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FROM THE CHAIRPERSON’S DESK November 2024

It gives me great pleasure to present, on behalf of the members of the National Association of
Broadcasters (NAB), the third edition of the NAB Report on the State of the Broadcasting Industry
in South Africa.

Our first Report was presented in 2014 as our country celebrated 20 years of democracy and our
second Report coincided with 25 years of democracy. We are delighted that our members agreed to
develop this third edition to track developments in the sector as we mark 30 years of democracy and
30 years of independent regulation of broadcasting.

Over 30 years ago, the NAB emerged as a credible voice of the three-tiered broadcasting system in
South Africa. This is reflected in the positive engagement across government and with key industry
stakeholders, and in the recognition by policymakers and regulators of the NAB’s written and oral
submissions. It is also reflected in the membership of the organisation which has grown steadily and
includes:

e The three television services and 19 radio services of the SABC;

e Licensed commercial radio broadcasters, including media groups: Primedia, Kagiso Media,
GH Media, AME and MSG Afrika;

e Alllicensed commercial television broadcasters - e.tv, MultiChoice, M-Net, StarSat;

e Community radio broadcasters and a community TV service, Faith Terrestrial;

e Licensed broadcast signal distributors, Sentech and Orbicom; and

e Associate members: Mediamark, Association of Christian Media, DStv Media Sales, NEMISA,
Telemedia, Globecast, United Stations and MDDA

NAB members wanted to reflect on industry progress over the last five years and the impact of digital
disruption, COVID-19 and loadshedding on the sector. The NAB commissioned PwC once more to
develop a survey questionnaire and compile data supplied by our members, to assist in developing
this Report. The Report covers the PwC survey period of 2019 to 2023 and explores developments
in 2024.

When reading this Report, please bear in mind that it makes no claim to be a definitive study of every
aspect of the regulated broadcasting sector in South Africa — the Report builds on the baseline data
of our previous reports and could be used as a critical resource through which the progress of the
broadcasting sector can be tracked.

Broadcasting in our democracy has enabled the public to enjoy and engage with more services,
channels and programmes, in more languages and more genres, across more platforms, than ever
before — and despite operating in an environment where unregulated content services compete
directly with regulated broadcasters, overall, the story of broadcasting in our 30 years of democracy
is a good one.

My thanks to all NAB members who contributed to this Report and to PwC, and Nadia Bulbulia and
her NAB team for their continued commitment to uplifting our industry, and tireless efforts on this
project.

Nick Grubb
CHAIRPERSON

State of the Broadcasting Industry Report November 2024 Page | -3-
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FOREWORD

The contribution of the broadcasting sector to the economy and communications and media industry
is presented in this Report through indicators such as audience reach, employment, content creation,
investment, and social contributions. We look back, we look in, and we look forward. We also consider
the inhibitors and drivers for the sector, and present reliable data gathered by PwC through a survey
questionnaire of NAB members. This section provides an overview of a few key developments since
our last Report of 2019.

2024 was historic as South Africa held its 7" general elections on 29 May 2024, culminating in the
formation of a government of national unity (GNU) comprising various political parties. The newly
appointed Minister for Communications and Digital Technologies, Honourable Minister Solly Malatsi,
inherits the Draft White Paper on Audio and Audiovisual Media Services and Online Content Safety
(Draft White Paper), a policy process that has been ongoing since 2020, and in which the NAB and
its members have participated. The Draft White Paper promises a review of the regulatory and
licensing regime, toward finally introducing regulatory parity and a fair playing field between traditional
licensed broadcasters and unregulated Over-The-Top (OTT) players. However, the timelines for
finalisation remain uncertain and the sector regulator, ICASA, was urged by a range of industry
stakeholders (during its “ICT Sector Situational Analysis: Stakeholder Engagement Session” in
October 2024) to consider conducting an inquiry into OTTs and to exercise its authority to make
evidence-based policy recommendations to the Minister.

Also historic, and unprecedented, was March 2020 when a state of national disaster was declared
due to the COVID-19 pandemic. A national lockdown resulted in a total shut-down of the country, with
the broadcasting sector being declared an essential service. The NAB was included in government
task teams on the state of disaster regulations and easing of lockdown restrictions. The broadcasting
sector’s specific response to the COVID-19 pandemic is discussed later in this Report.

In July 2021, the country faced devastating social unrest. NAB members rallied to support local
communities in hotspot areas and assisted community radio stations who were affected by vandalism
and arson. Also in 2021, the Minister in the Presidency, Honourable Jackson Mthembu, who praised
the NAB’s work and its 2019 Report, sadly succumbed to the coronavirus. As lockdown levels began
to ease, the broadcasting and independent production sector began to recover and, on the
telecommunications front, ICASA successfully auctioned high-demand radio frequency spectrum and
collected R14.4 billion in proceeds.

Despite years of a policy vacuum and delayed regulatory processes, there have been impressive
strides by NAB members, who collectively make up the bulk of the public and commercial
broadcasting licensees in South Africa. These members are also substantial revenue contributors to
the Media Development and Diversity Agency (MDDA), which in turn funds community and small
commercial media. NAB members have also led the sector in trialling digital audio technologies on
spectrum Band F13 and ensured that ICASA develops a regulatory framework for future digital audio
licensing. Unfortunately, the challenges on DTT migration are still ongoing.

NAB members have spearheaded self-regulation since 1993, through the Broadcasting Complaints
Commission of South Africa (BCCSA) and are at the forefront of protecting children from harmful
content. The BCCSA continues to administer the Free-to-Air (FTA) and Subscription Codes of
Conduct. The NAB’s On-Demand Guidelines have since been developed into the BCCSA’s Online
Content Services Code of Conduct that was launched in February 2023.

State of the Broadcasting Industry Report November 2024 Page |-4-
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The BCCSA operations have also been strengthened by former Constitutional Court Justice, Johan
Froneman, who remains as the Chairperson of the BCCSA Appeals and Appointment Panel.

In October 2023, the NAB and BCCSA celebrated a 30-year milestone and brought together local
and international stakeholders to celebrate this milestone, and consider the future of the broadcasting
sector. We were pleased to have hosted ICASA, the Film and Publications Board (FPB), and the
African Telecommunications Union (ATU) amongst many others. This event underscored the
importance of content regulation and the role of broadcasting in an increasingly polarised world and
in an era of mis- and dis-information.

In looking forward, the issue of trust in the media is a growing global concern and the NAB has
developed campaigns on trust in regulated broadcasting services. The NAB also commemorated
World Radio Day (13 February) and marked 100 years of radio in South Africa on 18 December 2023
and we also supported the UN World Television Day (21 November), with the 2024 theme highlighting
TV’s essential role in supporting democracy.

This third edition of the NAB State of the Broadcasting Industry Report would not have been possible
without the participation of NAB members - immense gratitude to all participants. Sincere thanks also
to Charles Stuart and Shahista Limbada from PwC, the NAB Chairperson, Nick Grubb, for his
guidance and leadership and finally, the NAB team - Julia Sham-Guild, Ofentse Mboweni, Katherine
Bergmann and Lois Motta-Marques.

As we mark 30 years of an interesting and vibrant South African broadcasting journey, we remain

hopeful for a fit-for-purpose policy and regulatory regime that fosters growth and sustainability.

Nadia Bulbulia
EXECUTIVE DIRECTOR

| ofpiop l M‘h [ H!u'llbm

This publication has been prepared for general guidance on matters of interest only, and does not constitute
professional advice. You should not act upon the information contained in this publication without obtaining specific
professional advice. No representation or warranty (express or implied) is given as to the accuracy or completeness
of the information contained in this publication, and, to the extent permitted by law, neither the National Association of
Broadcasters, PwC, nor any of the other NAB’s contributors/subcontractors accept or assume any liability,
responsibility or duty of care for any consequences of you or anyone else acting, or refraining to act, in reliance on the
information contained in this publication or for any decision based on it.
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LOOKING BACK

Approach and methodology*

Data for the years 2019 to 2023 was collected through confidential surveys sent to NAB
members. Some additional information from 2024 has been included in this report. The
responses from the surveys were aggregated and summarised to compile the information
presented in this section of the report.

A total of 49 responses were received: four from TV broadcasters, 43 from radio broadcasters
and two from signal distributors.

The survey covered the following aspects:

Content (including amount of local content, independently produced content and the
languages in which content is broadcast);

Advertising revenue (excluding discounts and agency commission) and subscription revenue,
as well as the time of day when advertising revenue is highest;

Contributions (in the form of corporate and employee taxes, licence fees, levies, etc);
Employment levels (permanent and temporary, including number of employees who are
persons with disabilities, women and youth (under 35));

Levels of investment;

Social contributions (number and value of corporate social responsibility (CSR) projects);
Ownership;

COVID-19 impact;
Loadshedding impact; and
Growth drivers and inhibitors.

| .
(L

o

1 Please note:

The 2019 to 2023 figures are based on annual data as reported by the survey respondents and are not
adjusted to align with a calendar year. The 2023 figures may include both actual and forecast or extrapolated
information, depending on how respondents chose to submit the data and whether final 2023 figures were
available from respondents at the time the survey request was submitted.

Revenue for signal distributors has not been included as this does not fall within the categories of advertising,
subscription or licence fee revenue. Signal distributors’ information with respect to contributions, employment,
investment and corporate social responsibility is included in the survey results relating to those categories.
Information provided by respondents has not made it possible to split the analysis to a level below radio and
TV on an overall basis.

Results with respect to employment levels and demographics, investment, CSR initiatives and loadshedding
costs have been presented on an overall basis from a broadcasting industry perspective.

