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A. Key Conclusions – The Big Picture
Sub-Saharan Africa is the cockpit of change in terms of the global digital divide
and changing media use; in little over a decade it has gone from being largely
unconnected to the internet to having millions of people using it. Because media
have been relatively undeveloped—for a host of reasons, including education,
income, and lack of access to electricity—the impact of the digital changes
have and may continue to be somewhat more dramatic than in countries where
traditional media have been much better established.
More media and wider Internet access: The focus group and one-to-one
interviewees for this research were asked what had changed most about media and
communications in the last five years. Two responses were common to all those
who took part: the greater amount of media available and the presence of the
Internet. The two are interconnected as wider media generally drives a wider set
of viewpoints and information with the Internet acting as a backstop where people
can get information not provided by traditional media or actually restricted by
Government. From the group and one-to-one research this is very much the role it
plays in slightly different ways in Ethiopia and Senegal.
Media user “haves” and “have-nots”: These key changes have created two
kinds of Sub-Saharan Africans in terms of media and communications : the haves
and the have-nots. On almost every measure, those living in rural Africa are at
a disadvantage to their urban counterparts. In terms of this research, the most
striking shortfall is their ability to access media.
The majority of those living in rural areas have no access to TV and can listen to
far fewer radio stations than their urban counterparts. Because of the geographic
distances and lack of good roads, newspapers either arrive late or mainly not at all.
Until recently, access to the Internet was an almost entirely an urban phenomenon,
although a small number of rural people now have access. But even in a more
developed country like South Africa, only 24% of Internet users are in rural areas.
Furthermore the speed of Internet connection has accelerated faster in urban areas
(allowing access to video material) than in rural areas.
The Fragmentation of Radio and TV Audiences – Mass and niche: The future
implication of a greater number of TV and radio channels is that national “mass”
TV and radio audiences will slightly reduce in size and smaller stations will occupy
a number of different niches. This pattern will be reinforced in the TV sector with
the impact of the shift to digital broadcasting that makes it easier to launch new
channels.
However, a small number of stations (both radio and TV) will continue to have
a significant national audience, usually upwards of 25% of overall audiences. In
countries with many radio stations audiences have and will fragment into either
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vernacular or topic-based niche stations. For example, for example, Classic FM in
Kenya focuses on slightly older listeners. Royal Media’s Chamgei FM is in Kalenjin
and aimed at that community. Vernacular TV stations are also being launched in
some countries like Nigeria. These niche channels – whether TV or radio – may not
have an impressive national, mass audience but are usually dominant within their
niche audience.
Speaking in a language that’s understood: There could be up to 3,000 languages
spoken in Africa. Whilst many countries in Sub-Saharan Africa have made the
former colonial language the official language of the country, this does not mean
that everyone is comfortable or able to communicate in it.
For example, in Nigeria, a company carrying out SMS advertising campaigns that we
spoke to reported that it had carried out test campaigns in both English and Pidgin
and that the latter always got higher levels of response than English.
There is not a great deal of research on what language is used in relation to media
in Sub-Saharan Africa: what does exist are largely academic studies from within the
field of linguistics. The South African research quoted (see footnote 10) found that
66% of Internet users spoke an African language at home, 18% spoke English and 15%
Afrikaans.
Implications for development communications: Where communications is focused
on policy change and aimed at national opinion formers, the media landscape now
offers a much wider range of choices, including Internet and social media. For
example, health practitioners in the group and one-to-one interviews would often
say that if they did not know something they would google it.
However, where communications is focused on behavior change (for example, in
terms of behavior in relation to health) or demand creation (for example, for antimalaria bed-nets), then there is a much more significant chasm to be bridged.
Addressing the rural media deficit: Those living in rural areas have far fewer
sources of information and the number of people or sources whose opinion they
might trust is far smaller than in more populous areas. Therefore it will hardly be
surprising that they are on occasions less well informed about the world in general
and development topics in particular. The media deficit in rural areas is an issue
that any NGO spending money on communications for these kinds of objectives
needs to think about finding better solutions.
Radio and SMS by themselves are a beginning of a diverse media landscape, not its
end. Since many health issues rely on individuals making informed choices, closing
this rural media deficit would have a significant impact on how well informed rural
citizens are about a range of topics.
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For those involved in development communications, the use of vernacular languages
and media is not always going to be straightforward. English, French or Portuguese
may be the most effective language to reach already educated people. But one or
more vernacular languages may be needed to reach those who have received less
education. And these choices will depend on the country, the audience targeted and
indeed the part of the country a campaign is being directed at.
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B. Summary of Key Media Specific Findings
Below are the key specific findings of this report with the section in brackets (for
example: 1.1) that provides more detail:
•

Over five years Facebook has grown from practically no users in Sub-Saharan
Africa to become the most widely used social media platform. In the four
countries where face-to-face surveys were carried out for this research,
between 14% (Tanzania) and 27% (Ghana) of all respondents were using it.
All forms of social media serve as a source of news and information alongside
more traditional media. People “like” news media (newspapers, radio and
TV stations) on Facebook to get information and receive similar “news” or
“research” alerts from friends and colleagues. (1.1)

•

Over the last five years, the number of Africans who own or have access
to mobile phones, computers, laptops, smartphones and tablets has grown
considerably. These both act as media carriers (a mobile with a radio or TV
receiver) or a media in their own right (a mobile accessing the Internet and
Social Media). (1.2)

•

African newspapers face the same dilemma as many developed country
newspapers. Their print version generates almost all of their revenues
but increasingly their online users are either close to or above their print
readership. Audited newspaper circulation data is only available in South
Africa where overall it is on a downward trend. African newspapers will also
face increasing competition from bloggers, particularly where news topics are
sensitive for publications close to the Government or individual politicians (1.5)

•

It is clear from the data available and what is known about progress over the
last 5 years, that those countries with upwards of 5% Internet use will see
gradual increases in Internet use levels. It is far less clear whether those in the
below 5% category will all make the same progress. The countries with above
5% Internet use have to some greater or lesser extent have opened up media
ownership and encouraged competition in telecoms and Internet markets. This
has led to a greater diversity of TV and radio channels in terms of media and
faster and cheaper Internet in the most competitive countries. (2)

•

Increased levels of media and more fragmentation will affect a larger number
of Sub-Saharan African countries. For example, out of the 15 countries that
have partially liberalized, there are five key countries (Cape Verde, Ethiopia,
Guinea, Malawi and Zimbabwe) that will have private television channels in the
next 2-3 years. (2)

•

The growth in devices will continue over the next 3-5 years. Our predictions
for the countries covered in this report are that smartphone use will grow to
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between 10-20% of the population depending on the country. In addition, the
number of people using feature phones with Internet access will also increase
rapidly. So whilst the current pattern of mobile phone use in the countries in
focus has largely been voice and SMS, the numbers accessing the Internet for
some reason or other will continue to grow. (3.1.2)
•

Internet and Social Media will also grow over the next five years. Our
predictions for the countries covered in this report in terms of Internet
connection ownership is that it will grow to between 10-25% of the population
depending on the country. The majority of Internet use will be on a mobile
phone but the level of household broadband connections will continue to grow.
(3.1.3)
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Introduction
Sub-Saharan Africa is the cockpit for change in terms of the global digital divide
and changing media use; in little over a decade it has gone from being largely
unconnected to the internet to having millions of people using it. Because media
have been relatively undeveloped—for a host of reasons, including education,
income, and lack of access to electricity—the impact of the digital changes
have and may continue to be somewhat more dramatic than in countries where
traditional media have been much better established.
Surveys and group research provide a snapshot of what’s happening but offer
little guidance as to what people will do in the future. Therefore this report that
summarizes the research has been provided to do two things: firstly, to offer a look
back at how things have changed in terms of media and communications behaviors;
and secondly, to offer some informed opinions about what past trends might mean
for future behavior.
There are two kinds of future predictions, one of which is a great deal easier
than the other. With the first kind of prediction it’s possible to use certain kinds
of underlying logics in behavior and be fairly accurate. For example, as the cost
of Internet became cheaper for individual users (in Sub-Saharan Africa) on their
phone, more people started to use the Internet for the first time. It was possible to
say that this would happen before it actually happened.
The second kind of change is discontinuous: there are no or few clues in existing
behavior to guide predictions about what might happen. For example, few could
have predicted five years before it happened, the role of social media in the
events surrounding the Arab Spring. So the future predictions in this report are
a combination of looking at ways in which the underlying logics – whether driven
by social or economic forces – are likely to play out and some straightforward,
creative guesses that are relevant to development agencies wanting to
communicate in Sub-Saharan Africa.
This report has three main sections:
Section 1 - Trends Affecting Media and Communication delivery in Sub-Saharan
Africa: This section looks at five key trends that have affected how Africans
media is delivered in Sub-Saharan Africa: the rise of Social Media; the growth of
Feature and Smart phone ownership and other devices; the liberalization of media;
different types of audiences – mass media and niche audiences; and News – Online
and Print.
Section 2 - Trends Affecting Media and Communications Use in Sub-Saharan
African countries: This section has two themes: firstly, recurring patterns of
behavior found across all countries in one form or another; and secondly, whether
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it is possible to put Sub-Saharan African countries on a spectrum that will be
helpful for understanding how media behavior develops. There are five country
case studies: Ghana; Kenya; Nigeria; Senegal; and Tanzania.
Section 3 - Key Trends that will Affect African Communications and Media Over
the Next Five Years: This section looks at what might happen over the next five
years and gives examples of how this might affect the media landscape.
Scattered through this narrative are a series of mini case studies that shine a
spotlight on different ways of communicating in Sub-Saharan Africa, using both
traditional and new media.
This report draws upon research carried out in 2013 and funded by the New Venture
Fund. It is designed to help NGOs and civil society organisations in Sub-Saharan
Africa understand the changing media landscape and help them improve how they
communicate. The research had three main elements:
1.

