressed for time, inundated with advertising and tend to 
skim read, whereas print’s audience is generally more engaged. Although the internet is quicker 
and potentially more targeted, digital content competes for attention across a page and an entire 
visitor experience or ‘session’. Skipping, which is commonplace online, is far more difficult in the 
linear print environment.  
 
Space: digital natives are so used to advertising on everything from social media to news sites 
and mobile apps. Familiarity in this case breeds blindness and there’s no evidence to show that 
digital audiences actually see digital adverts. Digital cents have replaced print rands, but by the 
same token, printed full pages have been replaced by 100 pixel wide ‘islands’ the same size as an 
old print smalls ad. 
 
Longevity: online ads come and go, literally. You have no guarantee you’ll be accociated with a 
specific piece of content longer than a day, even for repeat visitors. Printed ads on the other hand 
are there forever, to be shared, passed on and connected with the next person who reads them. 
 
Less competit ion: right now, there’s a strange benefit for advertisers who still choose print 
because the chances are you’ll get a darn good deal. At a time when everyone’s gone digital crazy, 
here’s a simple thought: what is more likely to grab your eye, a print flier or an online banner ad? 
In the red ocean of online media, printed media is actually a bluer ocean than ever before. 
 
Effective: ironically, there seem to be more studies purporting to prove that 18-to 34-year-olds 
are likely to ignore online ads compared to other forms of advertisements such as newspapers, 
than there are that prove the efficacy of digital advertising. 
 
Memorabil i ty : readers have a stronger emotional response to the printed product compared to 
the digital; including an increased stimulation in areas of the brain that connect to value and 
desire. Printed advertisements induce better memory retention and create an emotionally charged 
response. So say the print guys. 
 
  



 

BrandMapp Print Media report 2017 | © WhyFive Insights | Page 35 of 60 

THE BRANDMAPP 2017 RESEARCH 
 
Q. HOW OFTEN HAVE YOU BOUGHT SOMETHING YOU SAW ADVERTISED IN A PRINTED MAGAZINE?  
 

 
 
Of the respondents, 70% say they sometimes buy things advertised in magazines, and another 6% 
say they often do. 
 
For black readers, the numbers are even more positive: 76% sometimes and 11% often. That 
means that for black magazine readers, 87% associate magazine adverts with being a purchase 
trigger. There can be no doubting the efficacy of print advertising in the eyes of the readers. 
 

 
 
 
 
 

  

Never 
24% 

Sometimes 

70% 

Often 
6% 

76% of magazine readers associate magazine 
adverts as being a direct trigger to purchase. 
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Q: WHEN IT COMES TO READING THE FOLLOWING TYPES OF MAGAZINES, ROUGHLY HOW MANY 
TIMES DO YOU PICK UP AND READ/PAGE THROUGH A SINGLE COPY? 
 

 
 
 
These numbers tell many stories. Firstly, the three categories with the highest one-off readerships 
are dominated by weekly publications full of ‘newsy’ content. 
 
The cooking category (filled with recipes), is arguably the category with the highest reference or 
library potential and therefore wins the multiple pick-up race by a significant margin. 
 
But what’s really noticeable after that is that the shape of the remaining categories is remarkably 
similar. On average, it’s fair to say that the majority of print magazines can expect about 30% of 
their readers to pick up and read every issue once; about 40% will read each issue two or three 
times; about 25% will pick each issue up four or more times and 5% don’t really know. 
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8% 

6% 

8% 

6% 
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7% 

6% 

6% 

5% 

6% 

5% 

8% 

5% 

5% 

Entertainment & celebrity 

Business and news 

General interest 

Pet magazines 

Male interest 

Farming and agriculture 

Sport and hobby 

Travel, holiday and wildlife 

Motoring 

Science and technology 

Female general interest 

Pregnancy and parenting 

Home décor and gardening 

Cooking and entertaining 

Once 2 – 3 times 4 or more times Don't know 

On average, 70% of wealthy magazine readers 
pick up each issue multiple times: 
25% of them four times or more. 
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Q: WHEN IT COMES TO READING THE FOLLOWING TYPES OF NEWSPAPERS, ROUGHLY HOW MANY 
TIMES DO YOU PICK UP AND READ/PAGE THROUGH A SINGLE COPY? 
 

 
 
In this stacked graph, weekly newspapers is an aggregate only for the Mail & Guardian, Post and 
Ilanga. Given this relatively small set, and the fact that the M&G traditionally attracts a fairly 
intellectual audience, it’s perhaps not surprising that it skews up for a deeper readership. 
 
But on average, it seems as if daliy habits and weekend habits are remarkably similar. What we 
can’t tell, however, is how long the relative engagement is, but common sense would lead us to 
assume that the weekend engagement is far longer. 
 
In some ways, these results might surprise the sceptics who would argue that people just flip 
through newspapers, get the headlines, read one or two business, sport or lead stories over a cup 
of coffee and then get on with the day. And they would, it turns out, be only 54% right at best. 
 
The first ‘glass half full’ analysis of these numbers would be that they reveal how more than half of 
all newspaper readers are highly engaged with their medium, reading it cover to cover in a single 
sitting: a familiar and comfortaing ritual. 
 
Secondly, there seems to be a sub-set of more leisurely readers who go back: 36% of weekend 
readers and 40% of daily readers pick up their papers multiple times. 
 
And since there’s no significant difference between weekend and weekday readerships, it could 
be argued that the differences between the frequency of newspapers has very little bearing on the 
habits of the readers. 
 
