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N EW  MARKET  GROWTH  
I S  TARGETED

Preface

History shows that a boom tends to follow a 
recession. While the uptick may be slow to tick 
over, when it picks up momentum, it unfurls like 
the Protea seed after the wildfire. 

How do you prepare today for a full new bloom?

Marketers must maintain a grasp on the realities 
of shifting markets during tough times. Brand 
custodians need to understand peoples’ moves 
and mindsets through market lows and in 
response, must power up their brands to shape 
solutions. 

The imperative to see ahead can at times feel like 
a heavy burden but market segmentation provides 
robust consumer intelligence to better carry the 
load. This is important for media strategists as they 
are looked to for tighter targeting. 

Valuable answers are in South African market and 
audience data which is available in the Socio-
Economic Measure (SEM) market segmentation 
model. This tool provides strategists with reliable 
media audience measurement and reporting.

To cultivate new seeds of value in SEMs, 
Ebony+Ivory partnered with media consultant 
Gordon Muller. The result was the agency’s 
Market Segmentation: South Africa series in which 
SEMs are analysed across four pillars: People 
and Places, Purchasing Power, Products, and 
Platforms. 

That in turn lead us to produce this book, which is 
a seed of a read for anyone wanting to secure their 
business strategy roots in an understanding of the 
complexities of South African living. 
We hope that it plants helpful in-country 
perspective within your campaigns. 
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Agility strength: Using SEMs to navigate through open-source industry databases means we have a tool that 

offers a reliable and agile interpretation of the South African marketplace and media landscape. 

Segmentation value: The POPI Act and the constraints it implies for personalised data-driven marketing in a 

post-cookie environment has been the catalyst for a renewed interest in traditional market segmentation methods.

Purchasing power: The model retains a strong predictive capability as SEMs provide broad product and 

service landscape perspectives, and deep vertical insights at a branded level.

Cluster clout: As with their predecessor, (Living Standards Measures (LSM)), SEMs offer a 10-segment lens for 
segmenting the market but add functional application through inclusion of Clusters/Supergroups.  

UX usability: SEMs are versatile and allow media planners to adjust the lens to create brand specific segments 

and maximise marketing and media effectiveness.

Multi-platform application: SEM audience insights are available across all media platforms including digital 

and social media. 

6  STRATEG IC  

S E M  
D I M E N S I O N S 
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Generating people-centred insights to drive market 
recovery and sustainability in South Africa.

When it comes to advertising and media investment, the road to recovery starts 
now.

That 2020 was a brutal year for advertisers and media owners alike is confirmed 
by the Warc Report – State of the Industry 2020/21. Warc1 reports that, after 
adjusting for inflation and exchange rate fluctuations, the global advertising 
market contracted by over 10% in the year.

Developing markets have shown the most shrinkage with India (-27,7%) and 
Brazil (-43,2%) being the most severely impacted. Already on the retreat in 2019 
(-7,6%) adspend in South Africa declined by a further -26,8% year-on-year in 
2020. Local anecdotal insights suggest this may well be a conservative figure.
At best, media investment in the country could stabilise at current levels in 2021.

ROAD  TO  
RECOVERY

2021/22

1 World Advertising Research Council – https://www.warc.com/Welcome
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Warc Global AdTrends YoY %Change USD
 

    2019   2020 (Nov)   2021 F’Cast

North America    4.6%   -4.3%    3.8%

Europe     1.3%   -14.5%    10.2%

Asia Pacific    0.1%   -9.7%    8.5%

Latin America    -1.1%   -32.2%    0.1%

Middle East    -3.7%   -20.2%    7.0%

Africa     -1.5%   -23.2%    2.1%

South Africa    -7.6%   -26.8%    -0.7%

Global Average    1.9%   -10.2%    6.7%

But if 2020 was, in the language of The Crown, an Annus Horribilis then 2021/22 has 
the potential to be an Annus Mirabilis for agile marketers who are ready to do things 
differently. To embrace new holistic research and more agile data. To functionally define, 
understand and actively engage with their target markets.

Return of the rise of market segmentation

There is currently an enhanced need to look at advertising and media strategically.

It is interesting to note that the Warc Guide – Future of Strategy 2020 highlights that 94% 
of strategists reported that their clients had commissioned new strategic work during the 
Covid19 crisis: even where that activity did not necessarily end in a designated media 
buy.

A key pillar of this strategic response is a renewed focus on market segmentation to 
tighten alignment of creative to target markets, and media to a more specific target 
audience.

That said, what is the prognosis? 

As the rules have changed and marketers face the imperative to dig deeply; there is the 
need to comprehend market segmentation all the way from demographic segmentation 
to psychographic segmentation, from behavioural segmentation to geographic 
segmentation.

A focus on traditional segmentation has been de-emphasised in recent years, due to 
the rise of personalised data driven marketing. However in a post cookie landscape, 
where consumer data privacy rights take precedence over monetisation, the limitations of 
personalisation are becoming clear.

4
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Gartner2 predicts that by 2025, 80% of marketers will 
abandon their personalisation efforts due to lack of ROI and 
difficulties in customer data management. Not least of all 
declining consumer trust. 

The Warc Guide to Making Segmentation Work highlights 
the importance of segmentation in driving strategic 
direction, discovering new audiences, encouraging cultural 
nuance, and informing new product development. Equally 
important for effective communication is that segmentation 
be both meaningful and addressable in terms of both 
planning and buying media.

Nowhere is this more true than in the post AMPS (All Media 
and Products Survey) media landscape in South Africa.

For some marketers, the demise of AMPS was the end of 
the world while for others, it signalled the start of a brave 
new world. 

The reality is that data in the AMPS database is obsolete 
and that its collective insights have been replaced by several 
overlapping, insight-rich databases that provide as many, 
if not more, insights into the South African market. Reliable 
insights that can be used effectively for both media planning 
and trading.

Recovery starts now.

2 Gartner Report – Predicts 2020 Marketers, They’re Just Not That Into You.



Mining South Africa’s rich vein of marketing and media 
data to ensure meaningful and addressable media 

buying and planning decisions.