Three national representative samples surveys (Ghana, Senegal and
Tanzania) and a focused sub-regional survey that was conducted in Northern
Nigeria.

2.

Five surveys of feature phone users in five countries (Ethiopia, Ghana,
Kenya, Nigeria and South Africa).

3.

One-to-one and focus group interviews in four countries (Ethiopia, Ghana,
Senegal and Tanzania).

We would like to say thank you to Intermedia’s Audiencescapes and Research
ICT Africa, both of whom have been providing communications research data for
development organisations over several years. We hope that we have been able to
build on the solid foundations that they have laid.
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1. Trends Affecting Media and Communication
delivery in Sub-Saharan Africa
This section highlights how the media landscape in Sub-Saharan Africa has changed
over the last 3-5 years and picks out how these changes affect development NGOs
abilities to reach their audiences.

1.1 The Rise of Social Media
Over five years Facebook has grown from practically no users in Sub-Saharan Africa
to become the most widely used social media platform. In the four countries where
face-to-face surveys were carried out for this research, between 14% (Tanzania)
and 27% (Ghana) of all respondents were using it.
In Angola, over 50% of its 1 million Internet users in December 2012 were using
Facebook. This growth has in part been spurred by two things: firstly, mobile
operators have offered free access to sites like Facebook as promotional offers;
and secondly, Facebook is accessible on a limited basis using SMS on basic phones.
The latter accounts for the “non-internet” part of Facebook use in the face-to-face
surveys conducted as part of this research.
The table below shows the key period of growth for Facebook users in a selection
of Sub-Saharan African countries, from those with smaller usage levels in Sierra
Leone at one end to countries like Nigeria and South Africa. The orange column
in the table shows current levels of Facebook users estimated by Facebook’s
advertising sales platform:

Sources: Social Bakers (2010-2013) and Facebook advertising platform (2014)

Social media of this kind has many different uses: it is a way of keeping up with
friends, family and colleagues; it has become a campaigning platform in some
countries (for example, Angola1); and it is a news medium. All of these different
uses happen alongside each other and although some users segregate the
professional from the personal, many appear not to.
1
See Miguel Gomes, Novo Jornal on social media use and campaigning in Angola: http://www.youtube.com/
watch?v=Vs0VxNI4Mk4

12

1. The Sub-Saharan African Media Landscape
The point to be emphasized here is that all forms of social media serve as a source
of news and information alongside more traditional media. People “like” news
media (newspapers, radio and TV stations) on Facebook to get information and
receive similar “news” or “research” alerts from friends and colleagues.
Examples of high “likes” for media organisations are easiest to illustrate with those
taken from Nigeria and South Africa. South Africa’s Metro FM has 301,208 likes and
the Daily Sun 275,82 likes. In Nigeria, Information Nigeria has 1.4 million likes and
Naija.com 1.25 million likes.
Internet users who use social media are likely to be more active online. For
example, in South Africa users of online social networks are more than twice as
likely to go online daily (75%) than other Internet users (35%). Indeed they make up
almost nine out of ten daily Internet users2.
Although other social media platforms are much more guarded about data on
their users in Africa, it is clear from the face-to-face surveys for this research that
three other social media platforms also have a level of widespread use: You Tube3,
Twitter and Google+. Blogs are widely written and read, particularly in countries
where Government places limits on what traditional media can cover. Amongst
the countries looked at in the research, there are active blogospheres in Ethiopia,
Kenya, Tanzania, Nigeria and Senegal.
Other more local social media platforms have claimed significant numbers of users
but were only used by a limited number of respondents in the countries where
face-to-face surveys were carried out.

2
The New Wave – Who Connects To The Internet, How They Connect and What They Do When They Connect
– See Appendix
3
Brett St Clair, You Tube Africa:…not 100 million but tens of millions…” Largest three markets: South Africa,
Nigeria and Kenya. See: http://www.youtube.com/watch?v=dDVEWLvFsE0
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1.2 The Growth of Feature and Smart phone ownership and
other devices

Source: Balancing Act, 2013

One of the most widely used devices on the continent is the mobile phone but the
use of a wide range of other devices is growing across the continent. Sub-Saharan
Africa’s mobile phone users are split between 3 broad categories of handset
use: smartphones, feature phones and basic phones. These segments have been
represented in pyramid form (not to scale) above along with tablet devices based
on percentage levels of ownership. The current and future ownership levels and
price range for devices are shown.
A smartphone is a mobile phone that is able to perform many of the functions of a
computer, typically having a relatively large screen (often a touch screen) and an
operating system capable of running general-purpose applications. A feature phone
is one that that incorporates features such as the ability to access the Internet and
store and play music but lacks the advanced functionality of a smartphone. A basic
phone generally has two main capabilities: voice and SMS.
The line between smartphone and feature phone capabilities is already becoming
blurred with there being almost no functional difference between low cost
smartphones and high-end feature phones. Increasingly manufacturers like Nokia,
which dominates the basic handset market in many countries in Sub-Saharan Africa,
is focusing on phones that have data connections even down to the most basic level.
Use levels are largely a function of price and the cost of both feature phones and
smart phones has dropped considerably, thus widening the socio-economic groups
capable of buying these devices. The mobile phone – particularly for those in the
key demographic quickest to adopt technology changes, the 18-35 year olds – is
with them from the moment they get up in the morning to the moment they go to
bed at night.
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Both the feature phone user research and the qualitative groups emphasise how
those with access to the Internet use their mobile phones for getting both news and
information. In the case of the feature phone users, using the Internet in this way
comes just behind radio and TV as a means of getting news and information.
Computer ownership is much more constrained by the cost of the device.
Nevertheless, the face-to-face surveys show that there has been an increase in
computer use and what is probably a much wider pattern of shared use. Ownership
of desktop computers and laptops is highest in Ghana (18% and 19% respectively)
and Senegal (19% each) and lowest in Tanzania (3% and 6% respectively) and
Northern Nigeria (6% each). Taking into account sharing, 37-50% of respondents had
access to some type of computer in Ghana and Senegal and 14-16% in Tanzania and
Northern Nigeria.
Seven years ago, a similar national face-to-face survey by Intermedia in Ghana in
2006 found that there were only 5% of respondents owned any kind of computer,
compared to 19% owning a laptop in 2013. Likewise, 21% of respondents in Ghana
in the face-to-face surveys conducted as part of our research had some form of
Internet access compared to 1% in 2006.
Tablets users were almost non-existent amongst face-to-face survey respondents
in Northern Nigeria and Tanzania but in Ghana (6%) and Senegal (5%) a significant
number of respondents own a tablet of some form, which might also include
“phablets” (large screen smartphones).
The conclusion to be emphasized from this trend is that increasing numbers of
Africans in Sub-Saharan Africa own or have access to a device that is either a media
carrier (a mobile with a radio or TV receiver) or a medium in its own right
(a mobile accessing the Internet and Social Media).
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Mini Case Study 1: Every1Mobile – Delivering complex information
with mobile media
Every1Mobile is publishing seven mobile channels (what in old media speak
you might have called magazines) on everything from sex and relationships to
creative writing. What marks it out as unusual is that it has already gathered
sizeable loyal readerships for each of these channels across Africa.
The company builds mobile web sites on different topics and creates social
networks around them. Not every topic succeeds and it dropped music because
the rights issues made it complicated. These social communities are currently
available in South Africa, Nigeria, Ghana, Kenya, Tanzania and Uganda. It got
its reach through making partnerships with other organisations like MXit and
Opera. The table below shows the size of the audiences for the mixture of
education and entertainment channels it runs.
smartSex has 60% women users and overall women make up 52% of users. 40%
of the content is user-generated. The table below shows the monthly unique
views and level of pages viewed (updated March 2014):
Channel

Visits

Pages Viewed

Topic

smartSex

687,092

5,686,667

Sexual health and relationships

Mad4Socca

1,552,234

12,667,242

Football

beSmart

426,593

5,408,004

Jobs

D-Siders

215,311

1,016,348

Text-based soap Opera

hiv360

78,974

338,826

HIV/AIDS

loveWords

102,961

629,827

Creative writing. 600,000 poems on
site

Source: Every1Mobile
- See more at: http://www.balancingact-africa.com/news/en/issue-no-663/top-story/africa-smobile-medi/en#sthash.q9iVKrf9.dpuf
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1.3 Liberalisation of the media
The focus group and one-to-one interviewees for this research were asked what
had changed most about media and communications in the last five years. Two
responses were common to all those who took part: the greater amount of media
available and the presence of the Internet. The greater availability of media is
a product of the liberalization of media markets in Africa and is not true for all
countries.
The table below shows the position on the two key media for Sub-Saharan Africa
– radio and TV - in September 2011 and compares this with the position in March
2014. Not liberalized means the Government continues to control both radio and
television. Partially liberalized means either radio or TV is still in the hands of the
Government: for example, in Zimbabwe radio has been liberalized somewhat but
TV has been promised but not yet delivered. Completely liberalized means that
both TV and radio can be in private hands. The key shift has been from countries in
the not liberalized column to the partially liberalized column since 2011.
Date

Total countries

Completely

Partially

Not liberalised

March 2014

48*

25

15

8

September
2011

47

25

3

19

Source: Balancing Act
* = addition of South Sudan.