If you publish newspapers, you can expect about half your readers to sit down with the morning 
coffee and read as much of the paper as they can/want to before starting work for the day. And 
you can expect the other half to keep it on hand and go back a few times. Simple as that. 
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6% 

5% 
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Weekly Newspaper 

Weekend Newspaper 

Once 2 – 3 times 4 or more times Don't know 

More than 50% of wealthy newspaper readers, 
both on weekdays and weekends, 

sit down and devour each issue in a single sitting. 
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11 
Ink & paper 
What do brain surgeons think? 
 
It was back in late 2015 that stories first started appearing that seemed to indicate scientific 
proof for paper-based content having unique advantages over digital. 
 
The question being asked was a simple one: in a world where cheaper digital delivery systems are 
gaining momentum, what is being lost in the process? And if there is a loss, how is it manifesting 
in consumer behaviour? 
 
In one of these studies, by neuroscience-centred firm True Impact Marketing, researchers tracked 
eye movements and used EEG brainwave monitoring as the test subjects looked at mock-ups of 
adverts in print and digital formats. The aim of the study was to quantify memorability and the 
results were unambiguous: participants processed and recalled print messages far more easily. 
On average, it took 21% more brainpower to process the digital messages and brand recall was 
70% higher for print!  
 
In plain English: print adverts were easier to understand and much more memorable.  
 
A second, and perhaps more impactful study surfaced in June 2015. Conducted by the Temple 
University Centre for Neural Decision Making, it was commissioned by the US Postal Service which 
obviously has a significant interest in a healthy advertising mail business. 
 
https://www.uspsoig.gov/sites/default/files/document-library-files/2015/rarc-wp-15-012.pdf 
 
In simple terms, they set out to evaluate three different phases: exposure (the physical reaction to 
an advert); memory (how quickly we remember ads); and action (the value and desire for products 
advertised). Armed with an FMRI scanner, the Temple researchers were able to identify very 
specific brain activity patterns including one that has particular significance for advertisers. 
  
The executive summary reads as follows: 
 

“The results of the study showed that participants processed digital ad content quicker. 
However, participants spent more time with physical ads. When viewing physical ads, 
participants had a stronger emotional response and remembered them better. Physical 
ads, though slower to get one’s attention at first exposure, leave a longer lasting impact 
for easy recall when making a purchase decision. Most importantly, physical ads triggered 
activity in the area of the brain (ventral striatum) that is responsible for value and 
desirability for featured products, which can signal a greater intent to purchase.  
 
These findings have practical implications for marketers. If short on time, the digital 
format captures attention quicker. However, for longer lasting impact and easy 
recollection, a physical mailpiece is the superior option that could lead to a purchase. This 
suggests a complementary effect between the two formats that could provide a powerful 
way for marketers to optimise their media mix, especially as companies look to reach 
digitally connected customers.” 

 
Like many other studies before it, the Temple report proves something that no doubt seems 
logical and intuitive: physical material seems more real to the human brain. The human brain is 
better at storing physical memories of things that it can associate with a physical space.  
 
Perhaps more importantly, the findings made a clear connection between physical objects and 
levels of emotional attachment. Memories are physically stored and it’s easier to store a physical 
memory of something that is directly connected to a feeling. 
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You don’t have to dig too deep to discover all sorts of studies that have been conducted over the 
past decade all trying to prove that one platform is somehow better than the other and that, 
perhaps, is where they fail to point marketers and publishers in the right direction. 
 
What all these studies prove is simply that there are undeniable differences between the human 
reaction to physical and digital media and each has its own high ground, and low ground. 
 
As a marketer, you would be arguing against a massive body of evidence if you disagree with the 
statement that paper can be more impactful, can deliver more detailed messages and is definitely 
more memorable than digital. On the other hand, publishers would be crazy not to admit that the 
instant accessibility, geospecificity, personalisation and multimedia offering of digital exists in a 
parrallel universe to print and paper.  
 
 
 
 
THE BRANDMAPP 2017 RESEARCH 
 
Q. WHICH OF THESE MEDIA TYPES CARRY ADVERTISING THAT YOU REMEMBER THE MOST? 
 

 
 
The memorability of audiovisual channels is hardly surprising and for black people in particular, TV 
is relatively far higher (77%) and so is radio (44%). 
 
But it’s interesting how magazines and newspapers trump digital media and websites in particular. 
This speaks to the huge amount of noise in the web space. Even for the under 35 group, where 
social media climbs up markedly (36%) and newspapers are off the radar (9%), magazines  (24%) 
still prevail over websites (20%). 
 

  

7% 

17% 

19% 

25% 

27% 

37% 

64% 

None of these 

Websites 

Newspapers 

Social media 

Magazines 

Radio 

Television 

Wealthy South Africans are 40% more likely to 
remember magazine adverts than they are to 

remember website adverts. 
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Q: WHICH OF THESE MEDIA TYPES DELIVERS CONTENT AND STORIES THAT YOU REMEMBER? 
 

 
 
This is a fascinating chart because it speaks to a very high level of engagement across all media. 
Seen in absolute, these figures are quite impressive: almost one in three wealthy South Africans 
would put up their hand if you asked them whether they remember stories and content on 
websites and the figures for magazines, social media and newspapers are reasonably similar. 
 
Radio content memorability is expectedly higher and TV wins by some margin. In the segments, 
magazines and newspapers score higher for the older readers (40% and 47% respectively). 
 
The most noticeable group that goes against the grain is the well-educated post grad segment. For 
them, television remains first, but only at 55%, then newspapers (50%), radio (49%), websites 
(42%) and magazines (37%) and social media at the back (27%). The difference for these people 
is that they presumably are better equipped to edit out the ‘rubbish’ for themselves. In essence, 
they are better at consuming the quality media they seek.  
 
