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THE MEDIA YEARBOOK 
That Covid-19 spurred digital transformation in media 
businesses across the world is no secret. Deloittes, in its 
2022 Media and Entertainment Industry Outlook, reckons 
the sector “will continue to evolve quickly, not only 
reckoning with ongoing trends and disruptions within the 
industry, but also in its continued response to pandemic-
led behavioural changes”.

With socioeconomic dynamics converging with 
technology and “amplifying change”, the media industry 
is “riding a wave of tremendous opportunity amid the 
turbulence that attends times of significant change like 
the one we’re in”.

From ecommerce, community commerce and social 
commerce to the role of artificial intelligence in media 
and on to the opportunities inherent in the metaverse 
and programmatic advertising, the media business is on 
fast forward.

The Media Yearbook 2023 is taking a deep dive into the 
future, and what it might look like at home and abroad. 
What are YOU doing to confront the future of media 
head-on?

WHY THE MEDIA DIGI-MAG?
• Unsurpassed reach
• No ad spend wastage
• Only digi-mag on the business of media in  

South Africa
• Broad coverage of media issues
• In depth features each edition
• Experienced and influential contributors
• By the media for the media

DISTRIBUTION
Showcased on

THE MEDIA ONLINE
+

TimesLIVE
+

BusinessLIVE

In addition The Media  
Yearbook is also sent out to

7 200  
NEWSLETTER SUBSCRIBERS

The Media Yearbook digi-mag will 
be promoted and available on 

Sunday Times website (link)
https://www.timeslive.co.za/

sunday-times/

The Media is available on http://
themediaonline.co.za/

THE MEDIA ONLINE’S  
SUCCESSFUL GROWTH

Unique users up 11%YOY 
Page views up 14%YOY  

Twitter followers up 10%YOY  
Facebook fans up 17%YOY 

STATS
The Media online
82 000 UNIQUE VISITORS
193 852 IMPRESSIONS

TimesLIVE
Unique browsers 4 914 864

Page views  21 098 812
Facebook 1 385 406

Twitter 508 925
Instagram 16 454

BusinessLIVE
Unique browsers 2 714 075

Page views  7 636 356
Facebook 126 636

Twitter 295 86

I N D E P E N D E N T  I N D U S T R Y  I N T E L L I G E N C E

YEARBOOK 2022
I N D E P E N D E N T  RE S E A RC H  A N D  O P I N I O N

www.themediaonline.co.za

THE 
BUSINESS 

BEAT

CLICK HERE  
FOR OUR WEBSITE  

HTTP://THEMEDIAONLINE.CO.ZA/

https://online.anyflip.com/enio/nyce/mobile/index.html
https://issuu.com/sundaytimesza/docs/themediayearbook2022fnl
https://issuu.com/sundaytimesza/docs/themediayearbook2022fnl
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Automotive franchises offer more 
benefits than risk and are well 
supported by the franchisor, 
writes Monique Verduyn

Keeping an eye on vehicle crime

A
utomotive after-market franchises 
come at a high price, between 
around R1.5-million and R2-million, 
but they provide an opportunity for 
entrepreneurs to buy a business 

in a box – from parts suppliers and panel 
beaters to tyre and battery sales, repairs, 
and carwashes – and to benefit from proven 
systems and processes. Usually, there’s less 
risk involved because you’re not starting a 
business completely from scratch.

But in april this year, the automotive 
industry shut down when south africa went 
into level 5 lockdown. “We lost 99 per cent 

of turnover,” says Chris Farrar, managing 
executive of Ti auto investments, the 

holding company of Tiger Wheel & Tyre, 
Tyres & more and other automotive 

franchises. “Our executive worked 
harder than ever on scenario 

planning. We are now hopeful 
that the drop will be mirrored 

by a similar recovery.”
Farrar says the 

automotive sector was 
in for a shake-up 

V
ehicle crime is an endemic problem in South Africa, and it keeps the vehicle- and 
fleet-management industry buoyant. But the state of the economy and the increased 
risk of both obvious theft, such as looting or hijackings, as well as less noticeable 
pilfering of fuel or loads, has meant that the difference between profit and insolvency 
is slim.

“In the digital fleet- and fuel-management sector, franchise operators who are not 
cognisant of this are often the ones who run into financial difficulty first,” says Lee Bester, 

distribution manager at vehicle-tracking franchise Digicell. 
Franchisees shouldn’t run into too much trouble upfront: set-up costs start at 

around R500 000 for smaller businesses and can run up to R950 000. The structure 
of the Digicell franchise means that franchises should see a return of investment in 

the fBester says. “We don’t ask for marketing fees and we don’t charge franchises a 
percg revenue, which makes up for quiet months.”   

regardless. “We were all juggling industry challenges before the pandemic. sectors like 
workshops and tyre retailers were overtraded. a bit of thinning out will allow those that survived to 
have healthier businesses in the long run. We hope to recover to about 90 per cent of 2019 levels, 
which requires a total reset of our cost base.”

