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DIGITAL
TECHNOLOGIES
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IN VALUE FOR
SOUTH AFRICA
BY 2026
Executive Summary

In South Africa the media sector is
disrupted. New technologies are changing
how content is created, distributed and
consumed, while the entry of global
players is eroding local market share and
compelling local media organisations to
rethink traditional business models. What
will it take for the South African media
sector to compete successfully and grow?
New Accenture research leveraging a
pioneering value-at-stake framework
indicates that by embracing digital
technologies the South African media
could generate an additional R93 billion in
value by 2026 for the local media industry
and society.
The research further indicates that applying
digital technologies across three key
areas of opportunity, or ‘themes’, will be
key to realising that value. These three
themes are hyper-personalisation and
contextualisation, content fragmentation
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and partnering with users to create
content.
But to unlock the value that digital
technology can create, all stakeholders
in this sector have a role to play, driving
awareness and putting in place the
infrastructure, standards and policies
needed to drive adoption.
This paper looks at the unparalleled
opportunity for value creation that digital
technologies offer stakeholders in the
South African media sector and the steps
they need to take to realise that value.

DIGITAL
TECHNOLOGY CAN
DELIVER A R93
BILLION PRIZE

THE NEED FOR
SPEED IN A
DISRUPTED
SOUTH
AFRICAN MEDIA
INDUSTRY
Introduction
South Africa’s media industry has been
an essential engine of the democratic
process in this country since its transition
to an inclusive democracy in 1994. It
gives voice to a plurality of views, offers
entertainment choices to a diversity of
cultures and provides employment to
journalists, artists and the technical and
support staff required to produce news,
drama, sport and general entertainment.
While growth is still on the cards, the
sector is being disrupted by digital
technologies and new digital market
entrants.

It is expected to continue to do so, with
projected growth of 3.7 percent per
annum vis-à-vis 1.5 percent GDP growth
per annum between 2016 and 2021.1 Much
of that growth will come from digital.
Growth in the South African media
industry mirrors global trends of migration
towards digital media channels as Internet
access explodes and media industries
worldwide undergo an enormous
technological shift.

Historically, media has outperformed the
overall South African economy.
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BOUNDARIES ARE
BLURRING
These rapid advances in technology are
disrupting the media sector by changing
the way content is created, marketed and
consumed. The impact can be seen in the
decline of traditional print media and the
growth of new digital media formats as a
result of the increasing ubiquity of smart
devices (estimates suggest 1.5 connected
devices per person in South Africa4),
use of social media (estimated at
27 percent3) and increased (smart) TV
penetration. In addition, boundaries are
blurring between industry segments—
music, publishing and printing,
broadcasting and entertainment,
gaming and gambling—and local media
companies are being challenged by
global players whose cost to serve South
African audiences with generic content is
incremental.
Netflix, Facebook and YouTube are now
available in over 200 countries and
virtual private networks provide further
access to foreign content. As adoption
rises and global digital powerhouses
begin to dominate local media and
entertainment channels, South African
media players which fail to leverage
digital technologies to the fullest and are
digitally disconnected will rapidly lose
market share as customers migrate to
alternatives. While local content remains
a strong drawcard, loss of subscribers
and eyeballs as audiences consume more
generic content will make it increasingly
difficult to produce and distribute local
content.

NEED FOR SPEED
Global players, such as Netflix, Amazon
Prime, BBC, CNN, Al Jazeera and the
digital versions of established news
publications and popular magazines
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are still calibrating their response to the
localisation of their content—with an
eye on the cost of relevance to a South
African audience.
It is crucial that South African content
producers keep pace with foreign
producers and continue to grow the
market. Cord-cutting—the cancelling of a
pay television subscription in favour of an
Internet-based or wireless service—and a
shrinking customer base could threaten
the local production industry.
Local content alone will not be enough
to stimulate more growth in the South
African media market. There is a need
for speed. The impact of change and
disruption is amplified by the rapid
progress of technology. The local media
industry needs to evolve at a similar pace
to the global industry, investing in digital
capabilities and infrastructure, or risk
being left behind.
Additionally, significant network and
infrastructure improvements are
required to address the challenges local
media players face in terms of reaching
audiences. There remains a disparity in
terms of connectivity and access across
geographies, incomes and even race
groups.
While increased smartphone use is
improving access to media content, the
cost of data in South Africa is expensive,
even in comparison to other emerging
countries. This, together with limited
and unstable connectivity, particularly
in remote areas, precludes many South
Africans from accessing content.