What’s important to remember here is that there is no ‘frequency of exposure’ factor added to this 
chart. In other words, the environment in which these individuals exist is awash with media and 
messaging: television and radio are daily rituals; thanks to smartphones, social media is always on 
and the web is a click away. In essence, the frequency of new media is extremely high if not 
constant. 
 
As we’ve already shown, print media differentiates itself by being a selected form of media and 
one in which frequency of consumption is far less than, say, television. Given that, the fact that 
traditional print media is able to even compete speaks volumes for its value. People are buying 
and reading fewer magazines, and yet their content is at least as memorable as ubiquitous digital 
platforms and newspapers actually outrank those channels in the memorability stakes. 
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The stories and content in magazines and 
newspapers are at least as memorable as anything 

delivered in the digital world.  
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Q. ARE YOU BUYING NEWSPAPERS MORE, SAME OR LESS THAN YOU WERE A YEAR AGO? 
 

 
 
 
On the same ‘net loss’ principle as magazines, this would indicate that the newspaper volume 
decline is only about 3%. 
 
But remember that with 59% of the wealthy not buying newspapers in the first place, most of the 
bad news for news publishers has already taken place. Also, the fact that 35% of these non-buying 
wealthy people say they still read newspapers speaks to the ‘pick-upable’ nature of the medium. 
 
The group least likely to read newspapers at all is under 25 (34%); another interesting skew is that 
coloured people are much more likely to read, but not buy (42%). 
 
But the most interesting segments here are black readers and post grads. The former, on a more-
plus-same-minus-less scale shows an 11% decline and post grads show a 7% gain. 
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17% 

Less 
22% 
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at all 
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76% of wealthy South Africans 
still read printed newspapers. 
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Q. WHY DON’T YOU BUY NEWSPAPERS? 
 

 
 
This is no surprise, but what is interesting is how respondents didn’t immediately look for other 
reasons. It’s simple: when it comes to ‘news’, the Internet knows no equal. And it’s even more 
acute for certain groups: black people (85%), 16–34 (84%) and post grads (82%). 
 
 
Q: ON A SCALE OF 1 TO 10 WHERE 1 IS ‘TERRIBLE’ AND 10 IS EXCELLENT’, WHAT DO YOU THINK 
OF THE OVERALL QUALITY OF NEWSPAPER JOURNALISM IN SOUTH AFRICA? 
 

 
 
 
So 18% of readers give newspaper journalists 8 or more out of 10; another 25% give them 6 or 7; 
and another 24% give them a solid ‘average’. Which means that only 24% of wealthy South 
Africans give newspaper journalists less than 5 out of 10. 
 
On the whole, this is a very good report card. Clearly showing that editorial quality isn’t a major 
factor in the decision to buy and read magazines. 
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36% of wealthy South Africans 
rate the quality of newspaper journalism 

as 7 out of 10 or better. 
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Q: WHICH OF THE FOLLOWING STATEMENTS DO YOU AGREE WITH WHEN IT COMES TO 
NEWSPAPERS? 
 

 
 
 
It’s interesting that of the ‘big four’ reasons people who do like newspapers still buy them, the 
bottom three are all physical factors, much like magazines, but the #1 reason is something 
entirely different: the ‘daily or weekly ritual’. That’s a very strong sentiment, one that publishers 
could surely leverage more in their messaging. 
 
There are some noteworthy skews in the segments. White people (37%), 50+ (41%) and post 
grads (40%) are even more likely to like the daily ritual (and the same groups are likely to say that 
paper is easier than digital). 
 
Under 25s, somewhat surprisingly (33%) and post grads (31%) are more likely to like the touch 
and feel of paper. 
 
The fact that 32% of the total group don’t feel strongly about newspapers isn’t surprising given 
that 24% don’t read them and another 35% don’t buy them. 
 
Still, the fact that respondents gave an average of just 1.4 statements to agree with shows a 
certain lack of enthusiasm. 
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Pictures are much better in print than on a 
digital device 

I like the edited package of content in a 
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 I like their ‘touch and feel' 

I like that I can pass them on to other people 
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None of these 

1 in 4 wealthy South Africans 
likes the ritual of a printed newspaper. 
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Q. WHICH NEWSPAPERS DO YOU REGULARLY READ?  
(Only those getting 5% of total or more charted) 
 

 
 
 
The Sunday Times dominates in the wealthy South African newspaper market; more than twice as 
big an imprint as its nearest weekly rivals, City Press and the Mail & Guardian. This is in line with 
their relative ABC circulations – the Q4 2016 results, for example, show their respective numbers 
to be approximately 274 000 : 81 500 : 32 000. 
 
The story in these numbers is perhaps that at the wealthy end of the market, where you are 
getting your daily news fix on multiple platforms, it’s the weekend newspapers, filled with more 
analytical content, that appeal the most. 
 
On the daily front, Sowetan, Star and Business Day stand a head above the crowd, and their 
relative approximate circulations are also in line: 84 000 : 82 000 : 22 000 respectively. 
 
And finally, what’s interesting here is that respondents ticked an average of around 2.5 different 
papers. Those who do read newspapers are avid and somewhat promiscuous consumers. 
 
 
  

5% 
6% 
6% 
7% 
7% 

8% 
9% 
10% 
10% 
11% 
11% 
11% 
12% 
13% 

15% 
16% 
17% 

21% 
45% 

Pretoria News 
Daily News 
Die Burger 

Rapport 
Beeld 

Cape Argus 
Cape Times 
Sunday Sun 
The Citizen 

Sunday World 
The Times 
Daily Sun 

Other 
Business Day 

Sowetan 
The Star 

Mail & Guardian 
City Press 

Sunday Times 



 

BrandMapp Print Media report 2017 | © WhyFive Insights | Page 45 of 60 

12 
Lessons from afar 
The secrets to success 
 
By now you may have realised that one theme for this report is the idea that painting all print 
media with a single brush is at best unwise, at worst, ignorant and misleading. 
 