SHARiNG RiSK AND LeARNiNGS
For many franchisors, franchising is simply a route to market, enabling the distribution of their 

brands. Ti auto investments is a little different because the 
company owns 50 per cent of all its stores. “We are not just 
a network,” says Farrar. “We are in business alongside our 
franchisees, in the trenches with them. if the market goes cold 
we can make decisions and implement changes and new 
mechanisms quickly to help stores be sustainable. shared 
learnings have also led to a sense of camaraderie, especially in 
these tough times.”

The company’s buying power came to the fore in negotiating 
with suppliers over the past six months. “a key benefit for 
franchisees of being part of a system like ours is that our 
executive team took the lead when it camsystem like ours is that 
our exeng with landlords, many of whom are not the most helpful 

in times of crisis,” our exeng with landlords, many oour exeng with landlords, many osays Farrarto 
be invested in success together to help small businesses thrive.”  

Chris  
Farrar

“We are in business alongside our franchisees, in the trenches with 
them.” – Chris Farrar, mANAGiNG eXeCutive, ti Auto investments

Tiger Wheel & Tyre lost 90 per cent  
of its turnover during lockdown. 

GettiNG tHe 
WHeeLS to  
tuRN AGAiN
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ISLAND AD

Enrich your customers’ lives with internationally  
award-winning content marketing.

At New Media we tell the stories that matter most on 
platforms people love to use.

For real ROI on your marketing spend, contact us today at 
info@newmedia.co.za

Story time

2021 International Content Marketing Awards (London)
2 x golds, including Best Use of Innovative Technology

2021 Eddie & Ozzie Awards (New York)
4 x golds, plus Editorial Team of the Year and Overall Editorial Excellence in Content Marketing

ADVERTISING RATES 
DIGITAL PUBLICATION  

All rates exclude Vat    

FULL PAGE   R8 500  

DPS  R14 000  

HALF PAGE   R5 000  

FULL PAGE +  
COVER LOGO (LIMITED)    R10 500  

OBC R9 500 

QUARTER PAGE/  
STRIP AD/  
CENTRE ISLAND    R3 500 

SPONSORSHIP PACKAGES
DIGITAL PUBLICATION  

PLATINUM SPONSOR:
DPS advert  

DPS – Partner content articles
Hyperlink in the digimag 

Logo on the cover 
4 x stories on The Media Online 

Strip ad 
Exposure in our newsletter 

R26 500 excl vat 

GOLD SPONSOR:
DPS advert 

DPS – Partner content articles
Hyperlink in the digimag 

Logo on the cover 
2 x stories on The Media Online 

R22 500 excl vat 

SILVER SPONSOR: 
DPS advert 

1 Page – Partner content article
Hyperlink In The Digimag 

Logo on the cover 
1 X Article on The Media Online 

R18 500 excl vat 

DPS Full page
1/2 Page  
Horizontal Centre island Strip advert

Trim 420 x 275mm 210 x 275mm 200 x 128mm 85 x 85mm 200mm x 32.5 mm

Safe type area 370 x 235mm 190 x 260mm 180 x 112mm

MATERIAL 
SPECIFICATIONS

ADVERTISING CONTACT 
TARIN-LEE WATTS

Business Development Specialist
Tel: +27(0) 87 379 7119

Cell: +27(0) 79 504 7729
Email: twatts@themediaonline.co.za

RATE CARD 2023

OFM is Central South Africa’s premier commercial radio 

The station serves the influential SEM 7-10 market with a 
footprint across the Free State, Northern Cape, 
Southern Gauteng and North West. The brand is 

synonymous with the people of Central South Africa and 
covers the full spectrum of listeners:  from urban 

youngsters to retired pensioners, from working moms and 
dads to successful professionals, from rural 

communities to agricultural producers. As such, OFM 

agricultural programme, Agri news twice a day, 
entertainment and sports features.

I N D E P E N D E N T  I N D U S T R Y  I N T E L L I G E N C E

t h e m e d i a o n l i n e . c o . z a42 I  T H E  M E D I A  Y E A R B O O K  2 0 2 2

TELEVISION NEWS

IM
AG

E:
 S

U
PP

LI
ED

W 
hen the Covid-19 
pandemic hit, 
reporting on it was 
both an enormous 
responsibility and an 

opportunity to show what we could do. 
People struggling to make sense of what 
was happening turned to news media 
for information they could trust, and 
Newzroom Afrika’s audience share  
grew almost overnight.