After its first release in 1975 AMPS (All Media and Product Survey) became the 
backbone of marketing and advertising strategy and media planning in South 
Africa for 40 years. This market segmentation tool was released on a rolling basis 
approximately every six months.

The AMPS comprehensive demographic database profiled adult consumers 
(15+ years) nationally and was overlaid with audience data covering all forms of 
traditional media, which made it indispensable to media strategists.

As well as target audience data, AMPS provided wide-ranging insights on 
consumer behaviour, lifestage, attitudes and lifestyle with multiple socio-economic 
indicators ranging from motor vehicle and home ownership, to activities, interests 
and retail shopping behaviour.

POST  AMPS  LANDSCAPE : 
PLAY  I T  AS  I T  L I ES 

Past to present

6
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AMPS also included purchasing and consumption information on a wide range of product 
categories, brands and retail outlets.

In April 2016 SAARF (South African Audience Research Foundation) released the final 
database AMPS2015. This AMPS2015 database was subsequently reweighted to 
revised population estimates for 2016 but it is important to note that the final fieldwork for 
AMPS was conducted between January – December 2015.

AMPS was often referred to as a single source database in the sense that it provided 
insights across all datasets within the one primary survey. This perception was 
progressively invalid in that AMPS was supplemented by the Television Audience 
Measurement Survey (TAMS), often referred to as people meters, and the Radio Audience 
Measurement Survey (RAMS), known as radio diaries.

These RAMS and TAMS databases were standalone surveys which provided the buying 
currency for radio and TV and they used a totally different methodology to collectively 
provide a holistic picture of media consumption in the South African market.

As such, AMPS was no longer a single source database by 2015.

Life after AMPS

In the post-AMPS landscape, many marketers have been left with the impression that 
there is a void in the research of local market dynamics and the measurement of media 
consumption. Some even opted to continue using five year old AMPS data rather than 
embrace newer databases.

As marketers and media strategists, we need to pause and respond to the following 
question:

Has the South African market remained static since 2015, with no 
significant shift in consumer behaviour and media consumption?

Media consumption and consumer behaviour has undergone a quantum shift over 
the past five years, and as marketers we have to interrogate alternative, more recent 
databases which are accessible to local marketers. There are, a number of industry 
databases which collectively offer much of what was previously found in AMPS and in 
many instances, significantly more.

We need to restrict the narrative here to industry databases made available without 
additional cost to marketers but this should not imply that other commercial databases 
such as Ask Afrika–TGI, BrandMapp, Brand Atlas and the Outdoor Measurement 
Council – ROAD Survey, have no contribution to make. They most certainly do. As will the 
reconstituted MRF (Marketing Research Foundation) MAPS survey when it is released to 
subscribers.



The collective industry databases include the following: 

Establishment Survey_2019 (ES) – Jointly conducted by BRC 
(Broadcast Research Council) and PRC (Publisher Research Council). 

 
Demographics: Appliances & Equipment in Home: Media Consumption (Cinema, Radio, TV, 
Newspapers & Magazines); Internet & Cellphone Usage: Local Travel: Household Fixtures & 
Appliances 

 
PAMS_2019 (Publisher Audience Measure) – Generated by the PRC 

 
Demographics & Household Variables. Reading behaviour (Newspapers & Magazines – Print on 
Online): Title specific AIR (Average Issue Readership). Cellphone & Internet usage. Motor vehicle 
ownership. Financial Institutions. Food & Grocery shopping. Retail Clothing & Appliance Shopping 

 
PPP Fusion Study_2020 (People Products Platforms) – Generated by the BRC, PRC and Nielsen 

 
Fused data from PRC_PAMS & BRC_TAMS. Audience and demographic data from PAMS & 
TAMS also fused with Nielsen CPS (Home Panel) products & brands (Ever: Light: Medium: Heavy) 
& Nielsen Digital Consumer Survey 2020. Multi-platform Digital Media consumption. 

 
RAMS – Generated by the BRC 

 
Radio Diaries: Radio listenership buying currency: Radio audiences & demographics 

 
ROOTS_2016 – Generated by NAB Caxton 

 
Local newspaper readership: Demographics: Advertising Preferences: Shopping Habits & 
Frequency (Branded); Home Ownership: Appliances (Retail & Branded): Health (Retail, Food & 
Fitness): Cars (Branded) & Travel: Activities, Restaurants & Fast Foods: Electronic Devices: Media 
insights (Cinema, Radio, TV) 

 
TAMS – Generated by the BRC 

 
People Meters: TV viewership buying currency: TV audiences & demographics 

 
MAPS – Generated by the MRF 

 
 
 
As marketing and media professionals, the question is therefore: 

How do we navigate our way through this multi-methodology multi-source data 
pool to create a collective meta-analysis for market and media segmentation?

From a statistical perspective we use data fusion, which is the process of integrating multiple data 
sources to produce more consistent, accurate and useable information than that provided by any 
individual data source.
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From a functional marketing perspective 
we still need a golden thread to enable us 
to navigate across databases; to draw and 
extract inferences from one database and 
then apply those to make decisions in a 
different database. 

In other words to deliver against the Warc 
– Guide to Making Segmentation Work 
directive that segmentation should be both 
meaningful and addressable in terms of 
planning and buying media.

This is where a universal 
segmentation tool becomes 
incredibly versatile and useful.

The AMPS_LSM (Living Standards 
Measure) segmentation tool provided that 
functionality for many years but quantum 
shifts in the marketplace since 2015 
rendered the LSM typology unreliable and 
ultimately obsolete.

Today the local market is increasingly 
adopting a revised, and more stable, 
common socio-economic segmentation 
tool referred to as SEM (Socio Economic 
Model).



Although the post-AMPS media data landscape may 
look and feel a little different to marketers, all the data 

traditionally used for market segmentation to inform 
media strategy and media planning are readily and 

freely available in South Africa.

One of the most consistent segmentation methodologies emerging from AMPS 
over the years was the widely used socio-economic segmentation tool known as 
AMPS_LSMS (Living Standards Measure).