The assessment offered in the table above does not deal with issues like: whether
politicians are the private media owners; the level of censorship in the media; or
the level of threats to journalists and station owners. But wider media generally
drives a wider set of viewpoints and information with the Internet acting as a
backstop where people can get information not provided by traditional media.
From the group and one-to-one research this is very much the role it plays in
Ethiopia and Senegal.
From an assessment made in 2011, 43% of all African countries only had only 1-2
TV channels. The number of TV channels per country4 is represented on the chart
below, showing the direct relationship between liberalization of the TV airwaves
and number of TV channels.
4

Analogue, Free To Air Channels

17

1. The Sub-Saharan African Media Landscape

Source: Balancing Act, 2011

For development purposes, nearly all of these channels carry news bulletins and
current affairs talk shows and in a much smaller number of instances, they carry
documentaries that could include health information.

1.4 Different types of audiences – Mass media and Niche
Audiences
The impact of the liberalization of the radio and TV airwaves has been considerable
in those countries where it has already happened and will profoundly affect those
countries due to go through the process.
In broad terms, when there are only a few radio and TV stations, they have the
potential to address most people (except those in some rural areas) because there
is little or no choice. This is a mass audience that is largely undifferentiated in
any way. With more channels and stations, eventually commercial pressure force
owners to address particular niche audiences (18-25s, women, etc).
The summary table from the four countries surveyed for this research give a clear
idea of how things have changed:
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Category/Country

Ghana

Northern
Nigeria

Senegal

Tanzania

No of radio stations

49

62

46

26

Key players (Ever listened to by 25%+)

4

1

7

9

No of TV stations

8

30

17

19

Key players (Ever watched by 25%+)

4

2

11

8

Source: Market research for New Venture Fund, Balancing Act, 2013

The Fragmentation of Radio and TV Audiences: If there are many private radio
or TV stations, then the commercially sensible thing to do is to focus on a niche
audience: for example, Classic FM in Kenya focuses on slightly older listeners with
“soul and great hits.” Another way of focusing on smaller, niche audiences is to
broadcast in vernacular languages. For example, Royal Media’s Chamgei FM is in
Kalenjin and aimed at that community. These niche channels – whether TV or radio
– may not have an impressive national, mass audience but are dominant within
their niche audience.
The future implication of this trend is that national “mass” TV and radio audiences
will slightly reduce in size and smaller stations will occupy a number of different
niches. This pattern will be reinforced in the TV sector with the impact of the shift
to digital broadcasting (see below). However, a small number of stations (both
radio and TV) will continue to have a significant national audience, usually upwards
of 25% of overall audiences.
Transition to digital broadcasting: As elsewhere, Africa is undergoing a transition
from analogue to digital broadcasting. In most countries in Sub-Saharan Africa,
the transmission function is being separated from the content creation function.
So for example, in Uganda, the Government broadcaster UBC will be split into two
different entities: one will transmit TV programmes for all broadcasters (a signal
carrier) and the other will continue to produce a TV channel to be transmitted. In
some countries, like Kenya and Tanzania, there is more than one signal carrier.
This change will encourage a number of things that will increase the number of TV
channels and may lead to increased TV audiences for many broadcasters. In the
past, the state broadcaster usually had the most extensive national transmission
network and its private rivals focused on the larger cities. With one or more signal
carriers, all broadcasters will have access to a larger national footprint.
New entrants will be able to launch TV channels without having to put up their
own TV transmission structure. For example, in Kenya, two signal carriers isare
already transmitting 50 new channels. In the past, international news channels
like BBC, CNN and Al Jazeera were only carried by satellite Pay TV providers
like DStv, meaning that their reach was limited. However, in Uganda all three of
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these channels have indicated that they will be interested in appearing on the
national signal carrier, meaning that there might be be free-to-air access in all TV
households, giving them potentially a much larger audience.
There is some early survey evidence to support this conclusion. In March 2014,
Ipsos Synovate5 asked those with digital set-top boxes how their viewing behavior
had changed. When asked “Which of the following statements best describes the
amount of time you spend viewing television nowadays?, 50% responded that they
watched more stations including old stations.
Access to electricity: This plays a key role in the differences in reach between
television and radio. Whereas radios can be run on batteries of one kind or another,
it is much more difficult to run TVs on battery power and will become impossible
with the new generation of digital TV sets.
In those countries where the percentage access to electricity is high, television
has a reach that is broadly comparable to radio. But in those countries where
electricity access much lower, the majority of people with electricity access are in
urban areas and TV access is broadly similar to electricity access.
The table below gives the access to electricity figures for the countries targeted for
this research. Unfortunately none of the data is up-to-date but the figures give some
idea of the power shortfall. And as with the media liberalization table above, the
table does not reflect qualitative judgments like how reliable the power supply is.
Country

% access

Date and sources

South Africa

84.7%

Government, 2012

Ghana

74%

VRA, 2012

Senegal

33%

CRSE.SN, 2012. Urban: 57% Rural: 10%

Nigeria

25%

Minister of Power, 2013

Ethiopia

23%

World Bank, 2010

Tanzania

18.4%

World Bank, 2010

Kenya

16%

World Bank, 2010

However, in all of these countries there are plans to extend access to electricity so
the overall audience for all electronically powered media (radio, TV, Internet) will
increase over the next 5-10 years.
5
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1.5 News – Online, print and digital advertising
Outside of radio and TV, news is received through a combination of newspapers and
the Internet. In terms of reading newspapers for news and information, use levels
vary enormously: in the face-to-face country surveys, it varied from 4% on a daily
basis in Northern Nigeria or 13% in Tanzania to 28% in Senegal.
Use of the Internet for news and information on a daily basis, varied between 7% in
Tanzania to 20% in Ghana, compared to 21% who read print newspapers. By contrast
with the low daily print readership in Northern Nigeria (4%), 13% of respondents
used the Internet to get news and information on a daily basis. Therefore within
the overall population the Internet varies between being comparable in use to
newspapers to being slightly less or significantly less than print newspaper use.
However, some idea of how things will change in the future can be seen from
the results of the feature phone country surveys. On a daily basis, the use of
the Internet to get news and information on a daily basis is considerably higher:
Ethiopia (55%); South Africa (62%); Ghana (63%); Kenya (68%); and Nigeria (69%).
In other words, the young feature phone users surveyed are considerably more
likely to use the Internet for news and information on a daily basis than the print
equivalent. As already emphasized in section 1.2 above, feature phone users are
in their millions in all African countries. In addition, as new young users join this
mobile phone owning category, the level of daily use of the Internet for news and
information is likely to increase.
So is this pattern reflected in what is known about what is happening to newspapers
in Sub-Saharan Africa? A key newspaper in East Africa6 sells 220,000 copies daily.
It claims each copy is read by 25 people, which would give it a daily reach of 5.5
million people, a penetration of just over 20% of the 18+ population of the country.
Industry experts in this country believe the number of readers is more likely to be
between 15-18 readers per copy: the lower estimate would give it a daily reach of
3.3 million people.
The online readership varies between 2-5 million unique users a day, averaging
around 3.5 million uniques a day. 55% of these unique users are from within the
country, giving an average daily Internet reach of just over 1.9 million people.
However, on the days when it attracts 5 million unique users, the Internet reach
within the country is 2.75 million users.
In other words, Internet use of the newspaper is considerable and will likely catch
up with print readership in the next 2-3 years. In another East African country,
the Internet version of a key newspaper is seen by 2 million unique users daily
in the country, a number that already exceeds the print reach of the newspaper.
Those conducting a relatively recent South African survey make the same point in
6