FULL IMPACT OF
DISRUPTION YET TO
COME
Low levels of connectivity and high
data costs mean a large segment of
audiences have yet to fully experience

digital content delivery at scale. Thus,
even in the midst of industry disruption,
local media players have not yet felt
the full impact of the disruption. Liquid
expectations are nonetheless being
created.
The digital benefits local audiences
are experiencing—such as hyperpersonalisation offered by companies
like Netflix, and on-demand access to
multiple types of converging content—
are raising customer expectations when it
comes to consuming media.
As connectivity increases and bandwidth
costs drop, simple digitalisation of offline
content and limited-functionality set-top
boxes will not be enough to keep these
audiences loyal; they expect to be able
to cross-reference when reading text,
share articles on social media and invite
comment; they want to interact and
respond. They no longer require harddisk storage to save content as video and
audio content can be streamed anytime,
anywhere and via any medium.

TRANSFORMATION IS
CRITICAL FOR GROWTH
To survive, grow and continue to remain a
pluralistic, open and positive force as this
nation continues to build its economic
prosperity, media companies will need
to focus on unlocking the value of digital
and building on their local relevance
advantage. Media companies need to
transform their offerings into high-quality
user experiences, with customised
content, better recommendations, more
personalised and relevant adverts, and
the tools that customers need to recreate
‘real world water-cooler conversations'
online. They will need to develop new
digital and analytics capabilities to
compete.
Where can the greatest value be
unlocked by digital technologies?
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DIGITAL THEMES
IN THE MEDIA
INDUSTRY
Understanding how digital technologies
create value and how this value can be
captured can help lay the groundwork
for digital transformation strategies,
guiding efforts and investments to
effectively deliver growth across the
sector. Accenture and the World Economic
Forum (WEF) have stepped into the gap,
developing a value-at-stake1 framework
as part of WEF’s multi-year Digital
Transformation Initiative (DTI) project to
measure the impact of digital technology

HYPER-PERSONALISATION
AND CONTEXTUALISATION

Marketers and content
creators will need to produce
personalised content and
personalised advertising to
engage consumers facing
information overload.

and peer into the future to quantify the
value these technologies can create.
Accenture has applied the value-at-stake
framework to South Africa. It indicates
that embracing digital technologies
can generate R93 billion in cumulative
value by 2026 for the South African
media industry, consumers and society.
Accenture research identified three digital
themes in the media industry that would
be key to creating this value.

CONTENT
FRAGMENTATION
ACROSS PLATFORMS

Broadcasters and advertisers
have opportunities to exploit
the popularity of the second
screen, communities of
content and instant messaging
by creating integrated and
complementary content
across platforms.

PARTNERSHIPS AND
CONVERGENCE

Technology is enabling
enterprises to partner with their
audiences to fund or co-create
innovative content. Companies
will need to harness technology
effectively, setting it at the heart
of a digital organisation.

To maximise the potential within each theme, specific digital technologies and
approaches can be applied. But to unlock this digital value, collaboration among all
stakeholders is crucial. Business, industry bodies and policymakers need to work
together to drive adoption of these digital technologies.
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THE VALUE AT STAKE
The Accenture and the WEF value-at-stake framework assesses the impact of
digital initiatives on industries, consumers, society and the environment by 2026. It
also quantifies Digital Value to Society (DVS) by aggregating the key performance
indicators that measure the impact of digitalisation on health and safety, employment,
the environment, labour and consumers.
VALUE AT STAKE (VAS)
DIGITAL VALUE TO SOCIETY (DVS) Example metrics
SOCIETY AND
ENVIRONMENT

CONSUMER
BENEFITS

LIVES
SAVED

CARBON
EMISSIONS

LIFE
EXPECTANCY

TIME
SAVINGS

COST SAVING
ON CONSUMPTION

NET JOB
CREATION

MEDIAN INCOME
GROWTH

COST SAVINGS
ON SPENDING

WELFARE CREATION
FOR CITIZENS

LABOUR

INCOME
DISPARITY

GOVERNMENT

INDUSTRY

VALUE ADDITION VALUE MIGRATION
(FROM NEW
PRODUCTS / SERVICES)

(FROM SHIFTING
PROFIT POOLS)

Figure 1 – DTI value-at-stake framework

The value-at-stake framework, coupled with our industry analysis, demonstrates
that together, three digital themes and their respective digital initiatives can
generate approximately R93 billion between now and 2026 for the South African
media industry, consumers and society.3
Let’s take a closer look at those three themes and at the value that can be created.
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THEMES