In 1989 LSM was used for the first time. Using a list of 13 household variables 
(ranging from incidence of households appliances, motor vehicle ownership and 
geo-location) the initial 8_LSM segment model was developed. These initial eight 
LSMS were most often deployed into secondary clusters or Supergroups.

 F I ND ING  THE  
GOLDEN  CORD

LSM to SEM

10
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•   Supergroup A (LSM6 – LSM8)
•   Supergroup B (LSM3 – LSM5)
•   Supergroup C (LSM1 – LSM2)

A perception that needs to be challenged is the belief that AMPS LSM has always represented a stable and 
unchanging lens on market segmentation in South Africa. In reality the LSM typology has been a fluid and 
constantly evolving mirror on the marketplace.

AMPS LSM was never intended to represent an immovable fixed point and during its 30 years of evolution, the 
variables used to create the primary LSM groups also underwent consistent revision. SAARF (South African 
Advertising Research Foundation) made this observation about the LSM model.

The market is not static but dynamic and changes can take place rapidly. A model which is useful now may 
soon be outdated if it is not revised regularly.

As a result the variables used to create the LSM model were constantly assessed and updated over the years. In 
1997 for the first time, the LSM model was revised to reflect 10 segments and the Supergroups were adjusted 
accordingly. There was no absolute convention for creating these secondary clusters or Supergroups, and they 
varied from marketer to marketer and media-owner, to media-owner depending on which combination provided 
the most advantageous perspective.

Evolution of Supergroups and Clusters

By 2008 the most widely interpreted cluster model was:

•   Supergroup A (LSM8 – LSM10)
•   Supergroup B (LSM4 – LSM7)
•   Supergroup C (LSM1 – LSM3)

In 2008 the LSM framework was further sliced and diced to reflect a smorgasbord of 14 discernible LSM 
segments. In 2013 a further subdivision of the data created 17 discernible LSM segments and in the final AMPS 
database (AMPS2015), despite the persistent reference to 10 LSMS, there were in fact 17 primary segments 
which in turn needed to be clustered into Supergroups.

By the time the industry got to AMPS_2015, the original 13 variables had become 27 very different predictive 
variables. For instance, obsolete variables like “VCR” and “HiFi Centre” had been replaced by more agile 
predictors such as mobile phone and PC ownership.

It is beyond the scope of this text to expand upon every stage of LSM evolution over the past three decades 
but for AMPS LSM, the Muller Cluster Model has provided the most functional and effective Supergroup cluster 
solution.

•   Traditional Market: LSM 1,2,3 (10% Pop)
•   Transitional Market: LSM 4,5 (29% Pop)
•   Middle Market: LSM 6 (23% Pop)
•   Upper Middle (35% Pop)

MARKET SEGMENTATION SOUTH AFRICA • INTELLIGENCE FOR MARKETERS
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•       Upper Middle B: LSM 7,8 (22% Pop)
•       Upper Middle A: LSM 9,10_Low (13% Pop)
•  Elite: LSM 10_High (3,0%)

This cluster model is more easily visualised when juxtaposed against a Rural vs. Metropolitan 
geo-location continuum.

To a large degree the prevailing LSM typology has been rendered obsolete by quantum shifts 
in the marketplace which are no longer accurately reflected by the 27 AMPS variables.

Many of the LSM variables are actually now contra-indicators of the original attributed value. 
For example, is a DSTV subscription really a predictor of high end wealth? Having a DSTV 
subscription was once an indicator of the top-end of market status. Given the erosion of the 
DSTV subscription costs and the rapid expansion of streaming services, this is no longer the 
case. Having a landline “home phone” was a top-end indicator in AMPS_LSM but most top-
end households today have dispensed with a landline in favour of data driven OTT services.

Evolution to SEM in market segmentation

Post-AMPS we have seen the development and adoption of the SEM (Socio-economic 
Measure) market segmentation tool. At a functional level SEM represents the most recent 
iteration of a national socio-economic segmentation model and it fulfils the same macro 
segmentation function as LSM.

SEM uses a different set of variables (14 variables in total) to compute the various data 
points and clusters. For instance, SEM is not as heavily dependent on households durables 
and technology items as the historical LSM. There is also a stronger focus on fixed structural 
items, such as household building materials and access to amenities such as water and 
toilets.

MARKET SEGMENTATION SOUTH AFRICA • INTELLIGENCE FOR MARKETERS



Other lifestyle indicators, such as home security systems and ownership of a motor vehicle, are also built into 
the segmentation model. Another key point of differentiation is the removal of media consumption as a weighting 
variable to avoid data contamination in media planning and decision-making. Despite these points of difference 
nine of the 14 variables deployed as predictors in SEM are totally consistent with AMPS_LSM.

The SEM data continuum is further broken down into an initial 20 cells (not 17 as was the case with LSM). The 
next step is then to cluster these SEM datapoints into a usable framework, which is both statistically reliable and 
sufficiently agile to create nuanced insights.

Once again the Muller Cluster Model provides the most effective means of engaging with SEM data.

•   Traditional Market: SEM Cluster_1 (Points 0-15/ 19% Pop)
•   Transitional Market: SEM Cluster_2 (Points 16-30/ 20% Pop)
•   Middle Market: SEM Cluster_3 (Points 31- 65/ 35% Pop)
•   Upper Middle: SEM Cluster_4 (Points 66-85/ 16% Pop)
•   Elite: SEM Cluster_5 (Points 86-100/ 10%)

[1] Marketing in South Africa – Simpson & Lappeman. Publishers – Van Schaik
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 PEOPLE  
AND  PLACES

Data Insights
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Click here to watch the video
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South Africans in 2021/22 and  
the real Socio-economic Measure (SEM) reality check

In this article we map the geo-flow of households, people and living standards in Mzansi (South 
Africa) giving marketers a strategic view of the realities in which South Africans live, move and work.