The fact is that, around the world, there are print publishers thriving in the modern media 
environment, using a variety of combination models to maximise their reach and revenues.  
 
http://www.editorandpublisher.com/feature/10-newspapers-that-do-it-right-2016-finding-success-with-audience-digital-
and-new-revenue-ideas/ 
 
For newspapers in particular, there seem to be several keys to success in the modern age: 
 
Commit to cross-platform: when it comes to news, multi-platform is the way to go. Stories 
break in digital and are expertly unpacked in print which becomes the cerebral content channel. 
 
Diversify :  spin-off publications – supplements and stand-alone websites – need to complement 
the primary offering. So the Sunday Times, for example, could easily launch a sport calendar and 
results site. 
 
Evolve the advert iser-funded model: successful global models see a shift towards purchase 
price (in the USA, subscriber-based) as a silver bullet. Yes, people will pay for quality content. 
 
Interact:  curated public platforms online create a sense of community and engagement. It’s 
essentially what a newspaper loyalty programme should be! Rather than shutting down discussion, 
consider making it an edited part of your publication. 
 
Be a news source and a l ibrary:  digital’s greatest asset is its auto-archival nature. For news 
producers, this means the public doesn’t have to visit your archive in the basement to get massive 
value out of your title as a source of reference material. 
 
Be responsive: technically that is. In other words, when you make the move from two 
dimensions to backlit screens, make sure your UX is appropriate and make it easy for the reader 
to enjoy the experience. 
 
Avoid ‘churnalism’:  this beautifully coined phrase refers to the kind of content you land up with 
by cutting and pasting press releases and other fluffy attempts at journalism committed by junior 
staff. Put differently, in days gone by before the ‘juniorfication’ of the newsroom, content was king. 
Now, quality content is king. 
 
Ironically, operating in the digital environment is one area in which newspapers have the edge 
over magazines because the idea of multi-platform content in the breaking news environment 
certainly suits news more than the longer-form thought and commentary typically associated with 
magazine content.  
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Case study #1: The New York Times 
 
In early 2017, the venerable New York Times was put firmly in the spotlight by newly elected US 
President Trump, who took umbrage to the publication’s apparently negative stance and insisted 
on calling it, repeatedly, the “failing New York Times’. It opened the door for numerous TV 
appearances by the editor and other executives in which they outlined exactly where the title stood 
and just how well they have adapted. 
 
At the core of the story is a staff-generated document published in January 2017 called the 2020 
Report that acts as a blueprint for the path required to steer the paper into the future. It’s the kind 
of document that every newspaper publisher in the world should make compulsory reading. 
 
https://www.nytimes.com/projects/2020-report/ 
 
It begins: 
 

“The New York Times has staked its future on being a destination for readers: an 
authoritative, clarifying and vital destination. These qualities have long prompted people 
to subscribe to our expertly curated print newspaper. Today, they also lead people to 
devote valuable space on their smartphone’s home screen to our app, to seek us out on 
social media amid the cacophony and to subscribe to our newsletters and briefings.” 

 
So how are things panning out? Well, in a nutshell, the paper has proved one theory wrong, 
namely that modern consumers hate paywalls and are so used to getting news for free, they can’t 
be convinced in big enough numbers to actually pay for digital content. 
 
The vital statistic for the NYT is that its obsession with quality of content has seen consumer 
revenue outpace advertiser revenue since late 2011 when digital pay model was first introduced. 
In six years, they’ve contracted 1.5 million paying digital subscribers and the print edition still has 
one million. 
 

 
 
 
 
Part of their thinking is no doubt based on what is now a known fact: 
 
Contrary to the ‘wisdom’ of yesterday, digital consumers will happily pay to subscribe for quality 
digital content. 
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They may not have solved their problems entirely, but there’s no doubt that the NYT is on an 
entirely new trajectory. In an article posted in February 2017, they report that: 
 

“Including print and crossword product subscriptions, The New York Times now has more 
than three million total paid subscribers, a milestone that aligns with the company’s 
commitment to a subscription-based revenue model that is less reliant on the advertising 
revenue derived from page views and clicks.” 

 
https://www.nytimes.com/2017/02/02/business/media/new-york-times-q4-earnings.html 
 
In fact, digital subscriptions remain a growing source of revenue for a multitude of media players, 
including some global leaders. If you don’t believe that statement, consider these paying 
subscriber numbers: 
 
In the view-on-demand television side of things, Netflix has around 93 million subscribers; Hulu 
has 12 million; and HBO Now, the broadband offering from America’s cable champion, is fast 
eating into the 49 million wire-subscribers with a digital base of almost two million. 
 
When it comes to music, Spotify leads the way with 40 million paying subscribers followed by 
Apple Music’s 20 million fans. 
 
The NYT lesson is simple: ‘Best practice’ is an outdated concept. In the digital world, all that 
matters is that you keep practising until you find a model that works best.  
 
 
Case study #2: La Presse 
 
Proving that one-strategy doesn’t fit all, consider the heart-warming story of La Presse newspaper 
in Montreal, Canada. 
 
Back in 2013, La Presse’s average weekly paid circulation was 200 000 copies. 
  