HYPER-PERSONALISATION
AND CONTEXTUALISATION

CONTENT
FRAGMENTATION

PARTNERSHIPS AND
CONVERGENCE

VALUE
TO THE
INDUSTRY

VALUE
TO
SOCIETY

VALUE
TO
CONSUMERS

TOTAL
VALUE
AT STAKE

PERSONALISED
ADVERTISING

R 19.5bn

-

-

R 19.5bn

PERSONALISED
CONTENT

R 1.8bn

R 13.2bn

-

R 15bn

PHYGITAL

R 6.8bn

R 0.5bn

-

R 7.3bn

OTT AND
OTT 2.0

R 20.5bn

R 4.2bn

R 14.2bn

R 38.9bn

COMMUNITIES
OF CONTENT

- R 0.7bn

R 2.2bn

-

R 1.5bn

ENGAGEMENT,
CO-CREATION AND
CROWDSOURCING

R 10.7bn

-

-

R 10.7bn

R 58.6bn

R 20.1bn

R 14.2bn

R 92.9bn

INITIATIVES

Figure 2 – Cumulative value-at-stake for selected initiatives

Due to rounding numbers presented may not add up precisely to totals indicated.
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HYPERPERSONALISATION AND
CONTEXTUALISATION
Having great content is no longer
enough to stand out amid the overload
of information that consumers face.
Improved user engagement is now also
an imperative for the media industry.
Traditional methods of advertising
fail to engage consumers. Irrelevant
adverts disrupt user experiences
and promote the use of ad-blocking
software. “Enhanced-pull” personalised
advertising helps to convey a brand’s
value proposition to a more receptive
audience.
Hyper-personalised user experiences,
which could add R42 billion in value,
are driven by advanced algorithms that
use contextual information—such as
content previously consumed, online
behaviour, social media activity and
connections and, location—to present
users with the most contextually
relevant personalised advertising and
content recommendations.
The rapid development of the Internet
of Things has also facilitated the
incorporation of digital media into the
physical world (phygital).

For example, media and retail
companies are working together to
provide customers with a unique retail
experience. While shopping, customers
can now be provided with personalised,
relevant content such as offers and
specials based on the consented use
of their transactional, personal and
social data, which provides retailers
and marketers with detailed customer
insight.
Data analytics and real-time content
management are driving the
development of these capabilities.
Data collection and analytics enable
companies to get consumer insights
across many channels and devices,
and to deliver relevant, unique and
meaningful experiences.
This real-time use of data analytics and
content management is particularly
important as media organisations no
longer only provide pieces of content
but also the experiential services built
around that content.
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2

CONTENT FRAGMENTATION
ACROSS PLATFORMS
Content is being distributed across a growing number of platforms,
devices and mediums. The increasing amount of time spent by customers
online, particularly on mobile devices, has amplified the demand for
Over-The-Top (OTT) media platforms. Increased use of OTT services and
the growing popularity of shortform content and second screen services
is changing broadcasting, presenting broadcasters with new advertising
platforms by offering integrated services for both the first and second
screen.
Advertisers are able to broadcast content to users on instant messaging
and social platforms. These online platforms allow for delivery of free and
paid content, and allow service providers to engage with consumers and
monetise their customers’ activities. Netflix, for example, is an effective
subscription-based OTT service which distinguishes itself by providing
data-driven hyper-personalised recommendations to consumers for
content consumption across multiple devices and by using analytics to
determine what content to commission or license.
The uptake of OTT services and social media interactions has given rise
to consumer communities focused on similar interests. Fragmentation
of content across different platforms due to the emergence of these
communities of content provides opportunities for marketers. Smart
marketers use valuable insights from these communities to inform the
development of strategies and increase interaction.
To unlock the value of content fragmentation, which could be as high as
R40 billion, companies will need to consider how to adapt and evolve
their operating models to manage second-screen real-time advertising
and customer engagement, leveraging OTT platforms and social media.
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PARTNERSHIPS AND
CONVERGENCE
Technology is enabling enterprises to partner with their audiences, using online
platforms to fund or co-create innovative content, and deliver more engaging and
interactive experiences.
Advanced analytics and collection of data from social media and online platforms
enable content creators to incorporate the ideas of audiences when creating new
content. This fosters additional consumer loyalty and engagement. Such digital
additions to the industry (e.g., user-generated content) have the potential to
generate an estimated value of R10 billion. Media companies will need to invest in
digital analytics and platform capabilities to realise this value.
Based on global trends, Accenture also expects to see consolidation within
the South African media industry and convergence with other industries.
Consolidation within the industry could be driven by the need to grow volume
and market share or by companies looking to become more vertically integrated
in the industry or fend off competition from digital natives. For example, media
broadcasters could explore investment in the upstream content production
value chain. Such consolidation will result in value migration and is likely to
yield savings from economies of scale and other synergies arising from vertical
integration.
Convergence with other industries, particularly the telecommunications industry,
is also likely as consumers begin to consume media and entertainment differently
and the need for diversification grows. Convergence will also allow for disruption
through triple play (the provision of Internet access, media and telephone in a
single broadband bundle) and quadruple play (triple play combined with wireless
Internet). Telcos, for example, may look to purchase subscribers, subscriber data
and content libraries in a bid to grow revenue through diversification on the back
of data networks. This ties in with recent local trends of OTT media platform plays
by both Cell C (Black) and Vodacom (Video Play) and could add significant value
for the industry and society at large.
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VALUE TO SOCIETY
By implementing digital technologies in the
media sector across these three themes,
digital value to society is unlocked, benefitting
consumers and the environment.
With the globalisation of the industry,
consumers will benefit from access to high
quality global content. Another benefit is
the value added to society which arises from
additional educational content provided
through OTT learning platforms. This could
amount to as much as R3.6 billion of the R39
billion to be added by OTT platforms.
Society and the environment will benefit from
a reduction of up to 10 million tonnes in carbon
emissions arising from the move from physical
to digital. This reduction in emissions also leads
to lengthened life expectancy and saved lives.
Time savings arising from hyperpersonalisation, including the reduction of
time spent searching for relevant content, can
generate up to R13 billion of the R15 billion
in value that can result from personalisation
of content. This does not factor in the data
costs saved by consumers on consumption of
irrelevant media content.
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IMPLICATIONS
FOR THE
INDUSTRY
AND ITS
WIDER
ECOSYSTEM
The effective adoption of digital
media technologies to unlock
value will require a collaborative
effort by all the stakeholders
within the media industry—
specifically policymakers,
industry bodies and business.
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POLICYMAKERS
Policymakers are responsible for the implementation and administration of policies
which monitor competition and enforce press freedom and anti-corruption laws.
Importantly, policymakers also need to address the price of data which is currently
impeding access to content. Such policies improve business confidence and the ease
of doing business, and so encourage local investment.
Policymakers should drive investments in public infrastructure—such as LTE and
5G—by accelerating authorisations and approvals for these developments. In addition,
policymakers can endorse the ‘first-tier media industry’ (including publishers, TV and
radio stations, etc.), which is imperative as numerous adjacent industries depend on it.