PAMS_2019 reports a total of 17,3 million households in South Africa with  
SEM_C3 (Middle Market) accounting for 6,3 million (36%) of all households and 38,5% of the adult 
population. Within this all adult (Age 15+) population of 41,8 million, the highest concentration of 
youth (Age 15-24) is found in SEM_C1 (Traditional Market) – 26% compared to the national average 
of 22%.

There is a steady regression on this variable until we reach SEM_C5 (Elite) where only 15% of 
population is represented by youth.

This age regression across the SEM spectrum has significant implications for all marketers, 
particularly at the top-end of the market, and challenges many of the conventions which might lead 
to an over-emphasis on youth-focused communication.

61% of SEM_C1 (Traditional Market) is rural but this orientation begins to tilt towards urban and 
metropolitan areas from  SEM_C3 (Middle Market).

At the top end of the market in SEM_C5 (Elite) over 90% of the market is found in urban or major 
metropolitan areas. The Big 3 Metros Gauteng, Cape Town and eThekwini, in turn, account for a 
very high percentage of these high-end consumers.

Almost two out of every three SEM_C5 consumers (63%) comes from these major centres.

As we shift the focus further down the cluster scale, the contribution of the Big Three Metros 
diminishes dramatically.

Contribution of the Big Three Metros 

SEM_C1  SEM_C2  SEM_C3  SEM_C4  SEM_C5

19%   20%   37%   56%   63%

This, coupled with the increase in African languages as “home language”, highlights the  
over-reliance of advertisers on English and Afrikaans for communication and the need for marketers 
to develop a more agile approach to planning and measuring return on investment (ROI) on a 
regional basis.

A media campaign which is restricted to the Big Three Metros will only address just over half the 
consumers in SEM_C4 (Upper Middle) and only one in three in the massive Middle Market (SEM_
C3).

MARKET SEGMENTATION SOUTH AFRICA • INTELLIGENCE FOR MARKETERS
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What is also important to note is that one in five (22%) of SEM_C1 consumer have their homes in 
Metropolitan areas.

83% of SEM_C5 (Elite) lives in free-standing houses with the balance living in cluster homes or 
apartments. Homes in SEM_C1 are characterised by a high incidence of traditional huts (27%), 
shacks (25%) and some RDP houses (12%). In rural areas, specifically, 42% of all SEM_C1 adults 
live in a traditional hut, whereas in metropolitan areas 62% of the SEM_C1 segment and 32% of 
SEM_C4 live in a temporary structure or shack.

There are fewer indicators that better illustrate South Africa’s alarming disparate wealth distribution 
than dwelling structures. This is a critical variable in the SEM segmentation weightings.

Whilst most consumers across the spectrum have access to electricity in the home, only 1% of 
SEM_C1 has access to running water in the home.

Less than 1% of households have a flushing toilet in the home compared to 51% in SEM_C3. It is 
only from SEM_C4 that the incidence of flush toilets in the home increases to over 90%.

Mobility is a critical limitation for those living at the bottom end of the market and particularly for 
those in rural areas. According to the OMC[1] ROAD Survey the average South African visits about 
four distinct destinations in any week. This remains consistent across the full SEM spectrum. 
Access to transport is however a major axis of polarisation.

Only 1% of SEM_C1 has a motor vehicle in the household compared to 98% for SEM_C5. This 
does not mean that people at the lower end of the SEM spectrum are totally homebound. When 
leaving the home 49% of SEM_C1 travel in a car each week and they also have the highest 
incidence of minibus taxi usage of all the SEM segments.

What varies is the nature of the out of home event and the destination itself. 40% of SEM_C1 travel 
to a place of worship each week compared to only 29% in SEM_C5. Visiting friends is a consistent 
travel activity, averaging around 46% in the lower SEM clusters declining at the top-end (SEM_C4: 
42% and SEM_C5: 40%). This reliance on external transport highlights the importance of remote 
communication.

Even in SEM_C1 85% of consumers have a mobile phone compared to only 61% with a TV set. 
The ubiquitous nature of the mobile phone and the high incidence of these devices in even the most 
remote and impoverished communities represents the single most important media opportunity for 
marketers and advertisers in South Africa. 
 
[1] Outdoor Measurement Council
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Secure perfect purchasing power ratios now more than 
ever, businesses look to their brands to deliver more 

strategic clout that translates into sales.

PURCHAS ING 
POWER

Data Insights
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At the core of socio-economic segmentation and the Socio-Economic Measure (SEM) 
Cluster model is the precision and agility needed to identify people with the potential to 
become purchasers or existing purchasers with the potential to switch brands. This is 
always a matter of balancing out the promise implied by a higher incidence of purchase 
and potential volume of purchase.

Incoming ratios in Household Income

Household Income (HHI) provides the most illustrative assessment of purchasing power 
across the have and have-not divide in South Africa.

The PPP (People, Products and Platforms) Fusion Study 2020 by the PRC, BRC and 
Nielsen reports an average HHI of R13,391. At R3,989 the Traditional Market known 
as SEM_C1 has the lowest HHI and although it represents 11,4% of all households it 
accounts for only 3% of the total monthly HHI in South Africa. This converts into a Power 
Ratio of 0,3 (Total Income % ÷ Total Household %).

There is a progressive increase in earning power and implied purchasing power, as we 
track up the SEM scale.

The Middle Market, referenced as SEM_C3 (R9114) is below the HHI norm and the Upper 
Middle Market of SEM_C4 (R18,510) above the. This relative per capita contribution is 
reflected in the shifting segment power ratios (SEM_C3 = 0,7 and SEM_C4 = 1,4). With 
respect to income, the midpoint of inflection for the SEM model occurs at that point 
where SEM_C3 transitions into SEM_C4: between the 65th and the 66th percentile.

Hyper link between employment and education

There is a strong predictive correlation between employment status and earning power. 
This module in this Market Segmentation: South Africa series applies the broader 
definition of unemployment as being all those who are not in paid employment or  
self-employment but who are currently available, rather than government’s narrow 
definition of unemployment which excludes those who are not actively seeking jobs.

