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COVID- 19 PROVES THAT MEDIA’S VALUE IS GROWING

TECHNOLOGICAL 
DEVELOPMENTS

GOING 
GREEN

SOURCE: THEDRUM.COM

• On the one hand, social distancing has led to a spike in at-

home media consumption, and growing numbers are turning 

to news providers for timely and trusted information on the 

crisis. 

• At the same time, some of the most valuable broadcast 

content – such as live sports – is being postponed or cancelled, 

leading to spending reallocations by advertisers and a 

subsequent drop in income for media companies.

• The current disruption may be unprecedented, but the media 

industry has been upended many times before.

• There is evidence that media engagement intensifies during 

shelter-in-place events. In 2017, Nielsen measured a 56% 

increase in television usage in the US during Hurricane Harvey. 

The trend is replicated in today’s context too. Italy and South 

Korea, two countries further along in their experience of the 

pandemic, have seen increases of 12-17% in TV consumption.

• What has stayed constant is the indispensable role that media 

play in society. Media don’t just help us pass the time; they 

keep us informed. Increasingly, media create shared cultural 

moments and reflect who we are as people.

• Media is playing an important role in the COVID-19 

response, even as it poses challenges to the industry.

• New research shows between 80% and 90% of people 

consume news and entertainment for an average of almost 

24 hours during a typical week.

• The industry faces key challenges in the future of advertising 

and attention.
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INCREASED GLOBAL MEDIA CONSUMPTION

SOURCE: STATISTA

The coronavirus outbreak has caused 

media consumption to increase in 

countries across the globe, with book 

reading and audiobook listening up by 

14 percent, social media usage seeing 

an increase of 21 percent, and news 

consumption rising by 36 percent. Some 

consumers were more engaged with 

the news than others, with the share of 

Australians and French respondents 

who significantly increased their news 

consumption standing at around eight 

to ten percent lower than the global 

total. Perhaps unsurprisingly, 

comparatively few people spent more 

time reading newspapers and 

magazines or listening to the radio (all 

media pastimes which have waned in 

popularity in recent years) but time 

spent on social media and video 

streaming services grew substantially in 

some countries, particularly the 

Philippines. Meanwhile, in nearby 

Singapore social media usage time 

grew by just 18 percent.



CONSUMPTION BY GENERATION
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CONSUMPTION BY GENERATION
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MEDIA CONSUMPTION IN THE AGE OF COVID -19

SOURCE: JPMORGAN.COM
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Twitter recently 
announced that for Q1 

2020, the average total of 
monetizable daily active 

users reached 
approximately 164 million, 
which is up 23% from last 

year.

Cable news channels have 
seen their ratings double 

over the past month

The New York Times has 
also experienced record 

levels of engagement that 
is boosting subscriber 

levels beyond expectations

“Overall, we have seen a 
10-20% growth in ratings 

for a majority of broadcast 
shows, which is atypical 
this time of year,” says 

Alexia Quadrani, Head of 
U.S. Media Equity 

Research.

MORE SOCIAL MEDIA CONNECTIONS THAN EVER BEFORE

Facebook’s total use across its messaging services has 
increased by more than 50% 

On Messenger and WhatsApp channels, voice and video 
calling more than doubled in the same timeframe

In Italy, for example, time spent across its app suite was up 
70% since the outbreak, and group calling increased by 
1,000% during the last month

The Snap community increased by 11 million daily active users 
to an average of 229 million. Communication with friends 
increased by more than 30 percent during the last week of 
March compared to the last week of January; larger markets 
experienced spikes of more than 50 percent

According to Pinterest, the company has recently experienced 
record levels of users searching and saving new ideas, as well 
as creating new boards to help organize their projects during 
this time at home



STREAMING SEES CONTINUED EXPANSION

SOURCE: JPMORGAN.COM

“A permanent shift has taken place across the industry from a 
linear platform to a digital platform.”
- Alexia Quadrani Head of U.S. Media Equity Research

“There has never been a point in 
history where so much original 

content is available,” notes 
Quadrani. Amid the global 

pandemic, Verizon has reported 
that video streaming is up 12 

percent.