The figures presented within the commentary that follows reflect the information provided by the
aforementioned respondents. Whilst the participants do include the major players within the broadcasting
industry, there are more participants who did not respond and hence the overall actual figures of the
broadcasting industry as a whole will be higher than those presented. No extrapolation of figures to the total
population has been made.

State of the Broadcasting Industry Report November 2024 Page |- 6 -
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Respondents to the PwC Survey

TV Respondents Radio Respondents Signal Distributors

1 etv 1. 5FM 22. Motsweding FM 1. Sentech
2. MultiChoice & M-Net 2. 702 23. Munghana Lonene FM 2. Orbicom
3 SABC 3. 94.2 Jacaranda FM 24. OFM
4. Faith Broadcasting Terrestrial 4. o 25. Phalaphala FM

5. Algoa FM 26. Power 98.7

6. Bush Radio 27. Radio Pulpit

7. Capricorn FM 28. Radio 2000

8. Cape Talk 29. Radio Islam

9. East Coast Radio 30. Radio Khwezi

10. Fine Music Radio 31. Radio Sonder Grense

11. Gagasi FM 32. Rosestad

12. Good Hope FM 33. SAFM

13. Heart FM 34. Smile 904

14. Hot 1027 35. Thobela FM

15. Ikwekwezi FM 36. Tru FM

16. Kaya FM 37. Tuks FM

17. Kfm 94.5 38. UIFM

18. Lesedi FM 39. Ukhozi FM

19. Ligwalagwala FM 40. Umhlobo Wenene FM

20. Lotus FM 41. Voice of the Cape

21. Metro FM 42. YEM

43. XK FM

State of the Broadcasting Industry Report November 2024 Page |- 7 -
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A UNIQUE PERIOD IN THE INDUSTRY AND OUR HISTORY

The journey from 2019 to 2024

In South Africa, there are several commercial TV operators and one public broadcaster, namely
the South African Broadcasting Corporation (SABC). The main commercial players include
MultiChoice (DStv), e.tv and StarSat. Together these operators provide a range of services, from
satellite TV to FTA terrestrial TV. MultiChoice, with its DStv service, is the largest pay-TV
operator, while e.tv and SABC are significant players in the FTA market. As of 2024, there were
a total of five licensed community TV broadcasters in South Africa. These include 1KZN TV,
Cape Community Television, Soweto Community Television, Faith Broadcasting Terrestrial
(formerly TBN) and Tshwane Community Television.

From 2019 to 2024, the broadcast industry in South Africa experienced significant changes,
driven by technological advancements and shifting consumer preferences. In the TV space,
MultiChoice, reported that it faces growing headwinds through increasing competition from
unlicensed streaming services. The SABC and e.tv continued to have substantial reach,
particularly in rural areas, with their FTA terrestrial TV services. StarSat, another satellite TV
provider, competed in the pay-TV market, while Openview gained popularity due to its FTA
satellite TV offering, which does not require monthly fees.

Increased internet access and evolving consumer behaviour were the most significant drivers of
the shift towards digital and streaming services. The rapid growth of streaming services marked
a dynamic shift in the industry, with a significant portion of the population now engaging in digital
content consumption. The South African broadcast industry sought to adapt to these changes,
balancing traditional TV operations with the rising demand for digital and streaming platforms.

The radio industry in South Africa demonstrated resilience amidst ongoing industry headwinds.
Whilst increasing penetration of smartphones and digital devices has facilitated increased access
to online radio platforms, a shift particularly evident during the COVID-19 pandemic (when
lockdowns led to a rise in radio listenership as people sought companionship and information),
traditional radio has faced constrained results despite listenership remaining robust, with the vast
majority of South Africans continuing to tune in weekly, at rates that surpass the global average.

State of the Broadcasting Industry Report November 2024 Page | -8 -
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Graph 1: Total audience (millions)
38.2

35.8
I I | |
2018 2

023

BTV mRadio

The media ecosystem has changed over the past few years. Consumers have more choice and
access to content than ever before. Social media, on-demand and streaming services as well as
podcasts are drawing audiences away from traditional (ICASA licensed) terrestrial and satellite
services, and broadcasters have responded by being creative in their offerings and launching
their own streaming and on-demand content services. According to historic data from the
Broadcast Research Council of South Africa (BRC), licensed terrestrial and satellite television
audiences in 2018 were approximately 38.2 million. As at December 2023, BRC data on licensed
terrestrial and subscription broadcasters, estimated this audience to be 32.5 million.? This
estimate would be notably higher if streaming services, Video-on-Demand (VOD), Subscription
Video-On-Demand (SVOD) and other non-ICASA licensed content services were to be included.

Radio has also been impacted by changing consumer behaviour, but relatable content and
innovative methods of listenership engagement, as well as the continued growth of community
radio stations, are keeping radio relevant and mainstream. 41 commercial and public
broadcasting services (PBS) stations (which include 16 SABC PBS stations (including Channel
Africa) and 293 community stations, are attracting a weekly audience of 31.6 million® people
according to BRC December 2023 data — with audiences tuning in via a variety of devices.
Estimates would be higher and likely closer to the historic 2018 BRC level of 35.8 million, should
the entire audio landscape, i.e. terrestrial radio, audio streaming services and podcasts, be
included.

The BRC is in the process of rolling out its updated Establishment Survey (ES) research, which
is expected to be completed within the first six months of 2025, with the updated survey results
anticipated to be released in the third quarter of 2025.

2 BRC RAM Amplify 2024A (Fieldwork Jan 22 - Dec 23)
8 lbid

State of the Broadcasting Industry Report November 2024 Page | -9 -
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Graph 2: Number of Commercial, Public Broadcasting Service and Community Radio
Stations*

B Commercial and PBS

Il Community
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The largest weekly listenership for a single radio station is the Zulu-language Ukhozi FM with 7.5
million listeners, while the remainder of the top 10, with the exception of Gagasi FM, are all SABC
stations.®

How listeners access content

The majority still tune in via standalone radios, which remain the primary source of content access
although listenership levels have shown a continued decline between Q3, 2022 and Q1, 2023.
In contrast, car radio listenership, the second most popular category, has seen a modest, but
steady increase, likely due to increased commuter times as South Africans returned to offices
more regularly post the pandemic. Listening via smart speaker and radio streaming apps have
seen the strongest growth, but represent only the 5th and 6th biggest listenership categories,
behind cell phone FM receivers and DSTV.®

4 https://brcsa.org.za/rams-amplify-radio-listenership-report-jan22-dec23/
5 https://brcsa.org.za/rams-amplify-radio-listenership-report-jan22-dec23/
6 BRC RAMS AMPLIFY™ CATI DARQ1 2023 RELEASE
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Graph 3: Listening device, yesterday listeners — Q1, 2023 vs Q4, 2022 vs Q3, 20227
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TV and Radio — core components of the media landscape
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Survey results show revenue from TV advertising has declined from R7.6 billion in 2019 to
R6.8 billion in 2023, reflecting a -2.4% compound annual growth rate (CAGR) in comparison to
the positive 3.3% CAGR of the 2014 - 2018 period. Whilst once the main advertising revenue
source, TV has long been overtaken by internet advertising, which has continued to grow rapidly
over the last 5 years. According to the Internet Advertising Bureau (IAB) South Africa, internet
advertising accounted for 39.8% of the overall advertising market in 2023, up from 22.8% in
2019.2 This significant growth was driven by the increasing penetration of digital platforms and
the shift in consumer behaviour towards online media and e-commerce, especially during and
after the COVID-19 pandemic.

Radio’s advertising revenue showed a similar rate of decline from R4.1 billion in 2019 to
R3.4 billion at a -4.2% CAGR, in comparison to the positive 2.3% CAGR of the 2014 to 2018
period. This is largely driven by the acute decline in adspend during the lockdown period, with a
modest rate of recovery. Radio’s continued relevance lies in large-scale audience reach, however
it too has to remain agile and diverse in order to seek revenue growth in complementary offerings.

" BRC RAMS AMPLIFY™ CATI DARQ1 2023 RELEASE
8 https://iabsa.net/wp-content/uploads/2024/09/IAB-Online-Adspend-Report-2024-FINAL-2. pdf
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Graph 4: TV and Radio Advertising Revenue (R millions)

2019 2020 2021 2022 2023
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Whilst TV and radio advertising revenue is declining, as media, they remain core components for
engagement with the South African population. Content consumption continues to grow apace
in both the video and audio spaces. While the proliferation of streaming services may be viewed
by some as a threat to the traditional broadcast environment, it is the experience and capability
of the traditional broadcasters with respect to content acquisition and curation, and their strength
in local content especially, that may enable traditional broadcasters to weather this change.
There are encouraging signs that broadcasters are on track to establish strategic partnerships
and emerge as diversified content providers in tune with ever-evolving consumer behaviours.

AE B B EEEEEEEERN
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TELEVISION

Impactful and enduring

Between 2019 and 2023, the traditional linear
TV landscape in South Africa experienced
significant changes. The COVID-19 pandemic
subscriber boom fuelled years of projected
OTT growth in a shortened time frame as
consumers signed up to streaming services to
alleviate lockdown boredom. But the years
following the pandemic have seen the
streaming bubble return to more muted growth.

In response to the COVID-19 pandemic TV broadcasters in South Africa launched dedicated
programmes and channels to assist learners during this time with educational content. TV
broadcasters also offered other public service content relating to the COVID-19 pandemic. This
content was provided over and above the broadcasters’ public service obligations in their
respective licences.

Growth in 2024 is expected to be driven by a slight decrease in loadshedding, which will allow
South Africans to watch TV for longer periods than normal. Additionally, the announcement of a
switch-off date for analogue TV services has provided a level of stability to a market which has
previously been in flux due to concerns about the loss of audiences for FTA channels.