The trick since then has been to 
make sure we retain those viewers by 
continuing to be a source of credible 
information and relevant analysis.

Fortunately, we were better prepared 
than most. Since it is our job to know 
what is happening before anyone else, 
we had kept track of developments in the 
rest of the world, ordered PPE and put 
business-continuity plans in place long 
before the lockdown was announced  
in South Africa.

RAPID ADAPTATIONS
We learned a lot in those early days 
about adapting fast to new situations, as 
lockdown regulations changed from week 

to week, or staff fell ill or had to isolate, 
yet our duty to be on air at all times 
remained constant. We created a special 
slot in our programming for Covid-19 
news and analysis, giving viewers a daily 
snapshot of the latest developments.

We found ways to minimise the need 
for staff to be on site. Instead of arriving 
at the studio for diary meetings before 
heading off on stories, our journalists  
had virtual diary conferences, went 
straight from home to the story, and  
filed remotely.

We found that we could do more 
with less by taking full advantage of the 
technology we had. These are efficiencies 
we will explore further to future-proof  
the business.

We found that being a lean operation 
made us more agile and adaptable.  
Being a tight-knit team meant people 
supported each other; for example, we  
had desk producers putting their hands  
up to cover for journalists in the field if  
they were off sick or isolating.

IN IT TOGETHER
Communication was critical to this team 
spirit and maintaining morale. We made 
sure our people had everything they 
needed to be safe, that they knew we  
had a plan, and that they could see and 
speak to the leadership at all times. The 
simple reassurance that we were all in  
it together made a big difference.

We also increased our employee 
wellness support and extended it to  
family members to ensure people had  
the counselling and support they needed.  
It has made all the difference and will  
be a continuing focus.

From the beginning, we made a clear 
commitment that no one would lose 
their job or face a salary cut. The fact 
that we have kept this promise, in an 
industry where jobs were under threat, 
is a testament to the robustness of 
our business model, despite the large 
unanticipated costs associated with 
managing Covid-19. 

Newzroom Afrika has grown in leaps 
and bounds over the almost three years 
of our existence, and so have our people. 
It’s been inspiring to discover that we are 
capable of so much more than we realised, 
all thanks to the passion of team 405.  

Covering Covid-19  
showed our true potential

In the face of great upheaval and adversity, THABILE NGWATO  
saw the Newzroom Afrika team rise to the occasion.

WE FOUND THAT WE COULD 
DO MORE WITH LESS BY 
TAKING FULL ADVANTAGE OF 
THE TECHNOLOGY WE HAD 

Thabile 
Ngwato

THE SIMPLE REASSURANCE  
THAT WE WERE ALL IN  
IT TOGETHER MADE  
A BIG DIFFERENCEThabile Ngwato is the co-founder of 

Ngwato Nkosi Holdings, which wholly 
owns Africa’s fastest-growing and 
independently owned 24-hour news 
channel, Newzroom Afrika. With a 
background as reporter, producer and 
anchor, she currently runs the operations 
of the channel as CEO, a proud first  
for a South African woman. 

PARTNER CONTENT
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Imbewu | The gIfT and The curse
S5 launches in a new timeslot at 21:00
The mighty oil barons of KwaZulu-Natal, 
the Bhengu family’s future hangs by a 
delicate thread. Since the death of the 
patriarch, Zimele Bhengu, the question of 
ascendancy has been a sensitive one – 
and one best left alone. The discovery of 
natural gas on family land in Umbumbulu 
brings this diplomacy to an abrupt end. 

Divisions are drawn between Zithulele 
and Nkululeko, both legitimate successors 
in their own right, forcing the Bhengu 
matriarchs, Mandlovu and MaZulu, to 
choose sides. This life-changing discovery 
threatens to destroy something the 
Bhengu family has long sought to protect 
– its unity. For the first time in its history, 
the Bhengu family runs the risk of being a 
family divided. 

This is sponsored content.

e.tv shakes up prime 
time with new dramas
The Gift and the Curse, Dangerous Dreams. These are just 
some of the themes in e.tv’s new prime-time viewing. Things 
will be getting a lot hotter, and darker ...  

fOr The fIrsT TIme In ITs 
hIsTOrY, The bhengu 
famILY runs The rIsK Of 
beIng a famILY dIVIded

KhaYa Is Then ThrusT InTO a seedY wOrLd Of seX, drugs 
and Tender fraud, nOw ThaT he Is fOrced TO PaY bacK The 
mOneY hIs brOTher eVIdenTLY sTOLe frOm hIs bOss

The bLacK dOOr | a dangerOus dream
A young long-distance truck driver, Khaya, has a dream to co-own 
a fleet of buses with his older brother. With fate on their side, his 
brother suddenly comes into money and they both quit their jobs, 
but Khaya, by the time he finally gets home, learns that his brother 
has been mysteriously murdered. 

