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The PAMRO African reports offering

21 Countries covered in the 2017 release are:

• Angola

• Burkina Faso

• Cameroon

• Congo

• Ethiopia

• Gabon

• Ghana

• Ivory Coast

• Kenya

• Madagascar

• Mali

• Mozambique

• Nigeria

• Republic of Congo

• Rwanda

• Senegal

• South Africa

• Tanzania

• Uganda

• Zambia

• Zimbabwe



The PAMRO African reports offering

21 Country reports freely available on the PAMRO 
website with statistics available on: 

• Population figures

• Literacy

• GDP figures

• Urbanisation

• Wealth indicators and financials

• Access to local research service providers

• Media penetration across media channels

• Media ad spend trends (Selected countries)

• Comparative views regarding reach across 

media platforms

• Consumption trends of top media channels in 

each countries

• Advertising spend figures across industries 
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The value of the African dollar

African trends going into 2017:  How business needs 

to plan for the changing continent – February 2017 -

Deloitte



Africa’s economic future

African Economic Outlook @ AfDB, OECD, UNDP 2017

• Despite an economic 

slowdown in 2016, Africa’s 

growth outlook is positive with 
marked resilience anchored in 

strong domestic demand

• Nigeria carries the largest 

weight with 29.3% of Africa’s 

GDP

• Bridging the massive 
infrastructure gap can ensure 

positive GDP growth rates in 

future



African entrepreneurs
• Every year between 2015-2030, 29 million new 

entrant will join Africa’s labor force

• 22% of Africa’s working-age population are 
starting a new business, the highest rate in the 

world

• Firms with < 20 employees and < 5 years’ 
experience provide the most jobs in Africa’s 

formal sector

• 44% of African entrepreneurs start businesses to 

exploit opportunities in the market, 33% do so 

because they can’t find employment

• The median age for Africa entrepreneurs is 31

• African women are more likely to start a 

business than women elsewhere

• Early stage entrepreneurs operate in retail, 

hotels, restaurants, agriculture, forestry and 

fishing, WHY NOT MEDIA?

African Economic Outlook @ AfDB, OECD, UNDP 2017
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Africa’s youth bulge and ageing leaders

• 50% of the world’s population 
growth between 2017-2050 is 
expected to come from Africa

• The expected median age for 
Africa’s population is 25

David E. Kiwuwa, an associate professor of 
international studies at Princeton University, 
said the aging leadership is out of touch as 

the youth population grows.

http://www.cnn.com/2015/10/15/africa/africas-old-mens-club-op-ed-david-e-kiwuwa/


African literacy levels

http://www.un.org/en/development/desa/population

/publications/pdf/popfacts/PopFacts_2015-1.pdf

http://www.un.org/en/development/desa/population/publications/pdf/popfacts/PopFacts_2015-1.pdf


The impact of HIV/AIDS on the continent

https://www.avert.org/global-hiv-and-aids-statistics



The voice of Africans



• The country reports have shown an 
increase in mobile consumption 
when compared to traditional media

• Nearly 900 million mobile phones are 
in operation in Africa with mobile 
broadband networks in many rural 
areas of the continent

• Large network providers have 
captured the market – a widespread 
growth of the telecommunication 
sector with the continent – they also 
dominate the top 3 ad spend 
categories in the PAMRO reports

• This presents a wide platform for the 
advertising, education, marketing 
and media content consumption 

The voice of Africa is mobile



How Africa tweets

• Mail&Guardian 11 Aug 2017 summarized the findings

• Africans are increasingly using Twitter to talk about politics across country borders

• > 30 Countries had the name of their own country as the top # of the year

• Egypt is the Twitter powerhouse accounting for 28% of all geo located Twitter 
volume followed by Nigeria, SA, Kenya and Ghana

• # about the Nigerian presidential elections and conflict in Burundi were among 
the most popular and widespread hashtags 

• SA’s 2nd most popular# was #FeestMustFall, shared in Egypt, SA and Ghana,
countries on the opposite side of the continent

• English is by far the dominant Twitter language across the continent

• Gabon a French speaking country in central Wes-Africa focused on events 
unfolding in Nigeria

• Angola’s top hashtag of the year was #kinshaha sharing sentiment with the capital 
of DR Congo

The voice of Africa is mobile



The geography of happiness



The geography of happiness

http://edition.cnn.com/travel/article/world-happiness-

report-africa/index.html

• Six key factors were measured:  GDP per capita, social support, healthy life expectancy, freedom 

to make life choices, generosity and perceptions of corruption. 

• Only 5 African countries rank among the top 100, and 8 of the last 10 overall are in Sub-Saharan 

Africa



The geography of happiness

http://edition.cnn.com/travel/article/world-happiness-

report-africa/index.html

Top 10:

1. Algeria

2. Mauritius

3. Libya

4. Morocco

5. Somalia

6. Nigeria

7. South Africa 

8. Tunisia

9. Egypt

10. Sierra Leone



Entertainment & media 

trends 



• The E&M industry is dynamic and diverse, with a content is king 
principle that drives viewership, the industry is growing in a steady 
strong sustainable rate

• Shift 1:  Demography:  Youth will be served
• E&M spending in the world’s youngest markets is growing 3 times as rapidly as in the 

10 oldest markets

• E&M spending is influenced by the age of the country’s population

• Shift 2:  Content is KING 
• Content based business models caters for global and local content, with Naspers 

expansion across African countries as the best example

• Content must resonate with daily life, local culture, language, with a good mix with 
global content is the recipe for sustainable growth 

E&M - Entertainment and media trends

PWC 7th annual edition, Sept 2016:  Entertainment and 

media outlook 2016-2020



• Shift 3:  Consumption:  The joy of bundles
• Consumer choice of bundling and choosing their own menus is the way forward

• Creating own playlists by means of streaming, recording and apps means that advertisers 
must be mindful that they will be screened out, if they are not relevant to the consumer 
menu of media and entertainment content

• Shift 4:  Geography:  Growth markets
• The regulations in growth markets will be the Achilles heal for E&M companies, one 

global strategy will not work.  

• E&M companies that proves how they empower the local communities, create local 
content, and creating joint ventures with local business with ensure a sustainable 
income into 2020 an beyond

• Shift 5:  Business models:  Transforming with trust
• Traditional and digital strategies merge with content offerings to cater for a multi-

screening youth market

• E&M companies that embrace technology, combining it with industry centric assets 
even if it is traditional media platforms will be trusted 

• Creating the link between the cyber-me and the real-me is build on a trustworthy 
account for legitimate news killing the fake news phenomena

E&M - Entertainment and media trends

PWC 7th annual edition, Sept 2016:  Entertainment 

and media outlook 2016-2020



In conclusion …



In conclusion

http://edition.cnn.com/travel/article/world-happiness-

report-africa/index.html

Infrastructure development:

• Urbanisation is lacking when compared to the developed world.  The continent’s 
infrastructure development has not kept up with the population growth.  It also impacts the 
use of media e.g. OOH and radio exceeding traditional media consumption

Africa’s ‘Big Men’:

• There are too many African examples of African dictators with a poor human rights record

• African citizens expect free and fair elections, better living conditions – if not they will use 
Twitter as one example to show their discontent

Trust and corruption:

• Any information portrayed in the media should be trustworthy, giving media owners a 
responsibility to play an active role in the process

The disconnect:  Africa’s youth bulge and ageing leaders

• African youth yearn for change and greater life chances.  There is a need for leaders that 
understand the fear of African youth around HIV/AIDS, education and jobs

Media is more than entertainment, but can play an active role in 
edutainment, filling the gap of education for youth whilst entertaining 

them