Industry information given on condition of anonymity.
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a different way: 22% of their respondents used the Internet daily against 17% who
read a newspaper on a daily basis. Newspaper circulations in South Africa are on a
downward trend.
Both of the East African newspapers given as examples above face a commercial
dilemma that is very similar to the one being experienced by newspapers in Europe
and the USA. The overwhelming majority of their income comes from the pay-for
print edition with only a very small proportion from the free online version. African
newspapers will also face increasing competition from bloggers, particularly where
news topics are sensitive for publications close to the Government or individual
politicians: for example, a successful general news blog in Cote d’Ivoire is
attracting 600,000 unique visits a month.
Digital advertising on the Internet as a percentage of total advertising spend is
currently below 2% in most Sub-Saharan African countries but the outliers (Airtel,
Guinness) are spending 5-8%7 and others are likely to follow this pattern. Brand
advertisers have become very interested in gaining a profile on social media. This
is relevant to those planning development communications for two reasons: firstly,
the use of news online will increase, particularly amongst the young and secondly,
increased online spending will drive the development of online media, particularly
blogs in certain countries.
Overall Conclusion: An increasing number of Sub-Saharan Africans have
access to the Internet and Social Media, particularly through smartphones and
featurephones. These are increasingly used by users (particularly younger users) to
get news and information.
7
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Mini Case Study 2: Mediae – Edutainment programmes reaching
millions that change behavior
In the right hands, mixing entertainment and education can be an extremely
powerful way of changing behavior. Mediae is a Kenyan-based TV production
company that makes edutainment programmes that consistently achieve top 5
audience ratings in Kenya.
It has three different programme series aimed at different audiences:
Makutano Junction, Know Zone, and Shamba Shape-Up. The latter is structured
as a reality show in which smallholding farmers take part in looking at
how their house and smallholding can be improved. Each programme has
accompanying SMS and print based information and Mediae is in the process
of setting up a digital platform with programme clips categorized by subject
called The Africa Knowledge Zone.
The research on series 2 and 3 showed that 89% of the audience learned
something new, and that 46% actually adopted a new practice or improvement
directly from the show. Almost all of the changers said the change had
directly improved their productivity and/or incomes. The most popular topics,
generating the most SMS traffic, are cows, chickens and pest and disease
control. Each series’ content is structured according to what the audience
wants and needs information on.

Source: ACAR for Mediae, 2013

The first two series of Know Zone have been shown to have had very positive
results in improving numeracy and literacy amongst primary aged children in
Kenya. Children who watched the programme scored 28% higher in Maths, 10%
higher in literacy and had a 12% better performance overall.
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2. Trends Affecting Media and Communications
Use in Sub-Saharan African countries
This section looks at two things: firstly, the overall trends in media and
communications use that are shared across all Sub-Saharan African countries and
secondly, where different African countries sit in terms of Internet and smartphone
penetration, now and in the future.

2.1 Recurring Patterns - Urban vs Rural; Education Levels;
Income; and Language
2.1.1 Urban vs Rural – The Rural Media Deficit
On almost every measure, those living in rural Africa are at a disadvantage to their
urban counterparts. In terms of this research, the most striking shortfall is their
ability to access media.
The majority has no access to TV and can listen to far fewer radio stations than
their urban counterparts. Because of the geographic distances and lack of good
roads, newspapers either arrive late or mainly not at all. Until recently, access
to the Internet was an almost entirely an urban phenomenon, although a small
number of rural people now have access. But even in a more developed country
like South Africa, only 24% of Internet users are in rural areas8. Furthermore the
speed of Internet connection has accelerated faster in urban areas (allowing access
to video material) than in rural areas.
So for those engaged in communicating about development issues, this has clear
implications. In a European or North American country, what people know about
a particular topic is informed by a wide range of information, both specialist and
general. All of this information is constantly cross-checked against the views and
opinions of those we trust.
By contrast, those living in rural areas have far fewer sources of information and
the number of people or sources whose opinion they might trust is far smaller.
Therefore it will hardly be surprising that they are on occasions less well informed
about the world in general and development topics in particular. Since many health
issues rely on individuals making informed choices, closing this rural media deficit
would have a significant impact on how well informed rural citizens are about a
range of topics.
The table below from an Audiencescapes survey (2006) in Liberia highlights this
disparity in one of Africa’s poorer countries. Whilst radio use is more or less
8
The New Wave – Who Connects to the Internet, How They Connect and What they do when they Connect,
South African Network Society Project, University of Witwatersrand, Indra de Lanerolle, 2012
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the same in urban and rural areas, there are fewer radio stations and TV and
newspaper use is far less.

Source: Audiencescapes, 2006

This pattern is borne out in the country survey reports of this research. For
example, in Ghana the overall number of respondents who accessed television on
a daily basis for news and information was 79%. By contrast, 80% used television
in this way in Greater Accra compared to the much poorer, largely rural areas of
Northern (53%) and Upper West (59%).
Likewise in terms of daily use of radio in Senegal, the overall number of
respondents who accessed radio in this way was 76%. However, in the region of the
capital Dakar it was 77% compared with 66% in Matam and 46% in Diourbel, much
poorer rural areas.

2.1.2 Media Use declines by education level
Media use is lower amongst the less well-educated, making them harder to reach.
There are a number of factors that affect this pattern. The most obvious one is
literacy in terms of print media and SMS messages on mobile phones.
Literacy levels vary enormously between countries in Sub-Saharan Africa. The
example of media access by education level below is from Chad, which with a
national adult literacy rate of 35.4%9 is at the bottom of the range. At the top end of
the range are South Africa (93%), Kenya (87.4%), Ghana (71.5%) and Tanzania (69.4%).
9

2011
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Literacy levels vary enormously by gender in countries where overall levels of
literacy are lower. For example, male adult literacy in Chad is 45.6% as against
25.4% for female adult literacy. The differences are much lower where the overall
literacy rate is higher: for example, in Kenya, male adult literacy is 90.6% as
against 84.2% for female adult literacy.
But it is important to be cautious with these figures as many in these countries will
be functionally illiterate, where reading and writing skills are inadequate for many
daily tasks. In addition, there will be significant numbers who are technologically
illiterate and feel uncomfortable using a phone to write an SMS message or use
a computer. For example, an industry estimate was given to us from data on
the subscriber base of a large mobile operator in Ghana that only 40% of their
subscriber base used their phone to send SMS messages.

Source: Audiencescapes, 2009

Again the face-to-face surveys conducted as part of this research confirm this
pattern. In Ghana, 79% of all respondents watch TV on a daily basis for news and
information. This rises to 90% amongst respondents with a university education.
Similarly, 84% of all respondents listen to radio for news and information but 92%
of those with university education. In Senegal the overall percentage of those
listening to radio for news and information daily is 76% compared to 87% for those
with university education.
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2.1.3 Media access increases with income
The table below uses data from Tanzania which shows clearly that those with
higher incomes are much more likely to have household access to the means to
access media than those on low incomes.

Source: Audiencescapes, 2010

This finding matches the research done in South Africa10 which categories people by
the type of Internet access they have:”Most of the .mobi and Café Connected are
on low incomes of less than R1,500 (US$138) per month. Most Connected@home are
in the highest income groups.”

2.1.4 Beyond Official Languages – Reaching People in Vernacular
Languages
There could be up to 3,000 languages spoken in Africa and there are 500 alone in
Nigeria. Whilst many countries in Sub-Saharan Africa have made the former colonial
language the official language of the country, this does not mean that everyone is
comfortable or able to communicate in it.
Some countries have chosen to change their official language. Tanzania chose
Swahili at independence and although Tanzania has relatively high literacy levels,
those who work in areas where English is commonly used (business, academia) are
arguably at a disadvantage over those where English is an official language.
Likewise in Rwanda, although English and French are official languages and literacy
levels are again relatively high, the majority of the population has a basic grasp
10 The New Wave – Who Connects to the Internet, How They Connect and What they do when they Connect,
South African Network Society Project, University of Witwatersrand, Indra de Lanerolle, 2012
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of these two languages against Kinyarwanda, the third official language and one
spoken with facility by the majority of the population.
In Nigeria, a company carrying out SMS advertising campaigns that we spoke to
reported that it had carried out test campaigns in both English and Pidgin and that
the latter always got higher levels of response than English.
In the last five years Sub-Saharan Africa has developed a rich vernacular language
media, particularly in those countries where media has been liberalized. In places
like Nigeria, Wazobia FM is a Pidgin station that is in the top 5 radio stations by
market share. Kenya has a range of different language radio stations, including Kass
TV in Kalenjin. Uganda has a mainstream TV station in Luganda, Bukkede TV. In the
main, the spread of successful vernacular radio and TV stations has been as a result
of the liberalisation of the media.
There is not a great deal of research on what language is used in relation to media
in Sub-Saharan Africa: what does exist is largely academic studies from within the
field of linguistics. The South African research quoted elsewhere (see footnote 10)
found that 66% of Internet users spoke an African language at home, 18% spoke
English and 15% Afrikaans.
For those involved in development communications, the use of vernacular languages
and media is not always going to be straightforward. English, French or Portuguese
may be the most effective language to reach already educated people. But one or
more vernacular languages may be needed to reach those who have received less
education. And these choices will depend on the country, the audience targeted and
indeed the part of the country a campaign is being directed at.

Overall Conclusion: If you live in a rural area, you are very poor, have not
received much education and do not speak your country’s official language well,
you are likely to consume less media.
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2.2 Ghana
Key Population Statistics
Item

%

Numbers

Overall Population Size (July 2013 est.)

