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SAARF AMPS Dec 13 is the picture of stability, with few significant changes coming through in the data. 

Contributing to this stability is the re-use of the small-urban/rural sample from the previous AMPS release. 

Usually, each new AMPS release introduces a new small-urban/rural sample, covering the next six months 

of the year. For AMPS Dec 13, the SAARF Board decided not to interview the small-urban/rural sample in 

the July to December 2013 period, but to re-use the January-June 2013 data.  

The result of this is that any changes seen in this release are from audience shifts in large urban areas: 

metros, cities and large towns, all with community sizes of over 40 000. 

TRENDING DATA 

AMPS Jun 13 (July 2012-June 2013) marked the start of a new trendline for media, following the inclusion 

of new population estimates modelled on data from Statistics SA’s Census 2011. The new population 

estimates had a marked effect on AMPS Jun 13, radically changing the playing field so that surveys prior to 

the update were not comparable. 

AMPS Dec 13, as the second release after the population update, can be trended against AMPS Jun 13. 

FIELDWORK PERIOD 

 The large-urban component of AMPS Dec 13 covers January to December 2013. 

 The small-urban/rural component covers July 2012 to June 2013. This sample is identical to the 

previous AMPS release, AMPS Jun 13. 

UNIVERSE SIZE 

The AMPS universe covers all adults aged 15 years and up, totalling 37.214-million. The household 

population is 14.978-million. 

 

 

This report compares results from two releases: 

 The current release, AMPS Dec 13 (large-urban component January to December 2013; small-

urban/rural component July 2012 to June 2013); and  

 The previous release, AMPS Jun 13 (July 2012 to June 2013). 

  

SAARF AMPS® DEC 13 
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There were few significant changes when it comes to the demographic profile of 

the AMPS universe. 

LSMs 

While there were no significant shifts, there was nonetheless positive movement 

for the LSM groups, with people continuing to migrate out of the lower groups 

into the higher groups. 

 

EDUCATION 

Education levels are stable, although all categories are trending up slightly.  

WORK STATUS 

Levels are similar to those seen in the previous AMPS release, with no 

improvement in the levels of employment. 

HOUSEHOLD INCOME 

Average household income rose from R9 364 to R9 777, an increase of 4.4% over 

a six-month period (large urban only). There was a significant rise in the 

percentage of people in the top income bracket: up from 14% of people with an 

average household income of R20 000 or more, to 15.2%.  

 

27.2% 

employed 

 8.7% employed  
part-time 

 30.5% 
unemployed 

 

47.1% 
have matric 

 92.5% have 
functional literacy 

 

86.6% 
have a personal 

cellphone 

 Home phones 
continue to 
decline, from 
12.1% previously, 
to 11.3%. 

DEMOGRAPHICS 
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HOUSEHOLD INCOME 
GROUPS 

AMPS  
Jun 13 

AMPS  
Dec 13 

Up to R799  2.7% 2.8% 

R800-R1 399  9.4% 9.0% 

R1 400-R2 499  11.5% 11.0% 

R2 500-R4 999  20.8% 20.5% 

R5 000-R7 999  16.6% 16.7% 

R8 000-R10 999  11.5% 11.3% 

R11 000-R19 999  13.6% 13.5% 

R20 000+  14.0% 15.2%  

 

ACCESS TO SERVICES, AND DURABLES IN THE HOME 

There is high access to electricity (92.9%) and water in the home or on the plot (82.3%), while 68.1% of 

homes have flush toilets. In terms of durables in the home, most homes now have refrigerators (83%). 

 

 

 

Print readership has remained largely unchanged over the previous survey, with total print stable at 64.0%, 

which is a slight upward trend over AMPS Jun 13. The print audience is 23.811-million strong. 

 

 

 

 

 

  

PRINT 

NEWSPAPER READERS 

 

55.2% male 
27.0% aged 35-49 
54.3% in LSM 5-7 

32.9% live in Gauteng 
 

MAGAZINE READERS 

 

51.8% female 
29.3% aged 15-24 
51.7% in LSM 5-7 

33.2% live in Gauteng 
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Newspaper readership remained stable over AMPS Jun 13; 47.8% of the adults who live in South Africa read 

a newspaper. Dailies reach 29.8% of all adults, weeklies reach 31.6%, and monthlies reach 2.8%. 

In total, newspapers are read by 17.788-million adults aged 15+. Dailies have an audience of 11.080-million, 

and weeklies an audience of  

11.745-million. 

The average number of newspapers read per adult is 2.05 in total, with 

people reading an average of 1.32 dailies, and 1.69 weeklies. 

AVERAGE ISSUE READERSHIP 

With no increase in people’s six-month reading, which is the first 

screening question in the AMPS newspaper section, it was to be 

expected that there would be few changes when it came to average 

issue readership (AIR) of titles.  