After 130 years, the title finally went digital first in late 2015 on the back of a massive investment 
in a state-of-the-art tablet app and a quality newsroom staff. In their case, the tablet was identified 
as the philosopher’s stone: the perfect technology to allow for an appropriate and seamless 
transition of the work of 250 excellent news journalists from paper to pixels. 
 
"We have always been convinced,” editor Crevier is quoted as saying, "that the best way for us to 
differentiate ourselves (from social media and blogs, etc) is continuing to produce high quality 
content and to sustain a large newsroom.” 
 
Their strategy was brilliantly simple: put an advertiser-funded model into play during the week by 
monetising massive and growing digital audiences and complement the brand equity earned with 
a print edition published only on a Saturday. The end result is staggering. 
 
The app La Presse+ reaches 260 000 unique tablets every day; they have two million UUs a 
month, over half a million Facebook fans and Twitter followers and on a Saturday, they still sell 
over 110 000 print copies of La Presse. 
 
https://blog.wan-ifra.org/2016/12/21/the-success-story-of-la-presses-move-from-print-to-tablet 
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13 
Category battles 
Custom vs consumer vs community 
 
According to the ABC figures released for Q4 2016, custom magazines were responsible for an 
overall circulation of just over 7 000 000 copies for the period including single copy sales of  
35 832, and total paid for circulation of 1 652 569. That’s a lot of pages. 
 
Every year, we see more and more corporate players getting into the owned media space; there’s 
a reason airlines continue to offer passengers a bit of love in the back of their seats; and 
community news continues to service segments of society that other media find hard to reach. 
 
The thing about these categories is that circulation is a relatively meaningless metric: all you need 
is for a company the size of Pick n Pay to decide to convert its Fresh Living recipe title to a free, 
loyalty-based model and suddenly you have another 500 000 or more magazines in circulation. 
And although cynics have always questioned the relative value in the consumer’s mind of 
something they get for free, more mature, opt-in or effort-based models go a long way towards 
quelling those arguments. 
 
One thing’s for sure: over the past five or six years, while consumer magazines have been fighting 
for survival, the custom area has exploded and the other free media have held their heads. What 
could the explanation be? 
 
In a similar vein to what you will read later about newsletters, the thing that defines these non-
consumer categories can be summed up in a single word: relevance. 
 
If I’m part of an organisation or opt in to some sort of consumer group like, say, a DIY community, 
the magazine or media they send me is likely to be something I’m specifically interested in.  
 
Community newspapers are, quite often, the only place you can find out what’s going on in your 
neighbourhood or where your ward councilor is going to put the next speed hump! 
 
And as for airline magazines, if there’s one place left where ‘all you want is a magazine to read for 
an hour or two, it’s at 30 000 feet on the way from Jo'burg to Cape Town or any other destination. 
 
So, in a very real way, these seemingly random print vehicles are very much special interest 
publications that are extremely relevant to their audiences.  
 
Over the past five years, BrandMapp results have consistently shown that all three of these 
categories remain powerful players for anyone wishing to reach economically active South 
Africans. And the 2017 results simply reinforced that point of view. 
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THE BRANDMAPP 2017 RESEARCH 
 
Q. WHICH OF THESE FREE MAGAZINES DO YOU REGULARLY RECEIVE OR GET TO READ? (Top 5) 
 

 
 
This year’s ‘net’ caught a substantially larger group of Clicks Club Card holders. According to their 
2016 review, the group aimed to grow membership of its Club Card to 5.5 million members in 
2016 and managed to overachieve, reaching 6.2 million: a growth of 1.2 million members in a 
year. So perhaps the data reveals this growth. 
 
Of far more significance for the purposes of this report, however, is the overall 6% growth in the 
custom publication segment. As mentioned previously, this area of the industry is prone to radical 
fluctuations as print orders rise and fall depending on who’s making what calls, but there’s a clear 
upward trend here which bodes well for the category. 
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69% of wealthy South Africans 
do receive or regularly read free magazines. 
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Q: WHICH OF THESE IN-FLIGHT MAGAZINES DO YOU ENJOY READING? 
 

 
 
 
Being at the upper end of the economic ladder, you would expect the wealthy to fly more than 
most, and they do. But even so, the positive impact of airline magazines is hard to ignore. 
 
At the top, 28% of all wealthy South Africans say they enjoy reading SAA’s inflight magazine – but 
all of the smaller airlines feature rather prominently in our respondents’ lives. 
 
The groups more likely to tick ‘none of these’ are: white people (48%), males (51%) u25 (53%), 25-
34 (49%). And on the flip-side, black people (31%) are far less likely to not enjoy any in-flight 
magazines. 
 
Sawubona is massively popular with black readers (48%), Kaluma skews up for Asian-Indian 
readers (31%), as does Juice (31%) and High Life for post grad readers (17%). 
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Q. HOW OFTEN DO YOU READ ANY LOCAL COMMUNITY NEWSPAPERS? 
 

 
 
 
 
So that means 75% of wealthy South Africans read community papers. A massive result and a very 
large footprint. 
 
The groups even more likely to do so are coloured people (85%) and Indian/Asian people (87%), 
while white people are far more likely to ‘often’ read the free sheets (42%) and black people less 
likely to say ‘often’ (32%). 
 
Under 25 (34%), 25-34 (34%), and post grad (29%) are more likely to ‘never’ or ‘hardly ever’ read 
community news. 
 
Whichever way you look at these figures (and it's a pattern that has been consistent for the past 
three years of BrandMapp), community news is a powerful medium. In previous years, we were 
always left asking the question: ‘why?’ and making assumptions. This year, we tried to dig a little 
bit deeper. 
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Q. WHICH OF THE FOLLOWING BEST DESCRIBES HOW YOU FEEL ABOUT LOCAL COMMUNITY 
NEWSPAPERS? 
 