Khaya is then thrust into a seedy world of sex, drugs and tender fraud, now that 
he is forced to pay back the money his brother evidently stole from his boss. Will he 
agree to be a sex worker and make big bucks at The Black Door to save up for their 
bus dream ... or will he suffer the same fate as his late brother?

What happens in the dark, will be revealed in the light.

Brenda Mhlongo 
as KaMadonsela Sandile as PhakadeRaphael as Zithulele Jailoshini as Nirupa

Left: Khaya as Zamani Mbhatha,  
Right: Mam Rebecca as Linda Sebenzo
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M
ovie buffs are sure to 
remember the quote, “If 
you build it, they will come” 
from Kevin Costner’s 1989 
film, Field of Dreams, 

or the later reference in the iconic 1993 
Wayne’s World 2: “If you book them, they 
will come”. However, many would agree that 
these so-called “spray-and-pray” tactics are 
best left confined to the world of fantasy.

If the fundamentals of marketing have 
not changed – find out what people want, 
give it to them, and tell them you’ve given 
it to them – then how come there is still 
so much “clutter” when generating and 
marketing content?

Media and marketing constantly deliver 
new buzzwords. For instance, one thinks 
of terms such as “big data”, “sentiment 
analysis”, “SEO”, and then words like 
“conversions”, “engagement”, “organic” 
and even “content” that have taken on 
new meanings in an ever-evolving media 
marketing landscape. 

What exactly is content?
 From the late 2000s, the word seems to 
have taken on a slightly new meaning with 
the concept mostly used in the context 
of media and, by the late 2010s, having 
something to do with influencers on  
social media.

Content marketing, according to 
the Content Marketing Institute, could 
therefore be understood as a “strategic 
marketing approach focused on creating 
and distributing valuable, relevant, and 
consistent content to attract and retain a 
clearly defined audience – and, ultimately,  
to drive profitable customer action.” 

consUMeR insiGhts anD the  
PoWeR oF RaDio
Instead of pitching products or services, 
advertisers provide relevant and useful 

content to prospects and customers to help 
them solve problems or enrich their lives. 
Radio is a brilliant marketing choice as it  
not only provides broadcast advertising  
and all its benefits, but also digital 
advertising with its targeting abilities, 
experiential marketing, influence or 
endorsement capabilities, and, through  
the use of technology, it can harness 
valuable real-time consumer insights.

This highly engaged audience is  
primed to receive brand messages to 
remain top of mind and to respond to  
call-to-action advertising.

Promotions have worked so well on  
OFM that advertisers have had to pull 
campaigns because they ran out of stock 
much earlier than anticipated.

However, in a highly competitive market, 
your message may get lost among the 
other 30-second spots. Moving beyond 
ad breaks can give a brand more “direct” 
access to potential customers. And, radio 
has been providing content marketing  
for decades. 

Furthermore, to reach your target 
audience with the desired effect, you need 
to look at how the information you want to 
convey will be curated, filtering only what is 
important to them and translating it into a 
“language” that they understand. This will 
create meaning that has value for them, as 
well as the advertiser.

But be warned, one size does not fit all. 
Only campaigns that relay universal 

truths with simple executions can succeed 
as “blanket” or national campaigns. Trust 
the various radio brands to know their 
audiences well enough to understand 
how messages and executions should be 
tweaked to leverage sufficient response to 
your investment in larger reach.

Even worse than being an order-taker 
is not knowing the menu – selling what 
doesn’t exist and then being unable to 
provide a return on investment.

At OFM, we believe foremost in not only 
providing, but also creating value. Like a 
personal trainer, we work with our clients 
to ensure the most favourable outcome. It 
won’t always be easy, there will be “robust 
discussions”, but we will continue to guide 
and encourage. We never give up. Your 
dream is our dream.

If it’s just about the bottom line and lining 
pockets, rather opt for a “frigid” medium 
that does not provide a direct point of 
contact between a brand and an existing or 

potential customer. 
This is sponsored content.

Cutting the clutter 
around content 
Creating the right message is one thing, but understanding how messages are received 
and how they should be curated will ensure that your content has meaning and value  

tRUst the VaRioUs RaDio 
BRanDs to KnoW theiR 
aUDiences Well enoUGh to 
UnDeRstanD hoW MessaGes 
anD execUtions shoUlD 
Be tWeaKeD to leVeRaGe 
sUFFicient ResPonse to yoUR 
inVestMent in laRGeR Reach

The Joyride on OFM with Nico, 
Aaron, Nikki and Jay-Bee

http://www.picasso.co.za/
https://arena.africa/
mailto:twatts%40themediaonline.co.za?subject=