According to the BRC 2023 Television Establishment Survey® there was a 12.5% drop in
households watching traditional linear TV during this period. Despite an increase in the total
number of households in South Africa, from 17.3 million to 18.2 million, the number of households
watching linear TV (TV households) decreased from 15.9 million to 13.9 million. However, this
decline does not indicate a decrease in overall TV viewership. When considering streaming
services as well, the total number of South African households watching TV in 2023 increased to
16.5 million, which accounts for almost 91% of households.

South Africa’s traditional TV landscape has been transformed through the impact of streaming
services, economic developments and technological shifts. Similar to global trends, South African
TV companies are increasingly bundling OTT services with their traditional offerings. For
instance, MultiChoice offers bundles that include its own streaming service, Showmax, and other
streaming services alongside traditional DStv packages. This approach not only enhances the
value proposition for consumers but also helps retain subscribers who might otherwise switch
entirely to OTT platforms. The South African OTT market is becoming increasingly competitive,
with both international and local players vying for market share. Netflix, Amazon Prime Video,
and Disney+ are some of the major international players, while local services like Showmax are
also prominent. These platforms compete by offering exclusive content, competitive pricing, and
user-friendly interfaces.

9 https://brcsa.org.za/tv-establishment-survey-release/
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Graph 5: Television Revenue — advertising, licence fee and subscription revenue (R

millions)
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The strong growth in 2020 was driven by increased subscription revenue as a result of the
COVID-19 lockdown. Subscription growth was more muted in 2021, however the steep decline
in advertising revenue in that year resulted in overall revenue retreating before recovering in
2022. In 2023, however, on the back of strong economic headwinds and loadshedding, declines
were seen across all revenue components and the industry declined to its lowest level in the
survey period.

TV, given its reach and popularity, retains its position as a strong advertising platform in South
Africa and spend continues to be highest during the evening prime-time slot between 18h00 and
21h00. Content is broadcast in all official languages as well as programming in languages from
beyond our borders. Sign language is routinely included in news bulletins as well as public service
and government announcements. The level of local content broadcast by respondents varies
depending on whether they are a public service, community or commercial television
broadcaster.
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Graph 6: Television Contribution — taxes, levies and licence fees (R millions)
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Total contributions for 2019 amounted to R3.1 billion and have regressed to R2.6 billion in 2023,
a decline of -4.1% CAGR over the survey period. This decrease is attributable to several factors
such as economic challenges, loadshedding and rising costs, all of which contribute to reduced
profitability and employee redundancies; fewer profits, fewer employees, fewer taxes, and fewer

levies and licence fees.

Television is one of the most heavily regulated sectors of the economy. In addition to the range
of public service obligations set out in licence terms and conditions, legislation and regulation
and significant contributions to corporate and employee tax, broadcasters are also required to
contribute to:

e the Media Development and Diversity Agency (MDDA);

e the Universal Service and Access Agency; and

¢ Independent Communications Authority of South Africa (ICASA) licence fees.

Furthermore, broadcasters pay significant licence fees for the use of music on their platforms to
the:
e Southern African Music Rights
Organisation;
e South African Music Performance Rights
Association;
e Recording Industry of South Africa;
e Composers, Authors and Publishers
Association of South Africa;
¢ Independent Music Performance Rights
Association;
e Association of Independent Record
Companies; and
¢ Imbokodo Performance Rights.
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RADIO

Engaging a nation

The South African radio industry has experienced significant changes from 2019 to 2023, driven
by technological advancements, shifts in consumer behaviour and the impact of the COVID-19
pandemic.

According to the BRC, radio listenership evolved during the peak of the COVID-19 pandemic in
2020, as lockdown measures disrupted daily routines and commuting patterns. Despite this, radio
remained a vital source of information and entertainment, particularly in rural areas where internet
access is limited.

In response to the COVID-19 pandemic radio the NAB’s CRC (commercial radio committee)
members launched various public service announcements (PSAs) through its Free Radio
Initiative during this time, including the playing of the national anthem during the hard lockdown
and engagements with government regarding COVID-19 messaging.

In 2021, as the industry began to normalise (as restrictions eased and people resumed their
regular activities) the BRC’s RAMS Amplify reports indicated a gradual increase in listenership,
with a notable shift towards digital radio and online streaming. By 2023, the total weekly radio
audience had stabilised, with a significant portion of listeners accessing radio content through
mobile devices and online platforms.1°1!

The country’s public broadcaster, the South African Broadcasting Corporation (SABC) is funded
by advertising (70%), an annual licence fee (15%) and the remainder coming from sponsorships,
carriage fees and government grants. Licence fees of approximately R726 million'? were
collected in relation to 2023, but this represents a collection rate of around only 14% (of the 15%)
- an increase in the evasion rate compared to the prior year and a situation further compounded
by the cost of trying to collect the fees from the non-payers. When combined with a decrease in
advertising revenue, it was a tough financial year for the SABC with total revenue declining.

10 https://brcsa.org.za/category/radio-audience-trends/

11 https://brcsa.org.za/radio-audience-trends/
https://mybroadband.co.za/news/broadcasting/566031-sabc-tv-licence-
problem.html#:~:text=According%20t0%20SABC%20chief%20financial,2019%20t0%2086%25%20in%202024.
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Graph 7: Radio Advertising Revenue (R millions)
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Survey results have shown that the COVID-19 pandemic was the trigger that signalled a
realignment of radio ad spend into other categories and, consistent with the PwC Entertainment
and Media Outlook 2024 - 2028 (PwC Outlook), points towards radio spend being challenged to
re-establish 2019 levels. Online advertising is the main beneficiary.

During this NAB survey period, revenues declined at a —4.2% CAGR to shift from R4.1 billion in
2019 to R3.4 billion in 2023. Whilst this is an industry-wide challenge, the impact has not been
felt uniformly by all radio stations. Advertising revenues continue, as expected, to be highest
during the morning (06h00 — 09h00) and afternoon (15h00 — 18h00) drive times as millions of
commuters tune in to catch up on the latest news, current affairs, weather, traffic and sport.

Radio delivers content in all South Africa’s official languages. The predominant language in which
content is broadcast varies across the different stations, but English, Zulu and Afrikaans are most
common. The level of local content broadcast by respondents varies according to their licence
requirements. Radio broadcasters must comply with ICASA’s South African music content
regulations. These regulations were increased in 2017 and are now set at a minimum of 35% for
commercial broadcasters, 70% for public radio and 80% for community radio. Notably, a number
of stations exceed their ICASA licence requirements.

There has been much global and local speculation about the impact of digital media on radio’s
sustainability, however it continues to claim a consistent presence in the media consumption
habits of the population. There have been notable shifts in the mode of listening (from radios to
cell phones, FM to streaming, and even satellite Television channels), which indicate that
audiences have responded well to radio operators diversifying their means of distribution and
brand loyalty is as strong as ever.
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Graph 8: Radio Contribution —taxes, levies and licence fees (R millions)
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The radio industry experienced a noticeable decline in revenue during 2020 and 2021 relative to
2019 levels, which directly impacted the overall contributions for those periods. There was a
rebound in 2022 and 2023, on the back of a more stable market. This trend highlights the
industry’s resilience and ability to recover from economic downturns, ultimately benefiting various
initiatives and stakeholders

The radio industry remains a major contributor to both corporate and employee tax revenues as
well as various associated levies and licences.

Total contributions over the period 2019 to 2023 in respect of taxes, licences, levies and other
fiscal contributions amounted to R3.0 billion, substantially higher than the R2.1 billion in the
period 2015-2018.

In the signal distributor space, the survey revealed contributions of R636 million in the form of
taxes and other fees and levies which were paid during 2019 to 2023.

Investment in South African infrastructure and networks totalled R780 million over the past five
years with R62 million being invested into research and development activities between 2019 to
2023.

\

X, 7 o ’—L"J]“—_L

A

State of the Broadcasting Industry Report November 2024 Page | - 18 -
2019-2024



-
-

T

LT

EEEEE

T

“‘ National Association of Broadcasters 4 p/

OVERALL

Broadcasters and signal distributors — investment in South Africa and its people

$. <Salh

Permanent Contractors Investment Corporate Social
Employment and Freelancers Responsibility

2019: 5,279 2019: 2,363 ";":tsgngg"e’ the In the past 5 years:
(138 with disabilties) (14 with disabilities) FEE B . 1,747 CSR

* R780 million on

: projects
o o infrastructure
‘ 27% ‘ 9% N - Atavalue of R1.4
= R62 million on billion

2023: 3,879 2023: 2,162 R&D activities
(88 with disabilities) (13 with disabilities)

In 2019, the broadcasters and signal distributors who responded in this survey employed 5,279
permanent employees (138 of whom were persons with disabilities). By 2023, these figures
decreased by 27% to 3,879 permanent employees (88 of whom were persons with disabilities).
Additionally, in 2019 they engaged a further 2,363 contractors and freelancers (14 of whom were
persons with disabilities), a figure which only declined marginally by 9% to 2,162 (13 of whom
were persons with disabilities) by 2023.

These employment figures represent a notable investment in the South African labour market.
Broadcasters are committed to employing and empowering individuals with disabilities. Radio
stations have supported initiatives like wheelchair drives and have also raised funds for various
disability projects and beneficiaries, as well as providing learnerships to disabled individuals.
Television also supports audiences with disabilities through programming that includes files
played with audio descriptive soundtracks to service the visually impaired and the use of subtitles
and sign language for those with hearing impairment. Sign language became an official South
African language in July 2023.
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Graph 9: Permanent employees — workforce demographics
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During the current survey, participants were also asked for employment insights with respect to
women and youth (15 to 34 age group). Amongst permanent employees, 58% were women and
26% were youth.