 
 
As mentioned previously, our hypothesis for years has been that community news tells the story of 
relevance and its importance for media. The fact is, for most communities, the local freesheets 
are the only place you get to hear what's going on. 
 
Of all the media that circulates in South Africa, the 25 million or so copies of freesheets deposited 
in postboxes each year play a unique role in the lives of all South Africans, including, perhaps 
surprisingly, the wealthy. 
 
Although there are a few noticeable skews, there’s not much in the relative rankings of what’s 
important to these readers.  
 
Women (73%) and 50+ (74%) are most impressed by being able to hear what’s going on in the 
neighbourhood and Asian/Indian people really love the brochures (43%). 
 
Coloured people and Asian/Indian people in general are more passionate about more aspects. In 
other words, their scores for every aspect are relatively higher. 
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14 
An ever-evolving landscape 
Email newsletters 
 
There isn’t much science yet in the world of email newsletters, but what we can argue is that there 
are two distinct forms: exclusive content and promoted links. 
 
It could be argued that for news organisations, the promoted link idea is very similar to the 
traditional street pole poster shouting out a headline and there’s nothing wrong with that. But for 
anyone outside of the hard news arena, the idea of exclusive content really seems logical. 
 
Whatever the strategy, one thing is for certain: email newsletters are massively popular among 
wealthy South Africans with access to the Internet. So much so, that we have often argued that 
they are a primary source of information. For subscribers to publications such as Daily Maverick, 
the arrival of the daily headline e-mailer is as good as a newspaper being pushed through the 
letterbox – perhaps even better since you don’t have to get out of bed. 
 
A key thought here is that, for the older generation which was brought up with the idea of ‘spam 
filling your inbox’, it’s hard to understand why a younger generation would actually request that 
they get sent marketing information and ‘link’ mails. The reality, however, is that in a world of 
constant Facebook alerts, Instagram pings, WhatsApp bells and other notifications, a few extra 
emails a day are just part of the modern media mix. 
 
 
THE BRANDMAPP 2017 RESEARCH 
 
Q. HOW MANY EMAIL NEWSLETTERS DO YOU SUBSCRIBE TO?  
 

 
 
 
This means that 73% of wealthy South Africans do subscribe to some kind of newsletter, and 
when we look at the percentages of the segments that are more inclined to subscribe to email 
newsletters, 25-34 (82%) and post grads (82%) stand out. 
 
The 16-34 age group are also the most likely to receive more than 10 (13%). 
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Q. WHAT KINDS OF EMAIL NEWSLETTERS DO YOU SUBSCRIBE TO? 
 

 
 
Although the total shows that promotional mailers are actually more popular than general mailers, 
there are significant segment skews. Coloured people (69%), Asian/Indian People (66%) and black 
people (63%) are far more likely to sign up for promo mailers, while men (38%), 50+ (33%) and 
post grads (37%) are less likely to do so. 
 
Colored people (47%) and black people (47%) are also more likely to get mailers from a magazine 
brand, while post-grads are much less likely (29%). 
 
And when it comes to daily news emails, white people (47%), men (54%), 50+ (55%) and post 
grads (61%) are far more likely to join the mailing list. 
 
The competition mailer, once seen as a vital weapon in an online publisher’s armoury, remains 
popular, especially for coloured people (36%), Asian/Indian people (33%) and black people (37%), 
but not so much for the post grads, coming in at just 10%.  
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subscribe to promo mailers. 



 

BrandMapp Print Media report 2017 | © WhyFive Insights | Page 55 of 60 

Q. HOW OFTEN DO RECEIVE THE EMAIL NEWSLETTERS YOU SUBSCRIBE TO?  
 
 

 
 
Although this is a fairly blunt way of looking at the email world given how many emails we now 
know these wealthy South Africans subscribe to, it is still an interesting metric to try and evaluate 
just how much appetite there is for filling up the inbox. 
 
When 59% of these respondents say they are either getting their mails daily or a few times a week, 
you have to start considering just how powerful relevant, opt-in email communication with a 
specific audience can be. And it’s a channel that’s getting stronger over time as more and more 
South Africans gain access to the Internet and acquire email addresses. 
 
Also, it’s worth noting that this result is evidence of a phenomenon that digital guru Dave Duarte 
predicted years ago, and continues to be true. To paraphrase Mr Duarte, “The higher the 
frequency of email newsletters, the lower the unsubscribe rate will be.” In other words, it appears 
that 37% of wealthy South Africans who do subscribe to newsletters, are more than happy to 
receive daily mails.  
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15 
Trend forecast 
Where to from here? 
 
Given all of the above, it’s clear that traditional publishers need to take control of the conversation 
as they continue to find new ways of balancing old equations. 
 
When faced with yet anther onslaught about print being dead or dying, there is so much 
ammunition available to counter that particular oversimplification, not as a defence mechanism, 
but rather as a means of educating marketers, advertisers and commentators about how to best 
approach the business of media. 
 
For newspaper publishers, there’s just no way to fight the ‘news’ battle unless someone invents 
an instant printing press. So the task is simply to find the right balance between delivering 
credible, quality, 24/7, in-the-moment digital coverage supplemented by less frequent print 
editions that allow the reader to stop for a moment and enjoy the ritual of an intelligent, in-depth 
analysis. The La Presse example may not be for everyone, but in the South African context, given 
what we now know, it is surely closer to a sustainable model than trying to rebuild a ‘daily’ empire. 
 