100%

25,199,609

Adults 15+

61.3%

15,447,360

Urban 15+ (2011)

51.9%

13,078,859

Rural 15+ (2011)

48.1%

12,212,101

Sources: CIA Factbook, accessed March 2014

In the six year period for which there is reliable survey data, mobile phone
ownership has risen to become broadly comparable to radio ownership. Television
ownership has now extended to 76% of respondents. Computer ownership has
increased from 5% to 19% and smartphones which barely existed in 2009 are now
owned by 6% of respondents. The iPad was launched in 2010 and therefore tablet
ownership levels were non-existent before this date.
In the data in the table below, the basis for the question about an Internet
connection is different between the first two years and our survey last year. In
the two earlier years, respondents were asked whether they had an Internet
connection at home: whereas last year they were asked whether they owned an
Internet connection. The change in question form is an acknowledgement that
many respondents will either have a USB modem or a connection on a mobile
phone. But however they are connected, the level of respondents with an Internet
connection has increased considerably since 2006.
The column on the far right of the table below shows Balancing Act’s estimates for
device ownership in three years from now. Both smartphone and tablet prices are
falling and this will lead to a significant increase in the ownership of both devices.
In the case of smartphones, the prices for them are converging with those of
feature phones and also coming much closer to basic phone prices.
Device access/
ownership*

2006

2009

2013

2016
estimates

Radio

89%

86%

84%

85%

TV

50%

59%

76%

77%

Computer

5%

10%

19%**

25%

Mobile Phone

28%

81%

88%

90%

Smartphones

n/a

n/a

6%

20%
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Tablet

n/a

n/a

6%

10%

Internet Access

1%

4%

21%

25%

Sources: Intermedia, Audiencescapes, Balancing Act/New Venture Fund survey
* 2006, 2009 = Access to. 2103 = Ownership
** = Laptop
*** July 2013, Balancing Act

The available survey data for use of the key media is less consistent over the six
years covered. It is not always on quite the same basis but nonetheless offers
useful information. TV viewing has grown alongside growth in TV ownership and as
indicated above, along with growth in access to electricity.
Internet use on a daily basis has grown considerably and will continue to grow
in line with the greater levels of device ownership shown in the table above.
Newspaper use is perhaps the most inconsistent. In 2003, it was 20% on a weekly
basis but went down to 13% in 2006 but has returned to 21% in 2013. For the
reasons outlined in 1.4 above, newspaper readership is likely to fall off slightly over
the next three years.
Daily/Weekly Use

2006 (Daily)

2009 (Weekly)

2013 (daily)

2016 (Daily)

Radio

69%

90%

84%

85%

TV

37%

59%

79%

80%

Newspapers

13% *

18%

21%

15%

Internet

1%

7%

20%

25%

Sources: Intermedia, Audiencescapes, Balancing Act/New Venture Fund survey
* Weekly ** 2006, 2009 = Used for all purposes 2013 = Used for news and information
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2.3 Kenya
Item

%

Overall Population Size (July 2013 est.)

Numbers
44,037,656

Adults 15+

57.5%

25,321,652

Urban 15+ (2011)

24%

10,569,037

Rural 15+ (2011)

76%

33,468,618

Sources: CIA Factbook, accessed 2014

Because there is no up-to-date face-to-face survey for 2013, unfortunately the data
in the table below is less definitive. However, even using estimates for 2013 where
there are gaps, similar patterns emerge to those seen in Ghana above. Internet
access is growing, as is ownership and access to computers. Our estimate of TV
access and ownership reflects the fact that access to electricity has not grown
significantly. The national census in 2009 showed that only 28% of households had a
TV set.
Undoubtedly overall access to media devices has grown significantly in urban areas
but this growth has been much slower in rural areas. The key barrier is access
to electricity. A 2010 study for the Kenya Institute for Public Policy and Research
showed that only 20 percent of Kenyans have access to electricity.
Even urban areas including the capital, Nairobi, still do not have universal
electricity connection as only 53.4 percent of total households have access. In
North Eastern and Western Provinces the connection rate is 14.5 percent and 14.7
percent respectively. 11In fact, according to Kenya’s Rural Electriﬁcation Authority
(REA), 90 percent of rural Kenya does not have electricity12. The position has not
changed significantly since 2010.

11 Kenya Institute for Public Policy Research and Analysis, A Comprehensive Study and Analysis on Energy
Consumption Patterns in Kenya, Nairobi, 2010, at http://www.cofek.co.ke/ERCStudy_ExecSummary_02082010.
pdf
12 See http://www.rea.co.ke/index.php?option=com_content&task=view&id=50&Itemid=72
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Device access

2007

2009

2013

2016
estimates

Radio

92%

87%

est 89%

90%

TV

33%

41%

est 30%

65%

Computer

2%

5%

est 8%

10%

Mobile Phone

42%

71%

76%%

85%

Smartphones

n/a

n/a

est 8%*

20%

Tablet

n/a

n/a

est < 1%

7%

Internet Access

1%

11%

est 17%

20%

Sources: 2007, Intermedia; 2009, Audiencscapes and 2013 Balancing Act estimates based on
subscriber and census data except mobile phones, CCK, September 2013 and computers, Julisha ICT
Survey, 2013 (8% of households had a computer but only 2.7% owned them).
* Industry sources, 2013

Unfortunately there is no comparable data across the same period for how people
use media either for any purpose or for news and information.
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2.4 Nigeria
Item

%

Numbers

Overall Population Size (July 2013 est.)

174,507,539

Adults 15+

53.2%

92,838,010

Urban 15+ (2011)

49.6%

86,555,739

Rural 15+ (2011)

50.4%

87,951,799

Source: CIA Factbook, accessed March 2014

The survey carried out by Balancing Act focused on Northern Nigeria and the
figures are given in the fourth column of the table below. Estimates of national
access are given in the fifth column and projections for 2016 in the sixth column.
As elsewhere, radio access remains more or less stable across the period with TV
access growing. Tablet penetration has been modest so far but will grow along with
smartphones over the next 3 years.
Device access

2006

2011

2013 – Northern
Nigeria only

2013 – National
estimates

2016 national
estimates

Radio

90%

82.9%

89%

est 90%

90%

TV

54%

44.7%

62%

est 65%

65%

Computer

2%

5%

6%*

est 7%

10%

Mobile Phone

25%

63.9%

87%

96%

90%

Smartphones

n/a

n/a

n/a

est 5%

20%

Tablet

n/a

n/a

0%

est <1%

5%

Internet Access

1%

5%

20%

est 20%

25%

Sources: 2006, Intermedia; 2011, NBS; 2013, Balancing Act – Northern Nigeria only
* = 6% for laptops and computers respectively. Nigeria – Internet, based on Minister Omobola
Johnson, 2012; Computers, Minister Omobola Johnson, 2011; Mobile phone, NCC, December 2013

There is not such a significant time range of data for daily use of the media for
news and information but it is worth comparing the 2006 national survey figures
with the 2013 Northern Nigeria survey figures to show how much things have
changed, particularly as Northern Nigeria is sometimes portrayed as lagging behind
the rest of the country:
2006 – All Nigeria

2013 – Northern Nigeria only

Radio

48%

76%

TV

25%

40%

Internet

1%

13%

Sources: Intermedia, Audiencescapes, Balancing Act/New Venture Fund survey
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2.5 Senegal
Item

%

Overall Population Size (July 2013 est.)

Numbers
13,300,410

Adults 15+

57.2%

7,438,345

Urban 15+ (2011)

42.5%

5,652,674

Rural 15+ (2011)

49%

7,647,735

Source: CIA Factbook, accessed March 2014

Although there are only two survey data points in terms of device ownership, radio
ownership remains the same but TV ownership drops. But there is both a large
increase in computer ownership and Internet access and both of these will increase
over the next three years, along with smartphone and tablet use.
Device access

2006

2013

2016

Radio

89%

87%

90%

TV

88%

75%

80%

Computer

8%

19%*

25%

Mobile Phone

55%

90%

90%

Smartphones

n/a

3%

10%

Tablet

n/a

<1%

5%

Internet Access

2%

17%

25%

Sources: 2006, Intermedia; 2013, Balancing Act.
* = Laptops and desktop computers respectively.

Radio use remains more or less the same but TV use dips significantly. But internet
use increases a great deal from a low base over the period.
Daily use

2006

2013

Radio

74%

76%

TV

83%

56%

Internet

4%

13%

Sources: 2006, Intermedia; 2013, Balancing Act.
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2.6 Tanzania
Item

%

Numbers

Overall Population Size (July 2013 est.)

48,261,942

Adults 15+

55.1%

26,592,233

Urban 15+ (2011)

26.7%

12,885,938

Rural 15+ (2010)

73.3%

35,376,003

Source: CIA Factbook, accessed March 2014

As with several of the other countries above, radio penetration stays broadly
similar across the time period but TV penetration increases. Internet access has
increased considerably over the same time period.