Over 50% of adults in SEM_C1 (Traditional Market) and SEM_C2 (Transitional Market) 
are unemployed and only one in every four adults works full or part time. What is 
particularly alarming is that when we interrogate the data for youth (age 15-24 excluding 
learners) 81% in SEM_C1 are unemployed. (Compared to a statistic of only 24% youth 
unemployment in SEM_C5 (Elite Market)). The enormity of this challenge at a household 
level represents the most pressing task for the South African economy.

The link between education and employment is most evident. In SEM_C5 85% of adults 
have completed their schooling and 42% have a post-Matric tertiary qualification of some 
kind. Employment is at its zenith (70%) amongst this well-educated tertiary qualification 
group. This goes a long way to explaining the unrelenting emphasis on access to 
University education in less-affluent communities.

MARKET SEGMENTATION SOUTH AFRICA • INTELLIGENCE FOR MARKETERS
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As an alternative to full-time or part-time employment, the informal 
economy dominates many sectors of the market. Only 4,6% of all South 
Africans are self-employed (9,7% in SEM_C5) but of these 85% operate 
in the informal sector. In SEM_C1 and SEM_C2 92% of all people who 
are “self-employed” operate in the informal sector. This informal-sector 
orientation is also reflected by the low levels of formal banking in SEM_C1 
as only 51% of people in SEM_C1 are banked, compared to 92% in SEM_
C5.

In the lowest SEM segment one out of every three adults (35%) is 
dependent on SASSA social grants for survival.

Big click to online shopping

A look into current shopping habits confirms the recent impact of online 
shopping on the local retail market. Almost one in ten South Africans (8,7%) 
had shopped online as at the time of publishing the article. Two-thirds 
(69%) of all those online shoppers in the country were found in SEM_C4 
and SEM_C5, and in this top cluster, 27,9% of people were monthly online 
shoppers. This kind of data has huge implications for advertising and media 
strategies.

What we also see in SEM data is that segmentation for media strategy is 
more often than not a trade-off between targeting wealthy “high-incidence” 
segments and the middle market that invariably offers the largest volume 
of purchase. Analysis of a typical household FMW (Fridge/ Microwave/ 
Washing Machine) appliance mix illustrates this point. SEM_C4 and SEM_
C5 will always have the highest FMW incidence but SEM_C3 accounts for 
41% of all FMW appliances in South Africa. SEM_C2 accounts for 38% 
more FMW appliances than SEM_C5.

The implication of such dynamics is that advertising and media strategists 
need to go beyond the traditional pitch it high and let it trickle down 
approach. Brand custodians must recognise that there is a highly viable and 
active market outside of high-end households in Gauteng, Cape Town and 
eThekwini, and much more emphasis from advertisers should be placed on 
relative pricing and deep distribution beyond the top two SEM clusters.

It is possible to secure perfect purchasing power ratios but this needs a 
media strategy and buying team with the experience to cut through the 
clutter of substantial market data and pinpoint the best audience fit for a 
business – as it is only when we reach this point that we begin to talk about 
ultimate purchasing power.



The imperative to move from silo media planning to 
content mapping and a ‘value in’ instead of ‘cost out’ 

approach to media procurement.

Finding a logical starting point for an analysis of Platforms requires us to challenge 
the traditional understanding of Media Planning.

The historically misleading thing about Media Planning is that it implies that the 
medium itself is the place to commence the process. It’s essentially a throwback 
to the old chestnut from Marshall McLuhan, “the medium is the message”, which 
suggests to us that the media planner must simply get more media exposure: 
preferably for less money. Get the right balance of reach and frequency, add all 
the media numbers together, and you get a result.

However in a world where media distribution is ubiquitous, we are increasingly 
coming to understand that “the message is the message” and equally that “the 
message is content”. Increasingly the role of media strategists is to map out the 

PLATFORMS 
CONTENT

Data Insights
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optimal distribution of content across media platforms. Not just to maximise the total 
number of people exposed to the campaign but to maximise the relevance and impact of 
content delivery, at each and every point of the consumer interface. Not least of all at the 
point of purchase: whether that is in-store or online.

What is content mapping?

The “content mapping” approach is reinforced by the 2020 WFA (World Federation of 
Advertisers) Project Spring[1] which sets out to create a ‘value in’ instead of ‘cost out’ 
approach to media buying. A global best practice approach towards computing actual 
Return on Media Investment (ROMI) rather than the value of discount savings.

Attribution modelling means that maintaining share of consciousness, rather than a 
relatively competitive adspend share of voice, becomes the yardstick of success. In 
the future, trying to sell media based primarily on audience size and discounted cost-
efficiencies will be like running an advertisement for Dunkin Donuts in a Tim Noakes 
Banting-diet guidebook.

We need to look at media from the consumer’s perspective:

• Some consumers read (call them reading imperatives).
• Some consumers listen (listening imperatives).
• Some consumers apply watching or viewing imperatives.

Yet the vast majority of consumers do everything. They read. They watch. They listen. 

From Media Planning to Content Mapping

[1] https://wfanet.org/leadership/project-spring
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They interact and very often, they do it all at the same time or at least with no behavioural 
consciousness of shifting across channels.

As media strategists we need to analyse people’s content preferences and media consumption 
behaviour to discern their content priorities. Ultimately this allows us to break down the traditional 
media silos that are a barrier to holistic communication.

What’s on the box on content viewing?

To start seeing the dynamics of the South African media platforms clearly, we can switch on our 
Socio-economic Measure (SEM) intel on the TV landscape.

TV viewing is ubiquitous in South Africa. 92% of all people (87% in the Traditional Market referred 
to as SEM_C1) have watched TV in the past seven days. What is intriguing is that this exceeds 
claimed radio listenership (87%) over the same period, which raises questions about that 
medium’s traditional claims to deliver inaccessible market segments not reached by other media.

Looking beyond the reach offered by TV allows us to assess the impact of the viewing platform 
and the holistic viewing experience on the impact of any advertising message.