The broadcasting industry, in addition to being a substantial employer, also drives significant
economic and employment multipliers across the South African economy, both on the supply
side (content production and acquisition) and the demand side (delivery and distribution).
However, the COVID-19 pandemic and its resultant national lockdown, disrupted the growth of
the local film industry.

An economic impact assessment by the National Film and Video Foundation (NFVF)*3 found that
the South African film industry contributed R2.9 billion to total production during the 2020/21
financial year and contributed R442
million to GDP. In the 2019/20 financial
year, total production stood at R7.1 billion
while the industry contributed R1 billion to
the GDP. The adverse impact of COVID-
19 also reflected in the number of film
jobs created. The 31,444 people
employed in the film industry in 2019/20
dropped to 12,775 in 2020/21. For the
financial years 2020/2021, the NFVF
employment multiplier was recorded at
5.65 and the income multiplier was 2.82.

13 https://www.nfvf.co.za/wp-content/uploads/2022/02/Economic-Impact-of-the-South-African-Film-Industry-Report_-
August-2021.pdf
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Local Content Investment

Investment in local content continues to contribute to differentiation between broadcasters and is
becoming increasingly necessary given the big local content budgets that streaming services
have earmarked to capture an increased share of local audiences. Local content resonates with
audiences and has led to significant investment, above and beyond regulatory requirements.
Investment in local content amounted to approximately R20.0 billion over the period 2019 to 2023.
The most recent two years, 2022 to 2023, saw investment in local content totalling R10.3 billion,
almost double the R5.6 billion in the preceding two years (2020 and 2021).

2020 - 2021 2022 - 2023 2019 - 2023

A

(J.Obn

When the aforementioned investment in local content, which in its origins is required from a
regulatory perspective, is coupled with statutory contributions in the form of corporate and
employee taxes, licence fees and levies and other fiscal contributions, the broadcasters’ share
of revenue directed towards these requirements has increased from 20% in 2019 to 23% in 2023.

R10.3bn

4™ INDODANA YAMI IYEZA

COMING 2023

Most popular TV programmes between 2023 and 2024
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COVID-19 Impact

The COVID-19 pandemic and loadshedding are two events that have shaped the survey period.
The broadcasting industry has been transformed in respect of shifting consumer behaviour and
trying to future-proof businesses against operational disruptions.

In March 2020, President Cyril Ramaphosa declared a national state of disaster in terms of the
Disaster Management Act 57 of 2002, with the aim of mitigating health risks and preventing the
healthcare system from being overwhelmed. Strict nationwide lockdown regulations restricted
movement and travel, gatherings, and non-essential business operations, although broadcasting
services were declared an essential service during this time.

The COVID-19 pandemic significantly affected broadcasting in South Africa, with the lockdown
and social distancing measures disrupting local content production and putting pressure on
broadcasters in respect of adhering to their local content requirements. Live events and sports
events were also cancelled. Advertising revenue also decreased during the hard lockdown,
prompting broadcasters to explore alternative revenue streams and innovative solutions.
According to the NAB’s “Rising to the Contagion” report, radio listenership increased by 36%
during this period, with a large increase in the number of audience members using the radio
stations’ online streaming service to listen.

¢
B

Following rigorous engagement by the NAB, concessions were made by ICASA in the
Information and Communications Technology COVID-19 National Disaster Regulations to
exempt broadcasting service licensees from specific advertising requirements and compliance
with the local television content quotas reflected in the Regulations, as well as exempting
licensees in respect of various promises of performance. ICASA viewed broadcasting service
licensees as critical players in role in the dissemination of information about the pandemic and
related public announcements.
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Broadcasters embraced the important role they play in driving awareness and engagement and
during the COVID-19 pandemic various stations partnered with local government and provincial
agencies to deliver awareness and risk mitigation campaigns through thousands of free on-air
announcements and playout slots for PSAs, as well as dedicating space on broadcaster websites
to share COVID-19 news and announcements.

The lockdown also prevented learners from attending in-person classes at school, with many
children being unable to access online platforms for learning. StatsSA found that while only 7%
of households with individuals aged 5-24 years had internet access at home in 2020, 91% of
households had access to television sets, and 66,1% had access to pay-TV in 2020.%
Broadcasters (in conjunction with government entities such as the Department of Basic
Education) offered educational programmes and other curriculum support materials through both
television and radio during the pandemic.

NAB CRC members broadcasted over 8,918 minutes of educational content, covering topics
such as subject lessons for matriculants, storytelling for pre-schoolers and young children,
financial planning and management, as well as educational information on the regulations, relief
measures and citizen rights under lockdown. During this period, NAB TV members broadcast
over 1,600 educational programmes, with content for learners from Grade R to Matric, as well as
programmes for university students. On average, during 2020 viewers spent more time watching
educational programmes than the average of programmes broadcast on TV. SABC’s Hectic On
3 (HO3) provided information on the COVID-19 virus, encouraging social distancing, masks and
sanitising, providing everyday tips on how to stay healthy and apply caution. The SABC, in
collaboration with the Department of Basic Education, saw some 700 hours of educational
content broadcast to support learners, especially the Matric Class of 2020. An SABC Education
channel on the DTT platform was launched for uninterrupted distribution of curriculum
educational support to grades 10 to 12. This was complemented with the Woza Matric Program,
which was aired on SABC3. Multichoice launched three 24-hour educational channels on DStv:
the Mindset Pop Up channel, Da Vinci Kids and Zoomoo.

Radio and TV continue to be
considered the most trusted

cource  of  news  and WHILE WE CAN'T HOLD HANDS,
information. 70% of radio WE CAN HOLD HEARTS.
audiences surveyed during the T ey,
CovID-19 pandemic said that To mark the days of the national lockdown, many of South Africa’s radio

radio made them feel more stations who form part of the NAB will be broadcasting our National Anthem
. i on Friday at 13h00.
connected with their

Community and less alone Lock in to your favourite frequency and let's stand together.
during the lockdown.

14 Statistics South Africa, Education Series Volume VIII, COVID-19 and barriers to participation in education in South
Africa, 2020 available at https://www.statssa.gov.za/publications/Report-92-01-08/Report-92-01-082020.pdf at 70
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Loadshedding Impact

Whilst COVID-19 involvement by broadcasters brought with it a sense of duty and engagement,
loadshedding brought with it a sense of frustration. Over the survey period, broadcasters spent
R370 million on direct costs relating to loadshedding, with R272 million of those costs during the
2022/2023 years. These costs are in addition to the negative impact on audience figures and
resultant loss of revenue driven by the unreliable power supply. Survey results indicated
audience losses of up to 31% and the impact of loadshedding on job losses is evident in the
declining employee numbers as outlined earlier.

Graph 10: Loadshedding — direct costs incurred (R millions)
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The broadcast industry is however not just a passive victim in respect of these operational
headwinds and numerous proactive initiatives were undertaken to mitigate the risk of
loadshedding and drive enhanced sustainability going forward. Millions of Rands have been
spent with respect to the installation and implementation of:

e Solar systems;

e Uninterrupted power supplies;

e Generators; and

e Self-powered outside broadcast units.

Despite these interventions to mitigate loadshedding, various organisations that invested in back-
up power have still had to contend with the potential of disruptions, due to systems not charging
fast enough between blackouts and vandalism of infrastructure. The purchase of diesel to run
generators has also seen operational costs increase.

Sentech, which provides electronic communications network services to South Africa’s
broadcasting and communications industry, reported an increase in diesel costs from 2022 to
2023, as they spent more than R2 million monthly to keep their sites running during
loadshedding.’® The uncertainty around power availability highlighted the threat to long-term
planning and innovation faced by broadcasters, as operators scrambled to cover the costs of
loadshedding. This is especially the case for community broadcasters, with fewer resources. The
more frequent disruptions to operations faced by this tier of broadcasting pose a significant threat
in the form of station closures, for example.

Graph 11: Private Commercial Broadcasters — BEE ownership, 2023 (%)

v Radio

Not only does the broadcasting industry directly drive significant employment, investment and
production of South African content, it also contributes heavily to transformation. Private
commercial players who responded to this survey indicate a simple average BEE ownership of
46% in television and 55% in radio, the legislative requirement is 30%. The shareholder of the
public broadcaster (SABC) is government, not the private sector, and with respect to the
community tier of the industry, ICASA has previously asserted that they should be community
owned platforms where views and interests are expressed and shared among their constituents.

15 https://www.itweb.co.za/article/sentech-pays-hefty-price-to-keep-sites-operational/KzQenvjyNxKgzZd2r

State of the Broadcasting Industry Report November 2024 Page | - 25 -
2019-2024


https://www.itweb.co.za/article/sentech-pays-hefty-price-to-keep-sites-operational/KzQenvjyNxKqZd2r

-
-

T

e

EEEEE

T

“‘ National Association of Broadcasters 4 p/

Community broadcasters — plotting a path to sustainability

According to the MDDA’s 2023 Annual Report, the community radio sector continues to face
financial challenges due to over-reliance on advertising revenue which leads to defaulting on
signal distributor’s fees. As at 31 March 2023, the community broadcasting sector owed Sentech
in excess of R84 million in outstanding fees. This resulted in several community radio stations
being switched off. The rising debt by the community broadcasters posed a threat to both Sentech
and the sustainability of the community radio sector.®

The challenges for community broadcasters are multifaceted. Financial instability remains a
significant issue, compounded by the need for updated technology and infrastructure. Community
radio’s share of audience is notable but is disconnected with the advertising revenue earned, and
unfortunately share of audience does not translate into share of revenue. Revenue generation
remains a significant challenge to the sustainability of many stations. Many rely on funding from
government sources, such as the MDDA, to keep their operations afloat and NAB members, as
significant funders of the MDDA, contribute to this extensive community network and support the
MDDA in the execution of its mandate to promote the development and diversity of media in
South Africa by supporting the establishment and sustainability of community and small
commercial media through provision of grant funding and capacity building mechanisms.