Device access

2006

2011

2013

2016
estimates

Radio

94%

85%

87%

90%

TV

20%

27%

75%

50%

Computer

n/a

3%

19%

25%

Mobile Phone

22%

62%

90%%

92%

Smartphones

n/a

n/a

est 10%*

15%

Tablet

n/a

n/a

1%

5%

Internet Access

n/a

4%

17%

25%

Sources: Intermedia, Audiencescapes, Balancing Act/New Venture Fund survey
* Industry sources

With increased TV penetration, more people are using TV on a daily basis but radio
remains the dominant media. Although Internet access has increased considerably,
the number using it on a daily basis is much smaller than the overall use level.
Yesterday/Weekly/Daily

2006

2010

2013

TV

19%

41%

55%

Radio

71%

91%

86%

Internet

0.3%

3%

7%

Sources: Intermedia, Audiencescapes, Balancing Act/New Venture Fund survey
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2.7 A Spectrum of Behavior Change across different SubSaharan African countries
It is clear from the data shown above in the country sections that in certain key
countries there has been considerable change in media use, both in terms of the
Internet and television. The use of Internet and smartphones is a good piece of
proxy data for other changes where the data is less readily available.
The table below has been put together from data gathered in 2012 and 2013 in
terms of Internet users: there will be some difference between the two years but
not so much as to make comparison useful. The percentage of smartphones in
each of the countries is based on industry sources gathered either directly from
companies or on the web.
Country

Internet users
(2012 & 2013)

Smartphones
(2013)

GDP per Capita
PPP (2013)

South Africa

34%**

e20%

US$11,500

Botswana

29%**

e9%

US$16,400

Nigeria

e25%

e5%

US$2,800

Senegal

25%*

e3-5%

US$2,100

Ghana

21%*

e6%

US$3,500

Tanzania

17%

e10%

US$1,700

Kenya

17%

e8%

US$1,800

Rwanda

6%**

e4%

US$1,500

Guinea

6%***

5%

US1,100

Angola

5%***

e2-3%

US6,300

Below 5% internet users (examples: DRC;
Sierra Leone; Somalia.; South Sudan.

<5%

<1%

<US1,000

Liberia

2.1%***

2.6%

US$700

Sources: * Balancing Act surveys for BMG 2013
** Research ICT Africa 2012 *** Industry sources

In terms of Sub-Saharan African countries, there are three broad bands of Internet
use: above 10% (Kenya and above in the table); 5-10% (including among others
Cameroon, Ethiopia, Gabon, Madagascar, Malawi, Mauritius, Seychelles, South
Sudan, Sudan, Zambia and Zimbabwe.); and below 5%. Many of those in the below
5% Internet use band have suffered or continue to suffer from civil war or conflict.
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The GDP per capita figures in the far right hand column show that there is a
relationship to GDP per capita levels but it is far from absolute. Some countries like
Angola face considerable physical challenges in terms of their geography.
It is clear from the data available and what is known about progress over the last
5 years, that the first two bands – those with upwards of 5% Internet use – will see
gradual increases in Internet use levels. It is far less clear whether those in the
below 5% category will all make the same progress.
There is obviously no single barrier which will prevent the below 5% countries from
making progress but it is worth highlighting one that affects both Internet use and
media choices.
The countries with above 5% Internet use have to some greater or lesser extent
opened up media ownership and encouraged competition in telecoms and Internet
markets. This has led to a greater diversity of TV and radio channels in terms of
media and faster and cheaper Internet in the most competitive countries. Again it
is worth stressing that whilst it is not the absolute and only reason for change, it
has had a significant impact in those countries where it has happened.

Overall Conclusion: In each of the countries examined, the number of people with
access to television has increased (except Senegal) over the last 3-8 years. There
has also been a similar growth in computer ownership and access to the Internet.
These changes have been most pronounced in South Africa, Ghana, Nigeria,
Tanzania, Kenya, Uganda and Senegal.

Mini Case Study 3: biNu and World Reader Partnership gets readers
on mobile phones and Afrinolly delivers short-form video content
New platforms are developing in Africa that are connecting with key audiences
in terms of development communications like the young. The two mobile
media platforms described below deliver books and short-form videos to these
key audiences.
Social media content platform biNu entered into a partnership with World
Reader. The latter is the organization that has been putting 3G Kindles into
schools in Kenya, Rwanda, Ghana and Uganda, pre-loaded with content, more
of which later. biNu provides a cloud-based, low-bandwidth, smart-phone like
service for low-end smartphones and feature-phones. It gives the user a scroll
button navigable, icon-based screen. biNu created the World Reader book app.
This has then been available to its 4.2 million monthly active users globally, 1
million of whom are in Africa.
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World Reader’s motto is books for all and a key part of its work has been
making agreements with African and international publishers to make their
books available on devices like mobiles and Kindles. These books include
African titles like City Life, Kobbey’s Trolley, No Empty Dream and Happiness
at last as well as international titles like Roald Dahl’s Matilda and Nancy
Drew books. These titles are available in – in English, in Twi, in Kiswahili, in
Kinyarwanda.
The books offered on the Kindles are for primary school students whereas the
mobile phone readers are teens and young adults. It currently has 1,000 books
available and these are a mixture of public domain classics and books where
publishers have the rights.
biNu had 484,000 active mobile readers in July who read some 24 million
pages. The number of active readers is growing at around 30% a month. This is
interesting interesting in terms of the widely repeated assumption that Africans
don’t read. In terms of African page views, 42% are from Nigeria, 10% from
Zimbabwe and 5% from Ethiopia and Ghana respectively. With public domain
classics from Gutteberg there was demand globally but that demand had begun
to flatline. With the addition of new books, use in Africa and India really took
off. The challenge now is to create a consistent pipeline of new books.
Afrinolly is a mobile platform delivering short-form film clips and has run a
successful short film competition. It has just over one million unique visitors
a month. Nigeria has the largest share of downloads with over 70%, Ghana,
South-Africa and other African countries follow. It has partnered with the
largest mobile operator on the continent, MTN, to roll out more widely across
the continent. Whilst at the moment, it does not deliver development content,
there is no reason why this channel should not be used to deliver short form
video content of this kind.
- See more at: http://www.balancingact-africa.com/news/en/issue-no-623/top-story/socialmedia-content/en#sthash.WOArTtfl.dpuf
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3. Key Trends that will Affect Communications
Over the Next Five Years
The two sections below reflect different ways of telling what will happen in the
future to media and communications in Sub-Saharan Africa. Section 3.1 Known
Futures takes what is obvious from trends in current data to describe what will
happen: the main question with these predictions is how quickly things will occur.
It draws on the incomplete time series data used in section 2 and the predictions
made there that are drawn from a variety of industry sources.
Section 3.2 Speculative Futures describes the sort of things that could happen and
are provided to prompt discussion. They include proposals and ideas focused on
the development sector that are not impossible to imagine but for which there is
currently not much evidence or appetite.

3.1 Known Futures
There are four big trends that will affect media and communications use in
Sub-Saharan Africa:

3.1.1 More Media and Fragmentation:
Out of the 15 countries which have partially liberalized, there are five key
countries (Cape Verde, Ethiopia, Guinea, Malawi and Zimbabwe) that will have
private television channels in the next 2-3 years. Zodiak Broadcasting in Malawi has
delayed the launch of its TV station but is supposed to launch before too long. Both
Ethiopia and Zimbabwe have made commitments to open private TV stations.
With digital free-to-air broadcasting there will be more subject rather than time
based channels: in commercial terms, news, sport and entertainment are the most
likely topics for new channels.
With more channels, what are currently the smaller general audience radio and
TV channels will move to start addressing niche audiences: the most likely niche
audiences (some of which are already being addressed) are: young people; specific
music genres (like reggae and urban); women; and business people.
Although it has been painfully slow, the transition to digital broadcasting will
in many countries energise the extension of the TV transmission coverage area,
allowing larger numbers of people to watch television. Alongside this transition, the
much slower process of extending electricity access will also add TV viewers over
the next five years.

39

1. The Sub-Saharan African Media Landscape
The success of vernacular language broadcasting in audience terms in East Africa
and elsewhere on the continent will spread. New TV channels will follow the soonto-launch Wazobia TV in Nigeria and the radio and TV markets will become much
more segmented between English and French and other vernacular languages.

3.1.2 More devices – Smartphones and tablets:
Our predictions for the countries covered above is that smartphone use will grow
to between 10-20% of the population depending on the country. In addition, the
number of people using feature phones with Internet access will also increase
rapidly. So whilst the current pattern of mobile phone use in the countries in focus
has largely been voice and SMS, the numbers accessing the Internet for some
reason or other will continue to grow.
Our predictions for the countries covered above in terms of computer ownership
is that it will grow to between 10-25% of the population depending on the country.
Counter intuitively, Internet use on mobiles will in a number of instances drive both
computer and tablet ownership: a larger screen and some form of larger keyboard
are sometimes essential. It should also be remembered that both the face-to-face
and feature surveys identified relatively high levels of computer ownership.
Our predictions for the countries covered above in terms of tablet ownership is
that it will grow to between 5-10% of the population depending on the country.
Because they are increasingly cheaper than computers they will be a substitute for
a computer for some on lower incomes like students.
At the top end in terms of income, users will shift seamlessly between one or more
chosen devices, using them as a means of consuming media. Increased bandwidth
speeds with 4G/LTE will mean that video streaming becomes more popular. For
those on lower incomes, the mobile phone (as the feature phone surveys show) will
become a point of reference for news and information. At the bottom end, users
will have basic phones with voice and SMS but be increasingly aware that there
are phones that can do other things. A significant numbers of rural users will have
feature phones and will make use of the Internet on them.