While there were a handful of demographic shifts in newspapers’ 

audiences, there were no significant readership changes for any 

individual newspaper title. 

NATIONAL NEWSPAPERS 

 Readership of The Times is up in the Reef (which are the urban 

areas of Gauteng excluding Joburg), in Pretoria and in the Vaal. 

 City Press saw its readership increase in Bloemfontein. 

 Vuk’uzenzele grew its readership in metros and in the Western 

Cape. 

 

 

 

 

 

 

 

  

TOP NATIONAL PAPER 

 

9.8% 
reach across SA. 

3.658-million readers 

TOP GAUTENG PAPER 

 

15.2% 
reach across Gauteng 

and surrounds. 

5.661-million readers 

Shows the most 
movement of any 

newspaper (trending up 
from 14.7%). 

TOP KWAZULU-NATAL 

PAPER 

 

2.9% 
reach across  

KwaZulu-Natal. 

1.065-million readers 

TOP WESTERN CAPE 

PAPER 

 

2.9% 
reach across the 
Western Cape. 

1.097-million readers 

TOP FREE 

STATE/N.CAPE PAPER 

 

0.4% 
reach across the Free 
State/Northern Cape. 

135 000 readers 

NEWSPAPERS 
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Like their newsprint cousins, magazines’ average-issue readership remained 

stable over the previous AMPS, although there was slightly more movement 

in this print sector than there was in newspapers. (Two magazine titles 

upped their readership over the previous survey.) 

In total, magazines are read by 47.6% of all adults in South Africa, amounting 

to 17.729-million readers. 

 Any weekly magazine: 25.1% readership, 9.347-million readers. 

 Any fortnightly magazine: 4.0% readership, 1.483-million readers. 

 Any monthly magazine: 36.9% readership, 13.742-million readers. 

 Any alternate-monthly magazine: 5.3% readership, 1.989-million. 

 Any quarterly magazine: A significant decline in average-issue 

readership, down from 2.0% in the previous survey to 1.5%, with 

561 000 readers. 

On average, people read 3.06 magazines each. 

There were readership and demographic shifts in the following magazine 

sectors: 

FAMILY INTEREST MAGAZINES 

This sector was relatively buoyant. While no title upped its overall 

readership, Drum grew its audience in metro areas, while Bona grew its 

audience in Cape Town. 

WOMEN’S GENERAL INTEREST MAGAZINES 

True Love has seen its readership decline in cities and large towns. Moving in 

the opposite direction, Kuier is up in cities and large towns. 

ENTERTAINMENT/CELEBRITY MAGAZINES 

DStv magazine is one of the two magazine titles which grew its 

readership over the previous period, from 10.9% to 15.1%. This growth is 

likely the final effects of the title’s name change from Dish and skottel to 

DStv; this is the first full 12-months of data for the title as DStv. The title’s 

audience is now 5.616-million. Growth came from Gauteng, KwaZulu-Natal, 

the Western Cape and Free State. 

People has increased its male readership.  

SA’s BIGGEST MAG 

 

15.1% 
reach, with  

5.616-million readers. 

SA’s #5 MAG 

 

6.7% 
reach, with  

2.494-million readers. 

SA’s #4 MAG 

 

8.1% 
reach, with  

3.016-million readers. 

SA’s #3 MAG 

 

8.6% 
reach, with  

3.210-million readers. 

SA’s #2 MAG 

 

10.4% 
reach, with  

3.878-million readers. 

MAGAZINES 
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SPORT/HOBBY MAGAZINES 

The second increase in the magazine sector is for kickoff, which increased its reach from 9.6% 

previously to 10.4%, to a total of 3.878-million readers. Gains came from metro areas and Gauteng, with 

more male readers.  

Amakhosi’s Cape Town audience is up. 

 

PRINT ACCESS PLATFORM 

As has been the case since SAARF began measuring how people access their media, there has been very 

little growth for the reading of print titles online or on cellphones. Only 1.4% of readers are exclusively 

digital readers. 
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(Please note that SAARF TAMS® is the official currency for television.) 

There were no big movements seen for South Africa’s biggest TV stations, as the medium – certainly from a 

free-to-air point of view – seems to be levelling off, with 91.7% of all adults now watching TV. 

The growth of satellite TV continues, with DStv increasing its viewership by 6%, which ties in with the 6% 

growth in DStv subscriptions recorded by AMPS. Viewership rose from 31.4% in the previous survey, to 

33.4%, with DStv subscriptions up from 29.2% to 31%. Growth came through from Gauteng and Durban, 

with significant growth in the black market, and in the 25-34-year-old market. 