Additionally, the sector has faced operational difficulties, including the looting and destruction of
equipment during the 2021 socio-political unrest in provinces like KwaZulu-Natal.'” Despite these
hurdles, community broadcasters continue to play a vital role in preserving local cultures and
languages, providing a platform for community engagement and development.

16 https://www.mdda.org.za/annualreportss MDDAANNUALREPORT24.pdf
17 https://www.mdda.org.za/annualreports/FinalAnnualReport202021-22. pdf. pdf
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Community radio stations are typically understood as entities that are geographically focused.
Some radio stations, however, are Community of Interest (COI) radio stations. Religious and
campus radio stations fall in this category. The MDDA’'s Community & Small Commercial Media
Sustainability Report (launched in 2024) concluded that COIl radio stations had a higher level of
sustainability score than geographical community radio stations across all UNESCO dimensions
(economic, political, content and expertise, technology and community).*® While geographic
community radio stations continue to play a vital role in disseminating information to their
immediate communities, the MDDA study points to a future where COI radio stations enjoy
greater sustainability.

The Community TV sector fulfils the important role of reflecting the diverse cultures, interests and
languages of their audiences, and fostering local-level participation. In 2023, ICASA concluded
the first phase of evaluating the pre-registration applications for Community TV Broadcasting
Service and Radio Frequency Spectrum licences for the provision of community TV broadcasting
services on Multiplex 1 (Mux-1) frequencies. Of the 20 applications considered for the licensing
process, only one applicant met all the pre-registration requirements There were six licensed
community TV stations in South Africa 20 years ago: Soweto TV, Cape Town TV, Bay TV, One
KZN, Tshwane TV and North West TV.*® As of 2024, five community TV stations hold
broadcasting licences.?°

The NAB supports the role of community

ria broadcasting and developed a future-proofing
:iii. |\|AB guideline on community radio with expert
'“- National Assoclation of Broadcasters consultant, Jayshree Pather. NEMISA approached

the NAB to adapt the guideline into training
material for community broadcasting workshops
held in Gauteng, Western Cape, and KwaZulu-
Natal (KZN) in 2022.

As part of the NAB’s 30-year celebration in 2023,
the NAB also developed a booklet covering key
highlights of developments in community
broadcasting since 1993, in recognition that this

. was the first tier of broadcasting to be licensed in
the lead-up to South Africa’s first democratic
elections in 1994.

Celebrating 30 Years of
Community Broadcasting in South Africa

Key highlights between 1993 and 2023 These documents are available on the NAB
website.

18 MDDA, The Research and Development of a Sustainability Model for Community and Small Commercial Media,
https://www.mdda.org.za/mdda-community-media-sustainability-report.html, p. 40
https://www.nab.org.za/uploads/files/INAB_-

_Celebrating_30_Years_of _Community_Broadcasting_in_South_Africa.pdf, p.16

20 https://www.icasa.org.za/uploads/files/The-State-of-the-ICT-Sector-Report-31-March-2024.pdf, p. 64
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LOOKING IN

Television

OTT - scaling and set to continue

South Africa leads the African OTT market, with total revenue growing by 12.7% in 2023 to reach
R4.5 billion — 2.5 times the R1.8 billion revenue achieved in 2019. The market is expected to
grow at an 8.5% CAGR, reaching R6.8 billion in 2028. At that time, SVOD services will account
for 80.7% of total OTT revenue, while advertising-supported Video-On-Demand (AVOD) will
contribute 14.7%.2

The rapid rise in OTT over the survey period was propelled by the COVID-19 pandemic and is
attributable to and supported by multiple factors such as:

e Shift in preferences: Convenience and flexibility are paramount. Many consumers are
migrating to OTT platforms over traditional TV services. The ability to watch content
anytime, anywhere, and on any device has shifted viewing habits significantly.

e Competition: The OTT landscape is fiercely competitive. Global OTT providers vie for
market share, leading to innovation, diversification, and improved user experiences. This
competition benefits consumers by offering a wide range of choices and competitive
pricing.

e Local Content: African streaming platforms recognise the importance of catering to local
viewers. They emphasise locally produced content to compete with global services. By

21 pwC Global Entertainment & Media Outlook 2024—2028
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offering content that resonates with African audiences, these platforms establish a
stronger foothold in the market.

e Mobile streaming: South Africa’s high mobile penetration rate drives the popularity of
mobile-friendly OTT platforms. Consumers increasingly rely on their smartphones and
tablets for entertainment, making mobile optimisation crucial for success.

Improvements in broadband infrastructure and lower data prices are crucial for further growth.
Major players in the South African OTT market include global giants like Netflix, Amazon Prime
Video, and Disney+, as well as local platforms such as Showmax. Paramount+ is also launching
in 2024 in collaboration with MultiChoice.

The streaming market, however, still faces strong competition from leading regional pay-TV
operator MultiChoice, and strong FTA offerings from SABC and e.tv. MultiChoice rebranded its
OTT service to DStv Stream in August 2023, offering a more user-friendly and personalised
interface than the previous DStv Now platform.

In contrast to the above, limitations within the OTT sector can be attributed to compliance
requirements, DTT migration, economic uncertainty, technology infrastructure and policy and
regulation uncertainty. For example, new legislation could limit the potential growth of
international streaming brands in South Africa. In October 2023 the SABC proposed, for
consideration by Parliament, a household levy on all devices capable of streaming video
platforms such as Netflix, as an alternative to the existing TV licence system. The government
had previously confirmed in November 2020 that it would be pressing ahead with plans to expand
its licensing regulation. Netflix has stated that plans to cut its content catalogue to meet 30%
local content quotas would cause difficulties for the industry.

Globally, total OTT video revenue will increase at a 7.4% CAGR across the five-year forecast
period. But the year-on-year growth rate will fall by more than two-thirds, from 17.9% in 2023 to
5.2% in 2028, as global penetration reaches relative saturation.

While the rate of global revenue growth will fall, the final three years of the forecast period will
see a dip of only just over one percentage point as the increasingly anaemic growth of SVOD is
counter-balanced by other OTT revenue streams. Nevertheless, the SVOD sector, which has
formed the foundation of the successful streaming insurgency in the traditional TV sector, will
remain the dominant player in the global OTT market. SVOD revenue will increase at a 5.8%
CAGR from US$105.1 billion in 2023 to US$139.3 billion in 2028, accounting for 67.0% of the
total global market.??

The forecast period marks the transition from the blank cheque “arms race” to lead the streaming
market to one marked by fiscal responsibility, consolidation and partnerships in the quest for
sustainable profitability.

22 pwC Global Entertainment & Media Outlook 2024—2028
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But the biggest strategic play in the shift to a “streaming 2.0” mentality has been, and will continue
to be, the rollout of AVOD services. Led by Netflix in late 2022, Disney followed suit by launching
an ad-tier option the following year. Amazon has gone one step further by rolling out “limited ads”
to all users unless they pay extra. This supplementary diversification to what might now be called
the traditional SVOD model will grow in importance to account for well over one-quarter of total
global OTT revenue by the end of the forecast period.

OTT advertising also offers more data and targeted ad opportunities that previously could not be
tracked in the linear ecosystem. Hybrid streamers are particularly well-positioned to tap into
brand advertising budgets earmarked for TV. Streamers also have an opportunity to attract
performance ad budgets and potentially even retail media ad spend, particularly if and when
shoppable ad formats take off. The scale of streamers’ reach also means they’re more likely to
attract investment from big brands, as campaigns can be rolled out globally. Ad-supported
options within South Africa are limited relative to the global roll-out.

Digital migration

The digital migration process in South Africa has faced numerous delays. Initially set for
completion in 2015, the deadline was repeatedly pushed back and the proposed 31 March 2023
deadline for the final switch-off of the analogue signal in South Africa was not achieved?3. Digital
migration in South Africa is a significant and ongoing process aimed at transitioning from
analogue to digital broadcasting. This shift is crucial for freeing up radio frequency spectrum,
which can be used for other services like mobile broadband. The date for switch-off was
subsequently moved to 31 December 2024.

The transition to digital broadcasting has had several impacts on the broadcasting industry. For
one, it has enabled broadcasters to offer better picture and sound quality, as well as more
channels and services. This has been patrticularly beneficial for public broadcasters like the
SABC, which has been able to expand its digital offerings. Additionally, the migration is
earmarked to open up opportunities for new entrants in the market, fostering greater competition
and innovation.

Z3nttps://bowmanslaw.com/insights/south-africa-the-digital-migration-process-final-analogue-switch-off-date-remains-
uncertain
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Traditional TV advertising

The PwC Outlook notes that growth in broadcast TV
advertising is expected to continue through to 2028, but,
pressure from streaming services, has slowed growth to only
a 1.5% CAGR. The slowdown in broadcast TV advertising
spend is reflective of current global attitudes, where
consumers have become less interested in watching
traditional TV and are moving towards streaming platforms
instead. However, linear TV still holds an appeal for
‘appointment TV’, and advertising peaks will still occur during
major events including sports tournaments and elections.

The number of simultaneous Internet and TV users continues to grow and present an ongoing
opportunity for multi-platform campaigns with effective digital media presence to complement the
reach of TV adverts with targeted Internet campaigns.

Connected TV advertising offers opportunities for future growth

Furthermore, the PwC Outlook notes that while mobile penetration rates in Africa have risen
rapidly over the past decade, supporting the growth of SVOD, the development of fully integrated
TV services in Africa has been hampered by the relatively high cost of equipment and low
broadband penetration levels in the region. Connected TV (CTV) can be seen as a unifying
medium of traditional linear TV and premium online video for broadcasters; however, its
integration into the African broadcaster landscape is still a long way from materialising.