3.1.3 Continuing Growth of Internet and Social Media:
Our predictions for the countries covered above in terms of Internet connection
ownership is that it will grow to between 10-25% of the population depending on
the country. The majority of Internet use will be on a mobile phone but the level of
household broadband connections will continue to grow.
4G/LTE implementations will mean that those with phones or modems able to take
advantage of it will find it much easier to stream video on their smartphone, laptop
or computer. In the first instance, the key barrier to wider use of video will be the
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price of bandwidth but that will come down over 2-3 years. If this happens, You
Tube use will increase significantly.
Currently Facebook is the dominant social media platform with Google+, What’s
App and Twitter as significant secondary players. Vernacular language social media
platforms may develop in larger markets, particularly as Internet access widens to
include those on lower incomes.

3.2 Speculative Futures
3.2.1 Closing the rural media deficit
Government and regulators in a growing number of Sub-Saharan African countries
will start to focus on the communications deficit in rural areas, particularly voice,
Internet and digital TV broadcast transmission. This work will be funded from
universal access funds that have already been collected from operators. The key
rural users will be schools, health clinics and border posts. Innovative schemes
using TV White Spaces and 4G/LTE will deliver high speed broadband to both
facilities and individuals in remote communities.
In parallel, development agencies will also increase their efforts to connect
underserviced areas where they have a number of projects and facilities like
refugee camps. With a certain amount of underpinning funding from donors,
consortia of development agencies may come together to fund and operate
Internet links to more remote areas.
In the villages where high-speed broadband is delivered, there will be a public
viewing area in a school where television programmes are streamed on to a large
screen. There will also be a couple of public use, high speed broadband computers
where teachers, farmers and health volunteers can watch streamed videos on a
variety of topics that will help them in their day-today work.

3.2.2 Mobile media – Wider sources of information and social
engagement
The boxed case study above on Every1Mobile gives some idea of the direction that
media could move in terms of development information. Its mobile channels are
already connecting with significant numbers of 18-24 year olds who own a feature
phone. As feature phones get cheaper, they will increasingly be owned by key
groups of people like rural nurses, teachers and farmers.
Platforms and channels might spring up that are directed at these key group that
mix general information about their profession, job openings and hints and tips on
how to deal with day-to-day situations at work. These would not be one-way media
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but have the ability for their readers to raise questions and get answers both from
their fellow workers and from the social media equivalent of a hotline.

3.2.3 Edutainment – Mixing a compelling story with a message
Mixing a compelling story with a message (edutainment) will increasingly be
acknowledged as a powerful tool to change behavior by development agencies.
Recent research in the USA showed that teenage births dropped in those regions
where reality show 16 and Pregnant and Teen Mom had higher audiences.13
Long-established African edutainment production companies like Mediae (based in
Kenya) and Soul City (based in South Africa) have demonstrated in the Sub-Saharan
context that their TV series are not only enjoyable to watch but change the
behavior of the people who watch them. However, there are also many one-off
attempts by development agencies that fail to find their target audience and are
written in such a way that no-one is persuaded by the story presented.
In the next 5 years, development agencies will become increasingly sophisticated in
their use of edutainment. They will fund and distribute media as various as feature
films, TV soaps, short radio dramas, mobisodes, computer games and high profile
music events. The key to their success will be the use of professionals, both for
production and for distribution.

3.2.4 Learning Channels – The Discovery Channel for Development
The transition to digital broadcasting has opened up new opportunities for learning
channels. Both Kenya and Nigeria have their own learning channel and Namibia has
made a public commitment to open one. Unfortunately, these channels are underfunded and not widely watched.
But a group of far-sighted development agencies sat down with a group of TV
professionals and put together a channel with a mixture of edutainment content
in peak hours and classroom and professional training programmes in out-of-peakhours. Nollywood content was used and discussions aired at the end to look at the
key issues raised by the content shown.
Against everyone’s expectations, the channel slowly grew to attract several million
viewers. The female doctor giving sexual health advice on the channel became a
national celebrity and went into partnership with another broadcaster to launch a
privately funded, free-to-air health channel, with an emphasis on fitness and overeating amongst the middle classes.
13 TV lowers birthrate (seriously), International New York Times, 21 March 2014, Nicholas Kirstof – An article
reporting on research by Melissa Kearney, University of Maryland and Philip B.Levine, Wellesley College.
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3.2.5 Public Interest Media – Making funds work more strategically
In 2015, a group of development agencies funded a study to look at how much
they were spending on production of TV programmes and DVDs, advertising and
sponsorship and payments to TV channels to air their programmes. What they
had previously thought of as a “necessary evil” to communicate was revealed
to be both costly and not very strategic. TV channels had the upper hand in the
negotiation and they were paying over the odds for both advertising and for the
airing of their programmes.
In the discussion that followed the study, the development agencies involved found
themselves getting stuck about the right approach to respond to these findings.
Three not entirely mutually exclusive approaches led to people not being able to
agree what to do.
The first of these approaches was to form a consortium for the purposes of media –
particularly for those campaigns run across multiple countries – where the bringing
together of different pools of advertising spend would ensure maximum discounts
and airtime. Some felt this would undermine the financial sustainability of TV and
radio stations.
The second approach was less well articulated and veered between funding a FreeTo-Air channel or simply co-producing a package of edutainment programming and
buying prime time slots for it in multiple countries.
The third approach was to work with the public or Government broadcaster through
a public interest media trust. The trust would contain local independent citizens
and they would be responsible for employing producers to commission and make TV
and radio programmes. The public or Government broadcaster would give airtime
to the programmes which would be made to attract a high level of audiences.
The argument was never resolved and nothing happened. With a raised awareness
of the power of TV and radio communications, the development agencies spent
more on these activities but often found themselves competing for the talent to
make them (thus pushing up the price of the talent) and for programming slots.

3.2.6 Online platforms with Reliable Information
One of the things that is clear from the focus group and one-to-one element of the
this research is that as more people go online, users will increasingly use Google to
find out key pieces of information about education topics, health, news and many
other development-related topics.
Some of the challenges can perhaps be illustrated by looking at the health area.
Because Africa-related health websites are not well-used, they are not the first to
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come up in searches. Information provided by health websites in Europe and the
USA may not give information that is relevant or specific to what actually happens
in Africa. Reliable health information competes for attention with information that
is less reliable or well-sourced. But there is no way for a person googling health
topics to make a judgment as to which sites are likely to be more reliable.
Understanding this problem, a group of development agencies concerned with
health decided to work together to produce a site that all of them endorsed that
looked at a group of five key health issues that affected large numbers of people

Mini Case Study 4: Malaria No More – Increasing Bed Net Use in
Cameroon with a song, public service announcements and SMS
In 2011, Cameroon made great strides in malaria con- trol by making life-saving
commodities available across the country. With funding from the Global Fund to
Fight HIV/AIDS, Tuberculosis, and Malaria and support from WHO and the Roll Back
Malaria partnership (RBM), the government and its health partners procured and
distributed over eight million free, long-lasting insecticide treated nets (LLINs) to
prevent malaria in Cameroon’s first ever universal coverage net distribution.
To strengthen Cameroon’s net use culture and bolster the use of newly
distributed LLINs in particular (as opposed to the previously available untreated
nets or ITNs that needed frequent retreatment), a coalition of health partners,
including the Ministry of Health, National Malaria Control Program (NMCP),
United Nations Children’s Fund (UNICEF), Plan International, Institut pour la
Recherche le Développement Socio- économique et la Communication (IRESCO),
Clinton Health Access Initiative (CHAI), Cameroon Coalition Against Malaria
(CCAM), Association Camerounaise pour le Marketing Social (ACMS-PSI), MNM,
and private sector partners COTCO, ExxonMobil, and MTN implemented a
national malaria communication campaign under a unified brand, the “KO
Palu” (Knock Out Malaria) campaign, adapting Malaria No More’s signature
communications platform, NightWatch, to the Cameroonian context
An original song and music video were produced with educational lyrics
about malaria control and performed by popular Cameroonian artists Petit
Pays, Sine, Mercellin Ottou, Frederique Ottou, Lady Ponce and Richard Bona.
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and often resulted in deaths. The content was all clearly labeled as endorsed by
the organisations and each took the time and trouble to get endorsements from the
Ministry of Health in the countries it was targeted at. A large part of the content
on the site was videos that were able to “tell and show” the symptoms of certain
health conditions. A weekly health tips article was part of driving users to the site.
The content was produced under Open Licence and before too long, both radio
stations and mobile content providers were using the content to create their
packages that proved popular with listeners and feature phone handset users.