On average over 90% of all homes have a TV set (80% in SEM_C1[2]) but the functionality of those 
sets varies dramatically across the SEM spectrum. 97% of SEM_C5 (Elite Market) TV adults that 
have viewed TV in the past seven days have a Flatscreen/ HD set in the home, compared to 12% 
in SEM_C1. The inverse distribution pattern applies to Standard Box TV sets where they represent 
three out of every four sets (72%) in SEM_C1.

This has a significant impact on visual impact for any TVC.

A cellular view of content viewing

The only media platform with reach levels to rival TV is the mobile device as 98% of all adults have 
access to a cellphone[3].

When it comes to cellphones, ultimately the real differentiator is functionality. Incidence of 
smartphones is at its highest in SEM_C5 (94%) declining steadily down the SEM spectrum. Even 
at the low-end of the market one in every two cellphones (49%) is a smartphone. 92% of people 
accessing the internet in the past week have done so using a smartphone while only 12% made 
use of a desktop or laptop computer.

Ultimately access to internet and always-on access via a cellphone totally redefines the nature of 
content viewing, and the concept of the lean-in single screen viewing experience is obsolete.

The vast majority of South Africans (95%) still watch traditional live TV broadcasts but the intrusion 
of subscriber TV and digital technology becomes readily apparent as we progress up the SEM 
scale.

[2] Establishment Survey 2019          [3] Establishment Survey 2019 

22



23

In SEM_C1 only 12% of TV viewers watch some form of VDTV (Viewer Determined TV) or as it is 
sometimes known, TV on Demand (TVOD). Eight out of every 10 TV viewers in SEM_C1 (84%) 
are reliant exclusively on traditional TV broadcast format. Very few people are exclusively reliant on 
VDTV (3%).

The ratio of Live TV to VDTV shifts dramatically from SEM_C4 where 27% watch both TV formats. 
By the time we reach SEM_C5 the balance between Live TV and viewer scheduled engagement 
is almost a 50:50 balance. Much of this VDTV activity is still heavily fueled by the market dominant 
DSTV offering and even in SEM_C1 one in five viewers (21%) is a DSTV-subscriber.

DSTV drives these low-end subscriptions through offering subscriber packages such as DSTV 
Access (R110 pm) and DSTV EasyView (R29 pm) packages, which offer inter alia the “free 
channels” SABC1, SABC2, SABC3 and eTV.

The continued erosion of DSTV positioning as an exclusive top-end TV viewing platform is clearly 
illustrated within the SEM segmentation model. SEM_C5 may still account for 62% of subscribers 
to the DSTV Premium bouquet but this segment only accounts for 16% of total DSTV subscribers. 
SEM_C1 (8%) and SEM_C2 (15%) collectively account for more DSTV subscribers than the top-end 
cluster.

Against this backdrop it comes as no surprise that the three most viewed channels on DSTV are 
SABC1, SABC2 and ETV. Outside of this mix, the first exclusively DSTV offering is Mzansi Bioskop 
which further illustrates the changing nature of the Pay-TV market.

These dynamics make it clear that from a content mapping perspective, it is vital to go beyond “cost 
out” size of audience considerations and embrace the unique “value in” contribution of individual 
viewing platforms and content offerings.
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Get onto the Platform Zone: Radio and Reading in South Africa

In this part of our exploration of media platforms we scan why content reading and listening patterns are 
important when generating media strategy.

When it comes to media consumption, the vast majority of consumers do everything. They read, watch, listen 
and experience content as a seamless always-on offering. Replacing Living Standards Measures (LSMs), the 
South African Socio-economic Measures (SEM) segmentation tool is effective to inform how we craft a well-
received narrative.

Reading value into Content Reading

Much has been said about the demise of reading but as media planners, we must 
differentiate between reading as a behaviour and measured readership of print. 
Whether in the newspaper or magazine category, 52% of South African adults read 
online newspapers or magazines (compared to 93% watching television) but only 
41% read a printed edition.

One in ten magazine or newspaper readers are online readers but only 5% of these 
people read exclusively on a digital platform.

Readership is at its zenith in the Elite Market (SEM_C5) with 52% of all adults in this 
cluster reading newspapers (either print or digital). Incidence of total magazine reading is 
higher at 57% of this market but in a mirror move, (as is the case for newspapers,) 
there are fewer readers of printed editions (39%).

Newspapers and magazines remain a viable media platform for reaching the top-end of the Mzansi market. It is 
really only in SEM_C1 and SEM_C2 that the viability of this medium as an advertising platform may be called into 
question.
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Turn up the volume on Content Listening

When it comes to analysing listening behaviour in the post AMPS landscape we need to 
mine for insights across several available databases. Radio continues to offer high weekly 
reach across the full SEM spectrum. The last BRC RAM (Radio Audience Measurement) 
database reported that weekly radio listenership was a high performer at 92%.

Radio is often perceived to be an “in-car” medium but nine out of every 10 weekly listeners 
(93%) are listening to local radio waves in the home. This would account for the fact that 
three out of every four tune in on a “radio-set” or “hi-fi” at some point. It is interesting to note 
the enhanced commuting mobility at the top end of the market. In SEM_C5 73% of adults 
listen to radio while travelling in a car or taxi and in SEM_C1, almost half the weekly listeners 
will listen to radio at some point while commuting.

The strongest insight of all is the number of people listening to radio on a mobile device 
each week. Whether you are targeting listeners, viewers or readers, the ubiquitous nature 
of the cellphone as a content delivery platform needs to be factored into every advertising 
campaign.

The SEM segmentation model also creates an ideal platform from which media strategists 
can map out the distribution of stations. For example, SABC ALS (African Language 
Stations) have a strong affinity with SEM Cluster 1, 2 and 3. In this sector of the market 
Ukhozi FM remains the Number 1 station. From SEM_C4 other station offerings become 
more viable and Metro FM take over as the biggest station in SEM_C4 and SEM_C5.