CTV will prove a welcome source of growth for an array of companies in entertainment and media
— and beyond. The ability to serve addressable and measurable ads on TV screens will be key
to streamers and local broadcasters looking to bolster the growth and profitability of their direct-
to-consumer online video services. Revenue from advertising served on CTV screens in South
Africa is set to more than double from R237 million in 2023 to R682 million in 2028.

What’s next?

Overall, traditional TV advertising is still a highly effective and impactful way to effectively target
and build an emotional connection with a mass audience. Supplemented by internet advertising
and CTV, it remains a key element of a brand’s engagement with its consumers.

Compared to most other advertising platforms, the halo effect caused by television advertising is
unmatched. The phrase “halo effect” refers to a consumer’s preference for a line of products
because of their previous favourable experiences with other items produced by the same
manufacturer. This means that brands will be able to see increased Return on Investment (ROI)
if they include TV advertising in their marketing strategy, highlighting another key importance of
TV advertising. Research conducted by the Canadian firm ThinkTV found that excluding
television as an advertising medium in a company’s marketing strategy can decrease ROI figures
by around 19%.%4

24 https://falloffthewall.com/are-tv-ads-worth-it/
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Radio

Podcasts, on-demand and online listening

The South African podcast audience has indeed shown impressive growth over the past few
years. In 2023, the number of monthly listeners reached over 13 million, marking a 10% increase
from the previous year’s 12 million and a substantial 79% rise from 2019’s 7.4 million. This trend
highlights the increasing popularity and adoption of podcasts as a preferred medium for
consuming content.

Looking ahead, the number of podcast listeners is expected to continue growing at a CAGR of
3.7%, potentially reaching close to 16 million by the end of 2028. This growth is driven by several
factors, including the expansion of internet access, the proliferation of smartphones, and the
diverse range of content available that caters to various interests and demographics.

Brands are increasingly recognising the value of podcast advertising. In South Africa, podcast ad
revenue grew by 11.4% in 2023, reaching R137.6 million, which is more than double the R67.9
million recorded in 2019. This upward trend is expected to continue, with advertising revenue
projected to grow at CAGR of 6.1%, potentially reaching R183.5 million by 2028.2°

Podcasts have become a vital part of South Africa’s digital media landscape, offering a flexible
and intimate way for people to consume content. They cover a wide range of topics, from
entertainment and education to news and personal stories. The medium’s ability to connect with
audiences on a deeper level makes it an attractive platform for both creators and advertisers.?®

25 https://mediaoutlook.pwc.com/commentaries/SEG-MUSIC/SOUTHAFR
26https://baird.media/the-explosive-growth-of-podcasting-in-south-africa-opportunities-for-brands-and-creators/
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South Africa’s high penetration of smartphones and digital devices is also driving more listeners
to online radio platforms, as mainstream radio listeners decline. This is according to the 1AB,
South Africa’s Industry Measurement Dashboard, which reveals growth in dedicated online
audiences for radio station websites in Gauteng and KZN for Q2 2024. %/

According to the report, the increase in internet penetration and growing smartphone accessibility
prompted online radio audiences to grow significantly across the two provinces in April, May and
June. According to the industry body’s audience data, across the three months, 5.6 million
listeners visited independent radio station Jacaranda FM'’s website — nearly a million more than
its closest competitor East Coast Radio, which recorded 4.7 million website visits during the same
time. 28

According to the IAB, these figures refer to radio audiences accessing the radio stations’
websites, both to access audio (livestream/on-demand radio and podcasts) and other
information. Niche radio station sites that also enjoyed high online page impressions during this
period included Sepedi, Zulu and Tswana stations Thobela FM, Ukhozi FM and Motsweding FM,
it says. ?°

Experts in the sector noted that “[k]ey factors driving online audio listening include the increased
utilisation of digital devices to listen to audio - this is a result of the massive penetration of
smartphones, smart TVs, smart speakers, etc, coupled with an increase in audio content choice,
such as podcasts and audio streaming services, as well as an increase in broadcaster apps,
such as LiSTN, SABC+ and PrimediaPlus.”°

Digital radio

A DABH+ trial has been running in the Gauteng area since 2014, under the auspices of NAB and
the Southern African Digital Broadcasting Association (SADIBA). There’s also been a DAB+ trial
in Cape Town and DRM trials in Pretoria. The NAB’s DAB+ working group meet regularly on
technical matters relating to the
roll-out of digital broadcasting.
There is an urgent need for policy
and regulatory certainty in this
area, as spectrum is already
reserved in the band. ICASA
issued the Digital Sound
Broadcasting Services
Regulations in March 2021, but is
yet to establish a digital technical
advisory group (DTAG).

27 https://www.itweb.co.za/article/on-demand-radio-takes-off-as-mainstream dwindles/wbrpOMg28kG7DLZn
28 |bid.
29 |bid.
30 |bid.
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Current South African television and radio regulation —what are the hot topics?

The Copyright Amendment Bill proposes substantial changes to copyright laws. In the
broadcasting industry, content creation is key and overreaching fair use and royalty provisions
envisaged in the new act could negatively affect IP rights and consequently content creators / IP
owners’ livelihoods. In October 2024, President Ramaphosa sent the Copyright Amendment Bill
to the Constitutional Court for review citing his concerns about the constitutionality of the Bill.3!

Another hot topic in regulation has been the need to update the broadcasting policy framework
in South Africa, that has been in stasis for the past two decades. Broadcasters have been calling
for regulatory parity between broadcasters and OTT providers and an update to the regulatory
framework for the past decade. An encouraging step was the publication of the Draft White Paper
on Audio and Audiovisual Content Services Policy Framework by the Department of
Communications and Digital Technologies in 2020.%2 This draft policy was consistent with the
approach in some international jurisdictions, especially the European Union (EU) which adopted
the revised Audiovisual Media Services Directive (AVMSD) that creates an EU framework for
national legislation on all audiovisual media, including broadcasters, video-on-demand operators
and video sharing platform services. A revised version of the draft policy was published in 2023
for public comment and after engagements with stakeholders the process appears to have stalled
again.®* Broadcasters and other key stakeholders have identified the need for further
engagements before this draft policy is finalised to take into consideration the fundamental
changes that have occurred in the sector since the last opportunity to comment on the proposed
audiovisual content services regulatory and licensing framework.

Lately, there has been a significant buzz around Al, especially generative Al (GenAl), which is
“a type of artificial intelligence technology that can produce various types of content, including

31 https://www.businesslive.co.za/bd/national/2024-10-15-ramaphosa-sends-atrocious-copyright-bill-to-constitutional-
court/

32 Government Notice No. 1081, Government Gazette No. 43797, 9 October 2020

33 https://digital-strategy.ec.europa.eu/en/policies/audiovisual-and-media-services

34 Government Notice 1934, Government Gazette No. 49052, 31 July 2023.
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text, imagery, audio and synthetic data.” It can produce chatbots, subtitles, dubbing, write music
and essays, and create art, etc. There is a range of advanced Al tools and software available to
the general public, and broadcasters can use these publicly available tools to create and
distribute content that is responsive to audience trends.

Creators can use Al tools to improve aspects of broadcasting such as content creation and
distribution, improve productivity and personalise content. Al unlocks many possibilities, however
there are challenges — such as algorithmic biases, data privacy and ethical considerations.
Among the concerns about GenAi in film is the use of digital deepfakes, job losses across the
production value chain, Intellectual Property infringement (e.g. web scraping used to train Al
tools) and data privacy. When harnessing the benefits of Al broadcasters will have to create an
enabling and ethical environment that respects data protection, consumer rights and content
standards.

The DCDT launched a draft Al Discussion document in 2024 with the intention to develop a
National Policy.*® The broadcasting sector and the regulator are also engaging in conversations
on what form of self-regulation, co regulation or regulation is appropriate to guide the use of Al
by audiovisual and audiovisual content services. Al is also transforming audio content creation
with applications such as text-to-speech, voice-cloning and real-time personalised advertising.
An Al-driven radio station launched in Europe, uses “RadioGPT” Al software, and focuses on the
presentation of music rather than political content. While content creation technologies are useful,
Al will not replace radio hosts, journalists, reporters, or aspirant musicians. Legal and ethical
issues ranging from copyright and intellectual property to manipulation and abuse are still under
consideration.3®

It is clear that the current environment is one characterised by change and digital disruption to
traditional models, whether business or regulatory. Holistic approaches and fundamental
changes will be required going forward to deal with changing value chains and consumer
behaviours as content moves and is consumed on a variety of platforms from TV, radio, social
media and interactive and immersive digital experiences.

Regulatory and other insights from other developed and developing markets

OTT VOD platforms such as Netflix, Amazon Prime Video, Disney+ and regional service
providers have transformed the way in which audiovisual content is being consumed by the public
and have become a significant part of modern digital life.

Regulators’ response to emerging media content distribution platforms and the disruption they
pose to traditional media distribution platforms varies across different jurisdictions and the
environment is extremely fluid with policymakers and legislators still grappling to formulate
appropriate responses in the fast-changing audiovisual environment.

They have drawn the attention of policymakers, legislators and industry experts who have
identified the need to level the playing field between traditional media and OTTs and offer
consumers the same protections they enjoy in television and radio in the online environment.