Distribution went viral immediately, with the song becoming popular across
the whole spectrum of local radio and the music video appearing on local
television, regional satellite stations like Trace TV, and even the diasporafacing channel Afrotainment. The music video was also viewed by over 33,000
people on YouTube (as of September, 2012). CDs began popping up for sale on
street corners (without being produced by MNM) and the anthem was heard
throughout Yaoundé’s popular bars and clubs.
The song was backed up with a series of public service announcements on
TV and radio (in English, French, Pigin and vernacular languages), featuring
some of the performers. Mobile operator MTN made an in-kind contribution of
net-use reminders (in English and French) via SMS to MTN subscribers.
From an impact evaluation based on a national survey, among Cameroonians with
at least one net in their household, exposure to KO Palu NightWatch activities
was associated with a 6.6 percentage point increase in last-night net use among
respondents. Extrapolating the results to the population of Cameroonians with
access to at least one mosquito net, this analysis estimates that approximately
298,000 adults and over 221,000 of their children under five slept under a bed
net because of the knowledge, motivation, and/or timely reminder provided by
KO Palu NightWatch activities. The programme cost less than $0.16 per adult
reached, and less than $1.62 per additional person protected by a net.
Source: Impact of Mass Media Campaign on Bed Net use in Cameroon, Hannah L.Bowen, Malaria
Journal, 2013
http://www.malariajournal.com/12/1/36
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Appendix 1 – Understanding Comparative Media
and Communications Data in Africa
This appendix is designed to allow those working for development NGOs to find
usable research and understand how accurate various forms of data might be.
All forms of Media: One of the more accurate forms of data is when a country
has completed a Census where the questions are asked across a country in many
households. In many African countries the census now contains questions about
whether the household has access to a TV, radio and the Internet. However, the
data is rarely made available until a few years later and therefore is usually out-ofdate, particularly for fast-changing areas like TV and Internet.
Nationally representative sample surveys are probably the next most accurate tool
for measuring media and communications use. However, even with a 1000+ sample,
research companies may ask more urban than rural respondents and rebalance the
results mathematically afterwards. This may mean that what happens in rural is
not necessarily as accurately reflected in the results as it might be but the costs of
getting additional rural respondents is substantial.
That said, there are two survey series that have taken place over several years and
are both worth consulting:
Research ICT Africa (http://www.researchictafrica.net/home.php) is primarily
focused on data about telecoms and Internet, particularly for policy purposes but
contains a certain of media-related data as well.
Audiencescapes (http://www.audiencescapes.org/) is specifically designed for
development organisations and has covered a number of countries over the years.
The organisation behind it is Intermedia, which also provides market research for
international broadcasters like Voice of America and the BBC.
However, this kind of market research is costly and therefore there is no regular
annual research on all but the larger Sub-Saharan African countries. For individual
countries, aid agencies and NGOs occasionally carry out one-off research exercises
in countries like Sierra Leone and South Sudan but the examples, at the time this
report was written, are several years out of date.
Commercial market research companies (like Ipsos Synovate and Nielsen) carry out
regular surveys in a small number of countries including: Angola, Ghana, Kenya,
Namibia, Nigeria, South Africa, Tanzania and Uganda. The financial basis of this
research is that media owners and brands pay for it to get a more accurate idea of
media reach.
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However, African media owners have not always had the money or interest in
establishing with any accuracy the reach of their channels. For example, Ispos
Synovate has in the past expanded its coverage to other countries like Mozambique
and Zambia but discontinued it after being unable to cover the costs. For
francophone countries, TNS Sofres does a regular Africascope survey of a selection
of the larger francophone countries. This type of proprietary data can be bought
but in the case of the francophone data, it is not available for purchase.
The Pan African Media Research Organisation – PAMRO – is a useful reference point
for this type of research and holds an annual conference at which some of its
members’ research studies are presented: http://www.pamro.org/pamrov2/
TV and radio: There is no absolutely accurate count of TV households except when
a country has completed a census. However, as noted above, when the data is
released, it is usually several years out of date. Kenya’s census data has been put
on the web under its Open Data policy (https://opendata.go.ke) but the relevant
data comes from the 2009 census.
Beyond the census data, all figures for TV households are estimates. In the case of
Nigeria, it is possible to hear estimates that vary as widely as 24 -50 million.
Access to electricity figures (from the World Bank) are useful to establish the
percentage of the country likely to be able to get TV but publicly available figures
are again several years out of date.
Internet: Getting to grips with how many people are using the Internet in a
Sub-Saharan African country is one of the hardest tasks. With falling prices and
cheaper, Internet-enabled phones, the number of Internet users (particularly using
Facebook) has increased rapidly over the last three years.
There are three main sources of information on Internet use: Internet World Stats
(http://www.internetworldstats.com/stats1.htm); the ITU and occasional reports
from the national telecoms regulators.
The first of these three sources is the most widely quoted but at March 2014,
the data on the site is nearly two years old. Furthermore it is not clear what
methodology is used to establish the numbers. It draws its data from various
sources including the ITU.
The latter has members who it asks what level of Internet subscribers and users
there are: the accuracy of these responses vary because there is no easy way
of arriving at an accurate number. The most common method is to estimate
the number of Internet subscribers and assume a certain number of users per
subscription. At its worst, an estimate is multiplied by another estimate and the
result is little more than an “order of magnitude”.
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Newspapers: Audited circulation data is only available in South Africa. Elsewhere,
newspaper owners will only really provide circulation figures for advertising sales
purposes. These come in two forms: actual bought copies and readers per copy. The
bought copies are multiplied by the estimated numbers of readers per copy to give
an advertising reach figure.
Digital Advertising Spend: For a discussion of the issues around the growth of
digital advertising spend highlighted in section 1.5, see the interviews below:
Seanice Kacungira on launching a Ugandan digital agency & the tipping point for
online advertising
http://www.youtube.com/watch?v=y2-FIPGLQfw
Gaurav Singh, Chief Digital Officer, Scan Group on when brands will spend more on
digital in Africa
http://www.youtube.com/watch?v=6NialagE3eg
Shahzad Khan, OgilvyOne on the rapid growth of the Internet in Africa & the rise in
digital ad spend
http://www.youtube.com/watch?v=pB6z_hfiz70
Ross Haddow, Guinness Africa on how it uses social media and the future of social
media in Africa
http://www.youtube.com/watch?v=Kv5fGYgUG-E
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Appendix 2 – Useful Background reports
Below is a list of reports that we found useful in putting this report together.
2011 Annual Socio-Economic Report: Access To ICT, Nigeria – This is an abstract
providing a summary of key findings
BBC Media Action produce reports on media and communications in developed
countries and these can be found on the link below:
http://www.bbc.co.uk/mediaaction/publicationsandpress/research.html
Among their latest reports is: A reporter records a piece to camera in Hargeisa
An analysis of the Somali media environment, a research briefing published in July
2011.
Connected Life: The Impact of Connected Life in the Next Five Years, GSMA/PWC,
2012
Connecting People For Development – Why Public Access ICTs Matter, Araba Sey,
Chris Coward, Francois Bar, George Sciadas, Chris Rothschild, Lucas Koepke,
Technology and Social Change Group, Information School, University of Washington,
2013
Demanding Good Governance – A Stocktaking of Social Accountability Initiatives by
Civil Society in Anglophone Africa, Mary McNeil and Takawira Mumvuma, World Bank
Institute, 2006
Impact 2.0, Bruce Girard and Estela Acosta y Lara, Fundacion Comunica, 2012
Information Ecosystems of Policy Actors - Reviewing the Landscape
Simon Batchelor, IDS Working Paper 401, 2012
Mapping Digital Media: News and New Media in Central Africa—Challenges and
Opportunities, Marie-Soleil Frère, OSI, 2013
Mapping Digital Media: Kenya, George Nyabuga & Nancy Booker, OSI, 2013
Mapping Digital Media: Nigeria, Ben Akoh & Abiodun Jagun, OSI, 2012
Mapping Digital Media: South Africa, Zikhona Masala, OSI, 2012
Media Connectivity, Literacy & Ethics – NGOs As Gatekeepers to ‘Local Media’:
Networked News for Developing Countries, Charlie Beckett, July 2009, EDS
Innovation Research Programme, London School of Economics, 2009
Mobile Africa Report: 2012, Madanmohan Rao, Mobile Monday

49

1. The Sub-Saharan African Media Landscape
Mobile Platform Wars, GSMA, 2014
Public access, private mobile: The interplay of shared access and the mobile
Internet for Teenagers in Cape Town, Jonathan Donner and Marion Walton, Global
Impact Study, 2012
Strategic Communication for Behaviour and Social Change in South Asia, UNICEF,
February 2005
Study on International Internet Connectivity in Sub-Saharan Africa, March 2013, ITU
(Unfortunately the data used is from 2010 and 2011)
Successful Communication – A Toolkit for Researchers and Civil Society
Organisations, Ingie Hovland, Overseas Development Institute, October 2005
Sustainable Agriculture – A Mobile Landscape, Simon Batchelor, Nigel Scott (Gamos)
and Cristina Manfre (Cultural Practice, LLC), Gamos, 2014
The New Wave – Who Connects To The Internet, How They Connect and What They
Do When They Connect, Indra de Lanerolle, South African Network Society Project,
University of Witwatersrand, 2013
Unlocking the Potential – Women and Mobile Financial Services in Emerging
Markets, GSMA, 2013
Use of Mobile Phones for Behaviour and Social Change, Osama Manzar and Alka
Malhotra, Digital Empowerment Foundation for UNICEF, May 2013
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