Large media conglomerates are 
also entering the streaming space 
through mergers and acquisitions

“A permanent shift has taken place 
from a linear platform to a digital 

platform,” she says. “All traditional 
media companies are now 

assessing whether to build their 
own in-house capabilities or buy.”

When these new streaming 
services come to market, they may 

need to rely more on library 
programming initially since COVID-

19 has halted the production of 
original content.

For the first quarter new Netflix 
subscriptions were 15.8 million, 
which far surpassed J.P. Morgan 

estimates of 8.8 million

Audience churn rate is also likely to 
accelerate as consumers return to 
normal consumption patterns. “It 
will be a question of whether the 

growth in new subscriptions is 
sustainable,” says Anmuth.



STREAMING SEES 
CONTINUED EXPANSION

SOURCE: VISUALCAPITALIST.COM

While staying abreast of pandemic updates is 
important, ultimately, a positive mindset and the 
ability to switch off will help people cope better day-to-
day.

Therefore, it seems reasonable that people are more 
inclined to invest in new subscription services since 
they have been in isolation, with almost one-third of 
Gen Zers considering purchasing Netflix, followed by 
Disney+.



HOW CORONAVIRUS IS CHANGING OUR VIEWING HABITS

SOURCE: MLIVE.COM

MORE WEEKLY 
CONTENT

• The average 
household is 
watching TV at 
least 8 hours more 
per week. That’s a 
full workday more. 

• In early March 
2020, the average 
household watched 
57 hours of content 
per week. That’s 
now up to 66 hours 
a week.

MORE LATE-NIGHTS

• The data shows a 
40% increase in 
viewing during the 
late-night hours.

• The largest 
increases are 
happening 
between 11 p.m. 
and 2 a.m. 

• On top of that, 
there’s been a 6% 
decrease between 
6 a.m. and 8 a.m., 
indicating people 
are staying up later 
and sleeping in 
longer.

A LOT MORE NEWS 
CONSUMPTION

• Comcast data 
shows a whopping 
64% increase in 
consumption of 
news programming 
since the start of 
COVID-19. 

• News viewing 
reached a peak the 
week of March 30. 

• Since that week, 
Comcast has found 
consumption has 
leveled off to about 
a 30% increase.

DAYS BLURRING 
TOGETHER

• Comcast says 
normally, people 
are watching a lot 
more programming 
on weekends.

• Since the start of 
COVID-19, the data 
shows weekdays 
are pretty much at 
the same viewing 
levels and trends as 
weekends.

• Monday has 
become a more 
popular day to 
watch TV than 
Saturday.

COMEDIES, DRAMAS, 
REALITY TV, ACTION & 

ADVENTURE

• Data from Comcast 
shows people are 
actually watching 
the same types of 
content they 
normally would, 
they are just 
watching more of 
it.

• During COVID-19, 
viewing of dramas 
has increased 30%, 
news 29%, 
comedies 18%, 
reality shows 15% 
and action and 
adventure 15%

VIDEO ON DEMAND

• Comcast says its 
data is showing a 
slow decrease in 
DVR usage, while at 
the same time 
there’s a 50% 
increase in video 
on demand usage

• There’s been a 
double-digit growth 
for discovery-
related voice 
commands such as 
“what to watch” 
and “surprise me."

According to data just released from Comcast, people are actually watching so much more content on TV that 
weekday and weekend viewing habits are now blurring together.