35 https://www.dcdt.gov.za/topics/495-national-ai-summit.html
36 https://themediaonline.co.za/2024/06/credibility-and-collaboration-key-to-radios-future-success/
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The United States has not yet introduced any legislative provisions aimed specifically at OTT and
they therefore remain generally unregulated, albeit with some obligations pertaining to
compliance with advertising standards and closed-captioning. In Brazil, there has not yet been
much deliberation on the possible regulation of OTT services. Whilst OTT platforms are broadly
unregulated in India, they are subject to content regulation under the Information Technology
Act. The popularity of OTT TV is growing in Sri Lanka and OTT services in that country are
subject to the same regulations as traditional pay TV services, whilst licensing requirements for
offshore OTT service providers depend on the nature of their operations.

Singapore has developed an OTT Content Code which is applicable to all OTT services, and
Singapore-based OTT TV services are further subject to the Internet Code of Practice. In China,
the regulatory framework for OTT services makes a distinction between (i) content that is
delivered via the internet to televisions and via privately managed networks to other devices, and
(i) content delivered via the Internet to other devices other than televisions. Each category is
subject to specific licensing requirements and restrictions.

The Asia Video Industry Association has observed that Asian governments are focusing on three
major goals in respect of OTT services. These are: Content Standards (adherence to local market
standards with regard to politics, social harmony, morality, etc), Taxation (OTT players to pay

their fair share of taxes) and Control (sovereign governments attempting to control access to
international Internet, flowing from regulatory frameworks adopted for domestic terrestrial FTA
broadcasting).

Australia applies a light touch regulation. There are currently no laws regulating the entry of OTT
services into the market, and no licences or approvals are required. However, general industry
codes are applied to these services including requirements relating to the protection of children.

The UK’s Media Act 2024 includes new regulations for VOD. Content regulations extend to video-
on-demand services. One of the main aims of the Act is to bring all mainstream VOD services
accessible in the UK under an Ofcom regulated content code, this includes non-UK based VOD
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services which have been designated as Tier 1 services (other non-UK based VoD services not
designated as Tier 1 will remain unregulated).®’

The EU has been engaged in reviewing its Audiovisual Media Services Directive (AVMSD) in
recognition of the impact that technology continues to have on the media landscape. This
process culminated with the adoption of the revised AVMSD in November 2018. Notably, the
revised AVMSD extends obligations regarding the protection of children to video sharing
platforms and VOD services. The provisions aimed at protection of children also include
protection from inappropriate commercial communications for foods high in fat, salt, sodium and
sugars. Furthermore, the AVMSD requires VOD service providers to have at least 30% share of
European content in their catalogue and local content must be given prominence.

The AVMSD provides a comprehensive global standard for international best practice for the
regulation of a converged media landscape, whilst continuing to promote the fundamental
objectives of diversity, access to information, investment in local content and consumer
protection.

The EU has also taken the lead by enacting the first legal framework on Al globally in 2024. The
new Al Act sets out specific requirements and obligations regarding uses of Al in the EU.
Broadcasters are also taking steps toward self-regulation, notably the BBC in the UK have
committed to ethical guidelines based on transparency and openness, accountability and human
oversight.3®

$Thttps://www.taylorwessing.com/en/interface/2024/media-update-2024/the-new-uk-media-act-tightens-up-the-
regulatory-framework-for-video-on-demand-
services#:~:text=Under%20the%20Act%2C%20Tier%201,will%20be%20issued%20by%200fcom.

38 https://www.bbc.co.uk/supplying/working-with-us/ai-principles/
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Protection of Children

The convergence of technologies and emergence of multiple content distribution platforms have
brought about new challenges for the current content regulatory approach globally. This has
brought a new focus on the need to ensure adequate measures to protect children. Traditional
broadcasters already have a watershed period in place, as well as a number of tools and
safeguards in place, including parental control mechanisms, audience advisories regarding the
nature and age restriction of the content, and the ability to block programmes or channels with a
PIN number, based on the classification of the programme.

Self-regulation: BCCSA Online Content Services Code of Conduct

Since 1995, the BCCSA has administered Codes of Conduct for broadcasters who are members
of the NAB, to ensure that the licensed broadcasters act in the public interest and for the
protection of audiences, and specifically the protection of children.

In 2017 the NAB members developed On-Demand guidelines applicable specifically to their on-
demand services, to ensure consistent protection of children across their content services under
their editorial control. On 1 February 2023, the Broadcast Complaints Commission of South
Africa’s new Online Content Services Code of Conduct (Online Content Code) became
operational. The NAB widened the remit of the BCCSA to administer this new code. NAB
signatories to the Codes must now adhere to the FTA Code, Subscription Code and the Online
Content Code.
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Information, Communication Technologies and Media Regulators Forum (ICTMRF)

ICASA, FPB, the Information Regulator and .ZADNA, launched the ICTMRF in October 2024.
The Forum chair is ICASA and ICASA stated that the creation of the Forum is a direct response
to the rapidly evolving digital landscape, where the boundaries between traditional media,
information, and communications technologies are increasingly intertwined. In its media release,
ICASA indicated that the primary aim of the forum is collaboration, and it is further guided by the
following objectives: (i) strengthening cooperation in regulating the Information and
Communications Technologies and Media sectors; (ii) identifying and addressing duplication of
effort; and (iii) identifying areas for potential synergies and areas of cooperation in the future to
optimise a regime of effective information and communications technologies, and media
regulation in South Africa, aligning with new developments in the digital era. It is understood that
the distinct mandates of each regulator will be protected and that the Forum will draw on the
experiences of similar regulatory forums of the UK and Australia.

The Australia government indicated in November 2024 that it will be legislating imminently for a
ban on social media for children under 16. While other jurisdictions have indicated that they are
developing similar bans, Australia’s proposed use of various age verification methods, no
parental consent exemptions and the highest age limit of any country will make it the most
rigorous.

The issues of content regulation and the roles of ICASA and the FPB in particular, are of interest
to the broadcasting sector and it is hoped that the Regulators Forum will open its activities to the
industry.

Global affiliations
The NAB joined the World Radio Alliance

(WRA) in May 2022. The WRA is part of 4 WO R I_D
egta - a worldwide informal group of trade i
! RADIO

bodies representing radio companies and

sales houses to widely promote and "
demonstrate the power and value of . AI_I_IANCE

radio/audio in the media landscape.

In June 2024, the NAB also joined egta’s

T h Global TV Group (GTVG), becoming the
e first African member of the collective. The
G l b l GTVG aims to promote television and
D a remind advertisers, journalists, tech gurus,

TV G , agencies and industry peers about the
ro u p - effectiveness and popularity of TV.
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LOOKING FORWARD

Frontier trends in broadcasting

There has seen increased interested in Al implementation from
both the public and private sectors, with various initiatives aimed
at integrating Al into different industries.

Multiple large corporations have begun the experimentation, and
in some cases, industrialisation of Al technologies so that they |
can accelerate their efforts to provide fast, cost-effective and
personalised solutions to their end customers. Al unlocks
potential for hyper-automation, allowing enterprise workflows to
achieve seamless speeds of execution by unlocking valuable
human-time to allow them to focus on more value-added tasks.

In a landmark move for the country’s burgeoning Al sector, the
South African Artificial Intelligence Association (SAAIA)
launched in June 2023. The association aims to champion the
cause of responsible Al development and usage across the
nation, bringing together a diverse range of stakeholders
including commercial entities, government bodies, academic
institutions, startups and NGOs.*®

Al has been integrated into several key sectors in South Africa, including healthcare, education,
financial services and agriculture. The government has shown a strong commitment to leveraging
Al to address societal challenges. For instance, the Presidential Commission on the Fourth
Industrial Revolution (4R Commission) was established in 2019 to identify relevant policies,
strategies and action plans that will position South Africa as a competitive global player.*°

In education, Al-driven tools have been implemented to enhance learning experiences and
administrative efficiency. The financial sector has seen the adoption of Al for fraud detection,
customer service and personalised financial advice.*

Thus far, much of the discussion surrounding Al in the entertainment and media space has
focused on reducing and controlling costs—rather than driving new revenue streams. GenAl-
driven text generation tools can translate concepts into stories and generate credible human
dialogue, turn text into visuals and storyboards and create animated 3D models from 2D videos
or static images. GenAl can also add value in post-production by making editing quicker and
easier. In Japan, anime and comic producers are using Al to streamline and accelerate their
production processes. In Indonesia, too, GenAl is being deployed as a productivity engine for
creative processes.

The need to control the use of Al tools and Al-generated content—and to avoid undercutting
creators’ rights and payments—were key factors in the 2023 Hollywood writers’ strike, and in the

39 https://mediaoutlook.pwc.com/commentaries/SEG-TABLEAI/SOUTHAFR
“Ohttps:/www.cliffedekkerhofmeyr.com/en/news/publications/2019/technology/tmt-alert-1-july-ai-regulation-in-south-
africa-and-the-global-regulatory-trends.html

41 https:/iwww.bcg.com/publications/2023/south-africa-and-artificial-intelligence
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subsequent deal struck with the Writers Guild of America. Going forward, the speed at which
high-quality content can be produced will continue to increase as the related costs decline.*?

Environmental Impact

There is also a need for greener technologies in
broadcasting, which will continue to drive
innovation and reduce the environmental impact of
the sector. The World Bank estimates that the ICT
sector, as a whole, contributes 1.7% of the global
greenhouse gases.** As technologies rapidly
advance, infrastructure will be replaced and large
data centres will be needed to facilitate the
processing of information, including broadcasting
data. These data centres require huge amounts of
electricity to operate, increasing a broadcaster’s
carbon footprint.

e According to the European Broadcasting Union
(EBU), VOD streaming for 30 mins** is responsible
for 0.028-0.057kg CO02e. They state that the
broadcasting industry is also vulnerable because of
environmental issues — rising energy costs, energy
security, and resource scarcity — all affect the
sector. Additionally, climate change may also
cause infrastructure in some countries to become
vulnerable to flooding etc. and in the last few years,
it has become common place to see disruptions to
the global supply chain because of weather events.