Community TV has also shown significant growth, due largely to many of these stations now being 

broadcast on digital platforms. Growth came almost entirely from those stations which are now on DStv: 

Soweto TV, Bay TV and 1KZN. Not surprisingly, community TV’s audience grew in Gauteng and 

Johannesburg, the Eastern Cape and Port Elizabeth/Uitenhage, and in Durban. Female audiences and the 

50+ audience are also up. 

The only other change in the TV sector was a growth in Gauteng and in metro areas for SABC 2. 

 

  

TELEVISION 
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(Please note that SAARF RAMS® is the official currency for radio.) 

There was very little change for the radio sector as a whole; the only significant change was an increase of 

listeners in Durban, which was driven by gains made by commercial stations Ukhozi FM and Vuma 103 FM. 

There appears to be a shift in listening habits in this metro, since community radio showed a decline here. 

The lack of significant change in this sector is to be expected, since most of the notable changes usually 

seen for radio come with the change of the small urban/rural database, which did not happen in this 

release of AMPS. 

 Total radio: 92.5% reach into the adult population, with growth in Durban. 

 Total commercial radio: 89.8% reach, with gains in Durban. 

 Total community radio: 24.9% reach, with declines in Durban and the Vaal. 

 

Listening to radio on a cellphone has always been high; it is once again increasing, up from 30.3% to 32.6%, 

although listeners who consume radio on their cellphones also consume it on traditional radio sets. 

  

RADIO 
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(All formats mentioned are those which carry advertising.) 

The out-of-home section of AMPS now has 12 months of data obtained through the new methodology 

introduced in January 2013. 

Previously, each out-of-home format was prompted separately and the respondent was asked when last he 

or she saw it. Now, eight of the formats are shown on one screen, and the respondent is asked which types 

were seen in the past four weeks and in the past seven days. 

While the current data cannot, therefore, be compared to past releases, users will be able to trend  

out-of-home data from the next instalment of AMPS, AMPS Jun 14.  

 

 

  

OUT-OF-HOME 
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In the first half of 2013, an internet and cellphone workgroup comprising industry experts was convened by 

SAARF, tasked with completely overhauling these two sections of the questionnaire. The result was 

extensive changes to the digital and cellphone sections of AMPS, beginning in AMPS Jul-Dec 2013. 

The two sections were combined and streamlined. Questions which covered online activities performed on 

a cellphone were removed from the cellphone section, and incorporated into the digital section. Wherever 

possible, questions were matched for minimum disruption to the data, but this was not possible with all the 

questions.  

Digital data has therefore, not been released in this survey; the data will be released once there is a six-

month national measure. 

INTERNET USAGE STILL GROWING 

The internet usage question remains the same, however, and is therefore comparable. As it does in every 

survey, internet usage has climbed. There were statistically significant gains across all time filters, and for 

LSM 9-10 across the seven-day and four-week filters. 

 

  

DIGITAL 
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No changes were seen in cinema attendance. 

 

 

 

 

 

 

 

 

 

 

 

Ends  

CINEMA 

WHO’S SITTING IN SA’S 

CINEMAS? 

 

73.6% 
are in LSM 8-10 

(cinema attendance, 
up to four weeks) 

 

WHO’S SITTING IN SA’S 

CINEMAS? 

 

44.4% 
are Gautengers 

(cinema attendance, 
up to four weeks) 

 

WHO’S SITTING IN SA’S 

CINEMAS? 

 

39.1% 
are aged 15-24 

(cinema attendance, 
up to four weeks) 
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Note to the editor: 

The South African Audience Research Foundation (SAARF) is the provider of research data to the advertising, 

marketing and media industries. Its main objective is to direct and publish media and product/brand 

research for the benefit of its stakeholders, thereby providing data for target marketing and a common 

currency for the buying and selling of media space and time. The information is also used by media owners 

for strategic programme and editorial planning.  

SAARF conducts a number of major media and product/brand surveys. The All Media and Products Survey 

(AMPS®), includes extensive information on media as well as products, services, brands, attitudes, interests 

and activities and is South Africa's only free source of data on nearly 120 product categories and over 1 500 

brands. Other important surveys are the Radio Audience Measurement Survey (RAMS®); the Television 

Audience Measurement Survey (TAMS®) and the SAARF Out of Home Media Survey (OHMS). SAARF also 

provides comprehensive information on target groups, and supplies segmentation tools which include the 

SAARF Living Standards Measure (LSM®), SAARF Life Stages, SAARF Lifestyles and SAARF Attitudes, which 

are widely used for segmenting target markets. 

 

For further information, please contact: 

Bridget von Holdt, Glasshouse Communication Management 

Tel: (011) 646-9992 

Email: bridget@ghcm.com 