TV: TOP CHANNEL USAGE

SOURCE: DSTV MEDIA SALES MAY 2020



TV: VIEWERSHIP & GENRE PREFERENCES

SOURCE: DSTV MEDIA SALES MAY 2020



THE IMPACT OF COVID-19 ON SOCIAL MEDIA CONSUMPTION

TECHNOLOGICAL 
DEVELOPMENTS

GOING 
GREEN

SOURCE: THEMEDIAONLINE.CO.ZA

• Everyone is turning to their mobile devices and to various 

social media apps to check on their loved ones around the 

country and the globe, sending them virtual love and 

themselves trying to feel less alone during this time.

• As a result, social media usage has grown dramatically and 

now, new data from insights and consulting firm Kantar has 

revealed exactly how much some apps are benefiting.

• Overall, Facebook owned WhatsApp has seen a 40% increase in usage that grew 
from an initial 27% bump in the earlier days of the pandemic to 41% in the mid-
phase. For countries already in the later phase of the pandemic, WhatsApp 
usage has jumped by 51%.

• In addition, WhatsApp, Facebook and Instagram saw a 40%+ increase in usage 
from this same demographic. This is the working class demographic, the 
household decision making population.

• While some people perceive social media in a negative way, especially for Gen-
Zers, platforms such as TikTok have been a source of comfort for this generation 
during this time of social distancing. Teens on TikTok are bringing people 
together with memes about coping during the COVID-19 pandemic.

• Videos with the hashtag #Coronavirus have been viewed more than 5.5 billion 
times on TikTok

• With the number of fake news articles going around, people are hungry for 
authentic news. With that, social sites such as Twitter and online news channels 
have seen a spike in traffic this year

• Twitter’s daily usage has jumped by 23% this year as people flock to the service, 
over and over, to keep track of what’s happening.

• Some companies have not fallen far behind; most have taken advantage of this 
scenario and have moved budgets to amplify digital while the nation is locked 
down.



EXPECTATIONS: THE ROLE OF SOCIAL MEDIA

SOURCE: GWI COVID-19 RESEARCH

No significant change in the perception of social media. 
Providing fact-checked content is perceived as the most important role for South African consumers



RADIO ON THE RISE

According to the Kantar Barometer (a survey 

conducted just before South Africa’s lockdown), 

there was a 30% claimed increase in radio listening 

over the previous month 

• 702 (Gauteng) – streaming up 41% (March 2020 vs Feb 2020)

• CapeTalk (Cape Town) – streaming up 47% (March 2020 vs Feb 2020)

• Jacaranda FM (Gauteng) – increase of 128 000 live streams in week before 

lockdown

• Gagasi FM (KZN) – 73 000 streams of their app in March

• Smile FM (Cape Town) – app users up 104% and streaming up 53%. Social 

media numbers up over 100%..

ALS (African Language Stations

The anecdotal evidence is clear: significant increases in call-ins, more WhatsApp 

engagement, a huge increase in activity on presenters’ social media channels 

to the extent that listeners want to carry on the conversation for longer on social. 

People listening for longer.

And the topics they want to talk about? Chores, bingeing, gaming with kids, 

exercise, creative menus, cooking etc.

SOURCE: THEMEDIAONLINE

Regional radio is going national; 64% of all Gagasi FM app livestreams in March 

(47 000) were from Gauteng. Gagasi is a KZN regional station. Fifteen percent of 

Smile FM streaming traffic (a Cape Town station) is coming from Pretoria. Clearly, 

people feel the need to be in touch with their place of origin and there is no 

better example of family than a radio station. 

The other big pattern change is people listening to radio via digital devices. 

Every stat quoted here is of digital listening via streaming or app. For instance, 

Jacaranda FM reported 128 000 new app livestreams in the week prior to 

lockdown.…Digital listening is up significantly….
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THE DEMISE OF PRINT IN SA

Associated Media Publishing (AMP), one of SA’s most well-known independent media 

houses, is closing shop permanently. AMP CEO Julia Raphaely announced in a press 

release that the company will cease trading and publishing its magazine titles from 1 

May 2020. The revelation follows weeks of retrenchment negotiations and the recent 

closure of House and Leisure, which cost about 30 jobs. The total shutdown will affect 67 

additional staff. 