In total, 3% of global electricity is being used by data centres and this is forecast to increase to
8% by 2030. It is estimated that 244 TWh of energy is needed to run data centres and content
delivery networks for streaming alone.*® Notably, President Cyril Ramaphosa assented to the
Climate Change Act 22 of 2024 in July 2024, aiming to establish a comprehensive legal
framework for the regulation of the impacts of climate change, with the goal of achieving net-zero
by 2050. While the Climate Change Act is not yet in effect, sustainability measures will be vital
for reducing a broadcaster’s carbon footprint and costs and enabling the sector to comply with
South Africa’s goals of reducing greenhouse gases.

42 https:/iwww.pwc.com/gx/enfissues/business-model-reinvention/outlook/insights-and-perspectives.html

43 The World Bank “Measuring the Emissions & Energy Footprint of the ICT Sector” published 20 March 2024
available at
https://documents1.worldbank.org/curated/en/099121223165540890/pdf/P17859712a98880541a4b71d57876048ab
b.pdf

“4https:/[www.carbonbrief.org/factcheck-what-is-the-carbon-footprint-of-streaming-video-on-netflix;
https://tech.ebu.ch/files/live/sites/tech/files/green/SustainabilityFactSheet.pdfSustainabilityFactSheet

45 Futuresource Consulting “Sustainability in Video Entertainment: 2022 Industry Update” at 6
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Moving the TV broadcasting industry forward

TV broadcasters were asked for their views on a series of topical matters:

Graph 12: Industry drivers and inhibitors
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Graph 13: Reflections on what could be changed

Regulations and laws that cater

specifically for niche community stations

and community of interest broadcasts

Policies, regulation and
enforcement to enable fair
competition and policy certainty

Ease the local content quota
regulations and empower the SABC
to offer its content on digital platforms
for a fee

Dedicated spectrum set aside for
the localized 5G broadcasting
network

Graph 14: Possible growth opportunities

Growth primarily in the OTT space
and less emphasis on linear
broadcasting
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South Africa still has room for local
commercial broadcasters to assist in

providing opportunities to the local
industry

November 2024

A sfrong regulator that enforces
regulations when cases of
interference occur

To establish sustainable financial
viability model for religious
community television
broadcasters

Use 5G broadcasting as a value-
add service to engage with
audiences (not to replace current
services)
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Moving the radio broadcasting industry forward

Radio broadcasters were asked for their views on a series of topical matters:

Graph 15: Industry drivers and inhibitors
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Graph 16: Reflections on what could be changed

Policy review of the community
media sector — a sustainability
strategy that works

Less restrictive regulations for public
broadcasting platforms — regulations
stifle creativity and affect ability to
attract sustainable audience and
revenue streams

Allow media owners direct access to
advertisers

Investing in digital equipment to
make radio more accessible to a
wider audience

Flexibility in music formats.
Reduction of the local music quota
for community radio - it is not
sustainable for stations targeting a
youth audience

More business placing advertising
with community radio stations

Graph 17: Possible growth opportunities

Digitisation offers many opportunities,

including using analytics to create

specific content for unique audiences,
partnerships with other digital platforms

to expand your reach

Allow stations that comply with
regulations to be part of regulatory
discussions and inputs
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Leveraging digital platforms for
streaming, podcasts and on demand
content to reach a broader and more
diverse audience

A bigger focus diversifying products
offered such as activations, events,
vodcasts, podcasts and talent
management

November 2024

Driver

Relaxation of regulations to allow for
an expansion of the radio group,
leading to better efficiencies in support
structures

Address unregulated foreign digital

players in the market

Regulate online content for podcasts

Data integration (particularly more
real-time data), embracing multi-
platform distribution and more
targeted online marketing

Implementation of DTT migration
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SO, WHERE TO FROM HERE?

With the continued importance of technology and innovation for the South African economy,
broadcasters are rapidly increasing their digital footprint through new online services while
simultaneously competing with new OTT services. Unlike OTT services, broadcasters remain
heavily regulated and there is an urgent need for regulatory parity. Self-regulation through the
BCCSA has already adapted, through its Online Content Services Code, to ensure that online
content aired by traditional broadcasters can be addressed. Self-regulation will continue to be
important for the regulation of areas of potential future concerns, such as Al, and the BCCSA will
adjust accordingly.

The DCDT is still in the process of finalising its Draft White Paper and it is hoped that, once
finalised, will provide for certainty and a level playing field. New policies will allow ICASA to
consider how OTT services should be regulated. ICASA is also considering a review of its
Broadcasting Code of Conduct to addresses areas such as Al.

Diverse local content is an important and viable feature of traditional broadcasting, which
differentiates it from OTT services. In addition, traditional broadcasters are considered the most
trustworthy platforms for audiences for news and information. The Competition Commission of
South Africa is also finalising its Media and Digital Platforms Market Inquiry, with its Provisional
Report focusing on the outcome of its inquiry into the market features of digital platforms that
distribute news media content that could impede, distort, or restrict competition. The outcome of
this market inquiry could have implications for how news content is aggregated and
disseminated.

Audience research methods are also adapting to changes in multiplatform content consumption.
In March 2024, the European Union enacted the European Media Freedom Act, introducing
obligations for audience measurement for propriety providers (potentially, YouTube, Meta, Netflix
and others), to ensure that systems and methodologies are transparent, impatrtial, inclusive,
proportional, non-discriminatory, comparable, verifiable and audited. These EU audience
measurement provisions recognise that online platforms compete with traditional media service
providers for advertising revenues. Guidelines and codes of conduct will be developed in the EU
by July 2025. Standardised, best practice audience research methodologies such as these will
prompt other jurisdictions to review audience currency research methods.

The NAB has a vital role to play in amplifying the voice of the regulated broadcasting sector and
hopefully, the Draft White Paper, the Copyright and Performers’ Protection Amendment Bills, and
the FPB and ICASA jurisdictions on content regulation, will be settled under the 7" Administration

The NAB'’s relevance as an industry association is unquestionable. It
will continue to deliver on its mandate in promoting radio and
television as credible and ethical content platforms for audiences and
advertisers alike, and being at the forefront of technological
innovation, industry developments and global trends. It's mission of
advancing the sector to make a positive difference in South Africa,
remains paramount today and well into the future.
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Highlights in the Broadcasting Industry 2019 to 2024
[ ] [ ] ® 2023
*  Community Broadcasting Services * Historically Disadvantaged Individuals and *  Dizaster Management Regulations re: Impact of Severe Electricity Supply Constraint issues
Regulations issued Application of the ICT Sector Code «  Launch of BCCSA’s Online Content Services Code of Conduct
*  Final Radio Frequency Migration Plan Regulations «  MAE & BCCSA celebrate 30 years of existence
2019 published = Sports Broadcasting Services Amendment

* ARE v Bliss Brands Constitutional Court decision re: ARB's right to rule on the advertising of

Regulations 2021
g non-members for the guidance of members

* Radic Freguency Spectrum Assignment

Flan for Frequency Band 2025-2110 MHz + Digital Scund Broadcasting Services i
published Regulations 2021 — issued but not * ASO deadlines: March and July 2023
»  Findings Document and Position Paper on effected * DSty Stream app launched
the Use of Digital Scund Broadcasting in = Must Cammy Regulaticns amended * Radic reaches 100-year milestone in South Africa
South Africa issued - eVod app launched +  MDDA celebrates 20 years of existence
*  South African Municipal Elections held in *  Competition Commission holds Media & Digital Platforms Market Inguiny
MNovember 2021 «  Draft White Paper on Audio and Audiovisual Media Services and Online Content Safety: A Mew

Vision for South Africa
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2022 2024
+  COVID-19 Declaration of a National State of Disaster *  SAHRC’s Investigation into Allegations of Racial * Primedia Plus app launched
kit S e TS L . . - - .
- Draft White Paper on Audio and Audiovisual Gontent Services Discrimination or Discrimination in Advertising South Africa holds 7% National General Election i
Policy Framework: & Mew Vision for South Africa 2020 = ASQO deadlines: January, March & June 2022 *  Launch of the Information, Communication Technologies & Media Regulators Forum
*  Several broadcasters implement remote production and work-  * Launch of the Marketing, Advertising & Communication * Starsat/ ODM exits SA’s subscription TV market following licence expiry
from-home arrangements in the wake of the lockdown Charter * ICASA Findings Documents on Signal Distribution Market Inguiry published
+  ICASA exempts TV and radic services from complying with the * SABC Plus app launched «  ICASA Satellite Services Licensing Framework Inguiry launched
specific programming licence conditions and local content *  Amended Films and Publications Act comes into «  President refers Copyright & Performers’ Protection Bills to Constitutional Geurt
qguotas & announces emergency release of radio freguency operation

*  SABC Bill withdrawn by Minister Malatsi
*  AS0 deadline: December 2024

spectrum to enable broadcasters to meet increased demand for

services due to lockdown ICASA concludes high-demand radic frequency

spectrum auction & collects R14.4 killion in proceeds

| Stella !:Jdabem’-.qbr ahams Khumbudzo Ntshavheni , . Mondili Gungubele - Solly Malatsi
E (November 2018) {2021) (2023) (2024)
Key: Ministers from 2014 - 2019

DoC: Faith Muthambi Ayanda Diodlo Mmamoloko Kubayi-Ngubane » Nomvula Mokonyane

DTPS: Siyabonga Cwele

Key: Ministers from 1994 — 2014

Pallo Jordan Jay Naidoo vy Matsepe-Casaburri Siphiwe Nyanda Roy Padayachie Dina Pule Yunus Carrim
_— _— _— _ _ —_—
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