For magazine publishers, there are arguably more options, but they could all start by focusing on 
an earlier question: what exactly is a magazine? Workshop that with an editorial and creative team 
and the chances are you will quickly turn the narrative into something very consumer-focused. 
 
On the one hand, magazines are curated brands around which audiences congregate. This is the 
new definition and a powerful, important one for innovative publishers who are willing to adapt 
and experiment their way into the future. 
 
But print magazines are physical entities and with that comes a host of unique attributes. A tablet 
or new phone can make you feel cool or hip as you walk around with it under your arm, but the 
same can’t be said for the content that sits on its memory chip. Magazines have the ability to 
make you feel cooler/smarter/more interesting. Like a clothing brand or a motor vehilcle, the title 
you’re reading embodies a lifestyle and defines who you are and what you like. 
 
Magazine brands can establish personal identity in a far more sophisticated way than delivery 
platforms will ever will do. 
 
One of the leading lights in magazine thought-leadership is Dr Megan le Masurier from Sydney 
University. She put forwad this argument extremely well when she said, “Magazines and 
newspapers are (or can be) fashion accessories, status symbols, a badge of honour, membership 
to a club. That’s certainly possible in print but it’s a little trickier in the digital world where the 
device, not the publication, has become the symbol of status, the badge of honour. In short, 
nobody knows what you are reading on your iPad mini.” 
 
http://www.textjournal.com.au/speciss/issue25/LeMasurier.pdf 
 
She went on to point out one of the great ironies of the digital age, namely that print publications 
have, for hundreds of years, relied on public conversation about their content to drive, expand and 
increase their readerships and the relationship they have with communities. And as such, the 
power of digital platforms, social and otherwise, should play right into their hands. All that’s 
required, as mentioned many times to this point, is for publishers to embrace the potential of 
these new channels in a creative, productive and viable manner. 
 
And it was the same Dr Le Masurier who, in the International Journal of Cultural Studies, 
described the extraordinary success of independent, niche magazines in the so-called digital age. 
In short, she concluded that ‘creative class’ is using them to validate their identities as creative 
people and examples abound. 
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Case study#3: Lucky Peach, indie champion 
 
Slow food and gourmand culture almost seem synonymous with independent print magazines. 
 
When David ‘Momofuku’ Chang launched Lucky Peach in 2011, it fell clearly into the ‘bookazine’ 
category, or ‘magbook’ depending on which way you look at it. Published quarterly, to meet each 
new season, and with very strong themes, it’s so spot-on that when it comes to the prestigious 
James Beard Foundation awards, the magazine has won in every category and was their 
Publication of the Year for 2016.  
 
It is unashamedly ‘foodster’, is printed on high-quality paper, features some of the world’s best-
known food writers and commentators and is an unqualified print-first media success story of the 
hipster age. Even more so when you consider the total audience statistics: 
 
Print:  100K circulation 
Website:  720K monthly uniques 
Newsletter:  275K subscribers 
Instagram: 243K followers 
Facebook: 159K likes 
Twitter:  125K followers 
 
All of these deliver platform-appropriate content to a very targeted global audience which clearly 
feels part of something far greater than simply a magazine audience. 
 
Until March 2017 that is, when the magazine suddenly announced that it was closing down, citing 
professional and creative differences. 
 
https://www.nytimes.com/2017/03/17/dining/lucky-peach-closing.html 
 
It turns out, according to some industry observers, that the title’s ultimate failure had nothing to 
do with the print + digital model and everything to do with character. In effect, it was a brand that 
was increasingly unapproachable; an almost over-the-top, ‘hipper-than-thou’ editorial voice that 
made you feel like an outsider eavesdropping on some sort of exclusive foodie cult. So even in 
2017, it’s possible to be too cool for your own good. 
 
What’s important in this example is that Lucky Peach is simply one of many successful bookazine 
publications that have sprung up in the past five or six years. Kinfolk, another global niche foodie 
magazine has also been around since 2011 and is now available in four languages in 100 
countries. 
 
Interestingly, most of these titles following a formula neatly summed up by The Telegraph’s Rena 
Niamh Smith last year when she wrote, “Beautifully curated and printed on thick, uncoated paper, 
these tomes are more than just magazines: they are luxury products for a discerning reader, a 
respite from the frenzy experienced by the always-on generation. This is a revolution against the 
digital revolution, an organic farmers’ market to rival the supermarket culture of online media.” 
 
http://www.telegraph.co.uk/news/media/11478027/Why-a-new-wave-of-independent-magazines-are-thriving.html 
 
Perhaps the most important lesson from this extraordinary trend is this: these publishers built 
their models from scratch without decades of ‘learnings’ and best practices from which they had 
to unhitch. From the outset, they gambled on the viability of a quarterly print publication operating 
in tandem with a carefully curated digital strategy, involving exclusive website content and other 
bespoke digital offerings. 
 

  

Q: Why don’t more magazines consider adopting the 
‘indie’ model, with a quarterly print edition backing up 

a rich and endless digital channel? 



 

BrandMapp Print Media report 2017 | © WhyFive Insights | Page 58 of 60 

16 
Final word 
Maybe it’s time we all slowed-down 
(aka resisting singularity) 
 
Sometimes, common consciousness is hidden behind a trendy veil. Right now, all across the 
world, young urbanised groups are identifying with clichéd terms like ‘artisanal’ and ‘small batch’, 
coveting leather aprons and hand-woven material, drinking small-batch gin and eschewing 
anything resembling a mass market brand. And although it’s easy to dismiss it as a hipster trend 
that will come and go like ‘80s dayglo leggings, it’s hard to dispute a distinctly Luddite mindset in 
youth culture. 
 