From  SEM_C4 other regional commercial stations gain traction, along with top-end 
offerings, such as SAFM and Radio Sonder Grense. Talk Radio has its strongest affinity 
with SEM_3 which may also highlight the potential power of community radio as the “voice 
of the people”. An interest in Self-Help content also provides a lens into the contribution of 
community radio as a platform for community upliftment.
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Often too small to measure at an individual station level, 
collectively Community Radio is particularly effective in the middle 
market where almost one in every five radio listeners (18%) will 
tune into a community station during the average week. From 
SEM_C4 the contribution of Regional Commercial stations begins 
to establish a foothold and in many respects, successful Regional 
Commercial stations play the role of community station on a 
larger canvas.

Programme content listened to “most often” provides landmark 
insights into the trends unfolding within different market sectors 
in South Africa. At the top-end, for example financial reports 
and traffic are heavily relied on by listeners whereas religious 
programmes, radio dramas and celebrity entertainment gain 
traction at the lower end of the SEM model.

In abandoning the Medium is the Message mindset and 
embracing the reality that the Message is Content marketers 
can be assured the SEM segmentation model has the agility and 
functionality to tap into a rich source of freely available marketing 
and advertising data. 
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Media planning that interprets multiple studies  
to position brands

Category leaders are not randomly conceived but positioned with pinpoint 
purpose. If there is a home truth seen through the fourth lens in this series it is 
that media agencies must interpret multiple data streams. Their role is to identify 
into which specific market a specific brand can grow its share of category.

Media planning is all about market segmentation. Marketers can grow their 
slice of the market by basing media strategy on this data, as it points to market 
segments to which to communicate for a better chance at volume.

We started our journey into effective SEM segmentation by suggesting that inertia 
is not an option and that it is only by using all the available data that we will be 
able to calibrate new segmentation benchmarks.

Using SEM cluster segmentation to navigate through all the open source industry 
data provides us with agile insights and the reassurance that the revised socio-

PRODUCTS
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economic segmentation variables continue to show a consistent interpretation of the 
South African marketplace and media landscape.

In this article we scratch the surface of what this can mean for products and brands by 
discovering some market realities in sample categories of beverages, banking as well as 
food and groceries.

Growing Fusion adoption for growth strategies

When it comes to FMCG product and brand information, the release of the 4-way multi 
fusion database Fusion 2020 filled many of the gaps left by the demise of AMPS in 2016.

In an earlier module we reviewed the importance of data fusion in aggregating insights 
across multiple studies. This is particularly valid when we combine data from studies 
that capture longitudinal insights. That is to say actual behavioural data captured over a 
number of days, weeks or even months, rather than the traditional SESS (Single Event 
Single Source) questionnaire “snapshot” which harvests a respondent reply once at a 
fixed point in time.

In the case of digital media this might derive from using cookies for measurement 
of social media features or to analyse traffic. In the case of television viewing these 
longitudinal insights come from TAMS Peoplemeters which capture and report real-time 
viewing behaviour.

In this instance the branded FMCG information in Fusion 2020 derives from Nielsen 
Consumer Panel Services (CPS) or as it is sometimes known, the Nielsen Home Panel.

In South Africa the panel consists of 4 000 households that are audited monthly on actual 
purchases for the year. Using a systematic overlay of barcode scanning, cross-referenced 
with till slips and bin-audits, this equates to more than 210 000 actual “purchase events” 
during the course of the year. As such CPS audited data provides a really accurate mirror 
of actual market share at any point.

Based on CPS data Fusion 2020 database reports on 191 FMCG categories and 2 200 
brands (Light, Medium and Heavy consumption) as well as PAMS branded information on 
retail outlets (food and groceries/clothing/furniture and appliances), financial institutions 
and motor vehicles.

Household SEM truths from banking to beverages

In an earlier article in this series, we saw that the inflexion point from “unbanked” to 
“banked” was a good indicator of an individual being both employed and economically 
active in the formal sector. Using Fusion 2020 data we are now able to evaluate this 
engagement with the banking sector at a branded level. Capitec is the financial institution 
with the largest footprint in every SEM segment, with the exception of SEM_C5 where 
ABSA is the largest brand.
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In the retail sector we find similarly reassuring patterns.

Eat it up or dress it up

 When it comes to food and groceries Boxer Super Stores and Cambridge Food are well 
positioned against the lower end SEM_C1 and SEM_C2. At the top end Woolworths retains 
pole position against SEM_C5 with Food Lovers Market and Checkers/Checkers Hypermarket 
beginning to provide competition in that space. Checkers is presumably competing in this space 
with its new “FreshX” concept stores.

When it comes to buying clothing the SEM model again reflects the data’s ability to provide a 
reassuring representation of the retail market. We see Woolworths dominating in SEM_C5 but 
with increased competition from Cape Union Market. As expected, PEP Stores, Ackermans 
and Jet are well positioned at the lower end of the market with Mr. Price dominating the middle 
market. Unexpected entrants to this clothing market segment are Clicks and Dischem.

Other Outlet

SEM_C2

SEM_C3
SEM_C4

Woolworths

SEM_C5

OK Foods

SEM_C1

Boxer  
Stores

Cambridge Food

Base: HH DECISION MAKERS 
Source: Fusion 2020 (PAMS 2019, TAMS 2020, CPS 2019, DCS 2020), Weighted by: Population

U Save
Shoprite

Spar/ 
Super Spar

Pick ‘n Pay 
Hypermarket

Game / Foodco

Makro
Food Lovers Market

Checkers/ 
Hyper



Drink it in

It is the granularity of data at the product and brand level that generates tremendous value. While it is not 
feasible to unpack detailed insights across all 2 000 brands in Fusion 2020 data in one article, we can illustrate 
the robust versatility of SEM segmentation by a topline evaluation of the CSD (Carbonated Soft Drinks Market).

Looking at a simple selection of the SEM clusters we can see that the leading brands Coca Cola, Sparletta and 
Fanta are predictably reported in the top three positions however the robustness of the data is illustrated by the 
shifts in branded CSD consumption amongst smaller brands.

In SEM_C1 the first challenger brand in at Number 4 is Stoney Ginger Beer. From SEM C_3 Sprite claims that 
position with Twist knocking Stoney out of the top 5 brands. In SEM_C5 the surprise entry into the Big 5 is 
Kingsley. Also displacing Stoney and Twist in the top five ranking.