“The unexpected and devastating impact of Covid-19 causing the closure of printing 

and distribution channels, the global halt on advertising spend as well as the inability to 

host events for the foreseeable future, have made it impossible to continue trading, 

despite large amounts of personal funds having gone into AMP.”

Reg Rumney, an independent media consultant, says this is the first closure of such a 

prominent publishing house in the country, especially with such a long history. “It is very 

symbolic,” he says.

There was also the closure of Marie Claire, which put out its last issue in December 2018 

(also AMP), Entrepreneur SA went digital in 2018 while the Oprah Magazine was closed in 

2014, AdVantage in 2013 and the circulation of Men’s Health fell by 42% in 2019.

“Print media is facing an unprecedented time during the coronavirus crisis,” he says, 

adding that print has been in trouble for some time now as circulation numbers and 

advertising revenues have been spiralling from one quarter to another. 
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THE DEMISE OF PRINT IN SA

Caxton & CTP Publishers & Printers said it had decided, in principle, to close its 

magazine division. This affects at least 10 magazines, some of which are household 

names in SA that have been in circulation for decades.

The titles affected are Bona, Country Life, Essentials, Food & Home, Garden & Home, 

People, Rooi Rose, Vrouekeur, Woman & Home and Your Family.

Caxton's board said the steady and continuous reduction in advertising spend in the 

magazine sector as well as the decline in circulation revenues had, over a number of 

years, significantly reduced the viability of the magazine business.

The company said the Covid-19 lockdown had seen a significant downscaling of 

activities by all of the group’s clients. The high level of cancellations of advertising in 

the period leading up to  and over the lockdown had already had a major impact on 

trading.

“As such, the significantly reduced revenue exacerbated by the potential long-term 

impacts of Covid-19, combined with reducing circulations, are insufficient to sustain the 

business in the short and long term.”

In view of these challenges, the group had decided in principle to close its magazine 

division.



WHY YOU SHOULD KEEP ADVERTISING

SOURCE: NIELSEN

‘PANDEMIC PARADOX’: MEDIA 
CONSUMPTION UP | MEDIA 
BUDGETS DOWN

There's a 5% increase in Total TV usage 
through the 3rd week of May as 
compared to the pre-COVID week of 
March 2nd.

Throughout the shelter at home period, 
adults were spending 70% more time on 
their smartphones each day.

Budget cuts reduced spend for most 
marketing tactics by nearly 50%. The only 
tactic that seemed to be unscathed? 
Search.

‘BE AFRAID OF CUTTING AD SPEND’: 
~2% REVENUE LOSS FOR 
EVERY QUARTER OF PULLED 
INVESTMENT

Advertising cuts could mean an extended 
recovery period. Brands that completely 
cut advertising for the rest of 2020 could 
be facing revenue declines of up to 11% 
in 2021.

It takes up to 3-5 years of solid and 
consistent brand building efforts to 
recover from extended periods where 
media spend was completely cut.

‘DON’T DROP THE MIC’: 0.5% MARKET 
SHARE INCREASE FOR EVERY 
INCREMENTAL 10% SHARE OF VOICE

Marketing can enable both short- & long-term 
success: The long-term impact of marketing is 
88% higher than the short-term impact.

If you’re a ‘Leader Brand’ there’s even more 
potential: You could gain 1.4% market share for 
every incremental 10% Share of Voice.

Saturation rules still apply: This time with 
stressed budgets provide a good opportunity to 
show Share of Voice gains without over-
saturating your message.

During this time of change that resulted from COVID-19, consumer decision-making has morphed, impacting how people shop 
(in-person or online), what is shopped for, and the frequency. And while consumption was significantly up for an extended 
period of time, as more consumers make their way outside, the numbers have started to level out.