Like the ‘vinyl effect’, there’s an undeniable desire to return to a pure, analogue reproduction of 
sound. The idea of honouring provenance of goods and services and a more natural interaction 
with both the environment and society isn’t so much a trend as it is a return to something that 
feels very natural and feeds the soul. 
 
In many countries in Europe, and communities as far flung as Australia, the USA and South Africa, 
the Slow Food movement is calling for a more natural organisation of food production and a return 
to a sustainable, viable management of our resources. And it’s not just hippies and tree-huggers 
who are taking up their mantle, it’s very much a growing trend in a Western world where normal 
citizens, inundated with fast-food, flashing signs and modified organic material, are starting to 
realise that progress, growth and development have a serious down side.  
 
If only half of what is outlined in this paper proves to be true, there’s no doubt that the world 
would be a better-educated, more informed and more considered place if the people in it read 
more printed material, written by qualified people. And this, in essence, is the core of the ‘Slow 
Journalism’ movement. 
 
Delayed Gratification is the world’s first Slow Journalism magazine. It’s a classy, printed, quarterly 
publication which revisits the events of the previous three months, giving a deep analysis and a 
considered viewpoint of what the real story looks like once the dust has settled and the headline 
hunters have moved on to the next crisis or human tragedy. Indeed, nothing exposes the 
publication’s true intent better than their payoff line that shouts from the rooftops how Delayed 
Gratification is proud to be “Last to Breaking News”. 
 
Maybe, just maybe, Delayed Gratification is a harbinger of a bright new future for printed media. 
And make no mistake, the future we are headed into, from a media and information overload 
perspective, is going to need some brakes or we’re all headed for a mighty, messy crash. 
 
It’s more than a decade since Ray Kurzweil unpacked the idea of ‘technological singularity’ in a 
future world: loosely defined as a point in time when artificial intelligence is advancing and 
improving so rapidly that it outstrips the entire intelligence of the human race and causes humans 
to completely reconsider their existence on the planet.  
 
This is doomsday stuff – the future imagined in Terminator movies and The Matrix – and it’s 
getting closer to reality with every single Google search. From programmatic advertising planning 
and Apple music suggesting your next album to Tripadvisor knowing where you’re eating dinner 
and driverless cars, singularity seems awfully real already. 
 
An integral part of this rather frightening future is what MIT researcher and Procter and Gamble 
exec Kevin Ashton described as the Internet of Things way back in 1999. In simple terms, it's a 
term that describes an ever-increasing network of interconnected devices that are able to gather 
and share information. It’s estimated that right now, there might be somewhere around four billion 
connected things out there: smart cars, power turbines, industrial machines, medical system, 
manufacturing robots, even household appliances like toasters and fridges. And all of them are 



 

BrandMapp Print Media report 2017 | © WhyFive Insights | Page 59 of 60 

plugged into the ‘cloud’, the biggest, seemingly infinite, library of knowledge and information in the 
history of the human species. 
 
Some researchers estimate that by 2020, there will be more than 25 billion smart devices working 
together, swapping data, becoming part of our subconscious lives and operating autonomously 
from human will. Others reckon that number is way undercooked: according to an article in 
Entrepreneur magazine in December 2016: 
 

“Cisco’s outgoing CEO, John Chambers, has boldly proclaimed that there will be 50 billion 
devices online within five years, with a total market worth US$19 trillion. It is said that 
these smart things are starting to power a fourth Industrial Revolution (after steam, 
electricity and wired computers).“ 

 
https://www.entrepreneur.com/article/287104 
 
In the midst of this noise and chaos, there’s only one all-important question that needs to be 
asked and answered before we really know what the future holds: will human beings rage against 
the machine and place maximum value on the one thing that makes us truly human – conscious 
choice – or not? 
 
Ends. 
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! 
BrandMapp 2017 
A deeper view 
 
As the country’s most deepest, widest and most comprehensive study of middle-class-and-up 
South Africans, BrandMapp remains a vital weapon in any marketer’s armoury when it comes to 
profiling consumers and identifying target markets. But one of the study’s great attributes is that, 
while the core interrogation remains consistent, WhyFive Insights, the company behind the study, 
takes an iterative approach.  
 
Each year, we send out invitations to as many opt-in consumer databases as we find, partnering 
with NGOs, media owners, civic organisations, clubs, societies and corporates who want to be part 
of a survey that has the potential to make a real difference in people’s lives. 
 
The result was a clean set of more than 27 000 South Africans, with access to the Internet, who 
completed the full array of 275 questions covering a vast array of subjects including: 
demographics, income, employment, hopes dreams and fears, hobbies and interests, financial 
portfolios, loyalty usage, media consumption, television and radio, digital habits, automotive, 
travel and technology, shopping and online purchasing, how they feel about being South African, 
what shoes they wear, what they like to eat and drink and where they like to do it! 
 
With each passing year, we amend and refine the questionnaire to give marketers and brand 
owners the best possible view of their audiences and consumers with updated variables and 
categories wherever necessary to keep pace with a fast-changing world. 
 
BrandMapp 2017 data is available in three forms: on subscription via all major cross-tab suppliers 
(SoftCopy, Telmar, Nielsen, etc) and in the form of reports referred to as BrandMapp Profilers that 
include 200+ slides of a specified view of the data through a brand, audience or segment filter. 
 
NB: For publishers and media owners 
 
BrandMapp includes filters for a vast array of print, digital audio and visual media channels, titles 
and categories – all of which could be used to create your own bespoke view of your audience or 
target market. For further information of a demonstration of the power of BrandMapp, please 
email stuart@whyfive.co.za or visit www.whyfive.co.za 
 

! 