The breakdown of branded insights by Light, Medium and Heavy consumption provides an additional layer of 
valuable data for segmentation and planning purposes.

Once again within the CSD market we can evaluate two of our challenger brands in terms of determining relative 
strengths and weaknesses. Both Stoney Ginger Beer (6,7m consumers) and Kingsley (5,1m consumers) show 
a strong volume contribution from SEM_C3 and a diminishing contribution to sales at both extremes of the 
market.
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Source: Fusion 2020 (PAMS 2019, TAMS 2020, CPS 2019, DCS 2020), Weighted by: Population

Pep StoresSEM_C1
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SEM_C3 SEM_C4
Jet

Ackermans

Truworths
Edgars ANY

SEM_C5 Woolworths

Cape Union Mart

Clicks/Dischem

Pick ‘n Pay ANY

Totalsports
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The most interesting and functional narrative is delivered by evaluating the ratio of Medium-Heavy 
users relative to Light users.

Stoney has a negative power ratio (ƒ = 0,7) which means that more focus is required on driving 
consumption volume amongst existing users. This is particularly noteworthy in SEM_C3. In this SEM 
segment, which is the single biggest contributor to volume for the brand, the power ratio is lowest 
(ƒ = 0,6). In terms of media planning segmentation this might suggest a need to focus media into 
this SEM_C3 segment.

Kingsley has a power ratio of ƒ = 1,6. This is at its highest (ƒ = 1,8) in SEM_C3. In simple terms trial 
is more likely to be converted to regular consumption. From SEM_C4 however this ratio declines 
rapidly (ƒ = 1,4) and although this is still a positive yield, it does suggest a need for communication 
into this SEM_C4 segment.

The SEM based  data set is growing in both representation and functionality each year using global 
best practice data fusion techniques. When it comes to new data and research, there is only one 
real option open to advertising strategists and media planners in South Africa.

Use it or Use it!

Drawing data and insights from the most recently published industry database PAMS_2019 (released April-2020) and the 
Nielsen Fusion Study 2020 (released November_2020), we interrogate the SEM model through four lenses. People and 
Places, Purchasing Power, Products, and Platforms.
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THE SEM JOURNEY
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ACROSS

1. In a fragmented media landscape, we are 
increasingly reliant on a _____ data pool to 
create a meta-analysis for market and media 
segmentation.

3. From a content mapping perspective, it is 
vital to go beyond “cost out” size of audience 
calculations and embrace the unique “value in” 

contribution of all _____ platforms and content 
offerings.

5.	 Radio	continues	to	offer	high	weekly	reach	
across the full SEM spectrum and the 
segmentation model creates an ideal tool for 
mapping out this reach distribution across all 
stations and _____ platforms.
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6. Using SEM segmentation is usually a _____ 
between targeting high incidence levels in top-
end Supergroups and the middle market which 
invariably	offers	the	largest	volume	of	purchase.

7. There are a number of free to marketer industry 
databases	which	collectively	offer	much	of	what	
was previously found in _____ and in many 
instances	significant	more.

12. The POPI Act and the constraints it enforces for 
personalised data-driven marketing has been 
the catalyst for a renewed interest in traditional 
market _____ methods.

16. The SEM model uses 14 variables to compute 
the various data points and clusters and _____ of 
these 14 variables are the same as those used in 
the LSM model.

17. The ubiquitous nature of the _____ across the 
SEM Cluster continuum probably represents 

the single most important media opportunity for 
marketers and advertisers in South Africa.

18. _____ remains a viable content platform for 
reaching	the	top	end	SEMC	clusters.	Effectively	
it is really only in SEM Cluster1 and Cluster2 that 
the viability of newpapers and magazines as an 
advertising platform may be called into question.

19. When it comes to FMCG product and _____ 
information the 4-way multi fusion database 
Fusion2020	has	filled	many	of	the	gaps	left	by	
the demise of AMPS.

20. There is a strong predictive correlation between 
employment status and earning power, and a 
progressive increase in _____ power, as we track 
up the SEM scale.

DOWN

2. Using SEM segmentation to navigate through all 
the _____ industry datasets illustrates that the 
SEM	model	continues	to	offer	a	reliable	and	agile	
interpretation of the South African marketplace 
and media landscape.

4. _____ is the statistical technique we use to 
integrate multiple datasets in order to produce 
more holistic and agile marketing insights that 
can be provided by any single-source database.

8. Media strategists need to abandon the Medium 
is the Message mindset and embrace the reality 
that the Message is _____. To move away from 
traditional Media Planning into a _____ Mapping 
construct.

9. The Socio Economic Measure (SEM) is 
essentially a data _____ and is most illustrative 
when insights are narrated horizontally across 
this continuum, rather than vertically by 
individual SEM cluster.

10. At a functional level the _____ typology merely 
represents the most recent iteration of a national 
socio-economic segmentation model and it 
fulfils	the	same	macro	segmentation	function	as	
LSM.

11.	The	SEM	typology	has	a	stronger	focus	on	fixed	
_____ items such as building materials and is not 
as heavily dependent on purchasable technology 
and household durables as LSM.

13. The _____ segmentation model consists of 5 
clusters or Supergroups.

14. There are a few indicators that better illustrate 
South Africa’s alarming disparity in _____ 
distribution than dwelling structures. This is 
a critical variable in the SEM segmentation 
weightings.

15. The most functional application of the SEM 
typology is derived from using clusters. Or as 
they are more widely known _____.
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Ebony+Ivory 

Ebony+Ivory is a full service marketing intelligence, media and design agency 
that delivers beyond brief, ahead of time and on budget. The hub of intelligent 
solutions - known to its friends as E+I - originates and connects brand, marketing 
and communication strategy with creative direction and realisation, together with 
media strategy and buying for smart campaign ROI. The agency has a touch of 
pure gold as it is a multi-generational family business with a 51 year heritage – a 
golden dimension that sees the Ebony+Ivory generation of today working to build 
the brands of tomorrow and the people who build them. 
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