DIVERSIFICATION OF MEDIA CONSUMPTION APPEARS 
TO BE SLOWING

GOING 
GREEN

SOURCE: THEDRUM.COM

• In wave 2 in early April, there were small decreases evident for 

many of them, suggesting that initial enthusiasm was being 

replaced by a sense of fatigue among at least some consumers. 

• This pattern has continued in wave 3 in mid-April, with almost all 

of the 20 tracked activities seeing another small decline. 

• Of course, in some cases this will be the result of countries 

beginning to ease “lockdown” restrictions; there simply aren’t as 

many people still confined to their homes, and so there isn’t as 

much additional time to spend on media activities. But especially 

among younger groups, we’re also seeing evidence of people 

focusing on activities that were already popular among their 

demographic. If we look at Gen Z as an example, some the 

strongest figures come for things like social media, messaging 

services, videos, and streaming services; in each case, over 50% 

say they are spending more time on them, and around a quarter 

or more say they expect to continue this increased level of 

consumption after the outbreak. 

• Effectively, the initial diversification is giving way to a more 

concentrated focus on key activities.

In wave 1, we saw a wide range of media and in-home activities 
benefitting as people looked for ways to fill their time during 
“lockdown”. 



IN-HOME & MEDIA CONSUMPTION CHANGES

SOURCE: GWI – CORONA FINDINGS

SA citizens are spending significantly 
more time on the following:

• 40% reading more books or 
listening to more audiobooks

• 60% spend longer on messaging 
services (e.g. WhatsApp)

• 57% spending longer on social 
media

• 50% spend more time cooking
• 62% watching more news 

coverage
• 54% watching more shows or 

films on streaming services
• 55% watching more videos (e/g/ 

YouTube)
• 46% watching more broadcast 

news channels
• 45% spend more time on apps

All stats in this report are from a GlobalWebIndex March 2020 custom recontact survey among 1,004 (Australia), 1,001 (Brazil), 1,003 (China), 1,016 
(France), 1,010 (Germany), 1,010 (Italy), 1,079 (Japan), 1,008 (Philippines), 1,008 (Singapore), 573 (South Africa), 1,005 (Spain), 1,040 (UK) and 1,088 (USA) 
internet users aged 16-64.



IN-HOME & MEDIA CONSUMPTION CHANGES:  TRENDED DATA

SOURCE: GWI – CORONA FINDINGS

Some of the activities we expect to see 
permanent increased behavioural 
changes in include:

• Music streaming services
• Reading more & listening to 

audiobooks
• Watching more news coverage
• Using live streaming services



 Planit Media

DEVICE USAGE

SOURCE: GWI

22% Millennial’s 
-gaming 
consoles

57% Gen Z -
laptops

51% Higher 
Income – PC / 

Desktop

17% - Smart 
Speaker

79% Gen Z –
Smartphone / 
Mobile phone

12% Higher 
Income –

Smartwatch

30% Higher Income - Tablet
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SMARTPHONE: TRENDED DATA

SOURCE: GWI – CORONA FINDINGS 
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POST-OUTBREAK BEHAVIORAL CHANGES

SOURCE: GWI – CORONA FINDINGS 



SUMMARY OF FINDINGS

Role of media is still to 
provide authentic news & 

entertainment content

Globally, audiences are 
reading more, listening to 
more audiobooks, social 

media & news consumptions 
is up

In SA, audiences are reading 
more magazines, listening to 
more radio, watching more 
news & spending more time 

on social media channels

TV & streaming consumption 
has seen an increase & are 
an attractive medium for 
advertisers due to home-

bound audiences

Twitter, Facebook Messenger 
& WhatsApp have seen 

dramatic spikes as means to 
connect with loved ones 

Initial enthusiasm for 
activities is dwindling giving 
way to more concentrated 
focus on key activities that 
appeal to each generation

Permanent increased 
behavioural changes include 

Music & TV streaming, 
Reading more & listening to 
audiobooks, Watching news 

coverage
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