CASE STUDY
EU POLICY SUPPORTS PRESS FREEDOM
The European Commission has implemented legislation that promotes press freedom
and diversity within the media, and supports policies allowing for ease of access to
content throughout Europe. To develop “legislation that supports the creation of a
true Digital Single Market of Content” it is placing significant focus on media freedom
and pluralism. The Commission is also focusing on legislation around social media
(including fake news and illegal content) and digitisation of media around Europe’s
cultural heritage.3,5
14

INDUSTRY BODIES
Industry bodies can can be digital evangelists, driving thought-leadership and
providing guidance to different stakeholders around digital transformation to drive
future growth, as well as identifying digital investment opportunities. They are also
able to facilitate implementation of digital initiatives and can play an important role
in developing private and public-private partnerships to facilitate investments in
infrastructure and capabilities. In particular, industry bodies can facilitate forums in
which local challenges such as unequal and unstable connectivity can be addressed by
all relevant stakeholders. Through the creation of digital steering committees, industry
bodies can champion solutions and commitments.
Further, these industry bodies can take up the mantle of empowering the workforce of
the future of the media industry by designing and imparting relevant skills and training.

CASE STUDY
AFRICAN MEDIA INITIATIVE STRENGTHENS
MEDIA INDUSTRY
The African Media Initiative is a pan-African organisation which aims to strengthen
the media sector on the continent.3,6 It has created a platform that connects
professionals within the media sector and associations to form a reliable African
media industry. It also provides support in the training and specialisation of human
resources locally.
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BUSINESS
Businesses play the most important role in pivoting to digital, introducing new
technologies that can be used to transform the industry and enhance customer value.
By reallocating profits from legacy operations to the development of new digital
ventures, they can improve customer interactions across multiple platforms and
devices.
Investment in the development of additional local content can have significant
benefits for businesses and society (such as economic growth and job creation, among
others) across South Africa and the continent. New technology and interfaces, such as
streaming platforms and social media data can drive interaction with local communities
and even help introduce user-generated content.
To achieve this, investment in digital capabilities and infrastructure is required and
businesses need to focus on creating a culture in which technology is used to augment
and distinguish offerings.

CASE STUDY
GLOBOSAT LAUNCHES ON-DEMAND FIRST
Globosat, Brazil’s largest pay-TV network, launches new TV shows on Globosat
Play, its on-demand platform. Using this platform, the network can identify which
customers are watching the show and determine how best to market the show, as
well as where it fits into its linear programming.3,7
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THE WAY
FORWARD
South Africa’s media industry can benefit
substantially from digital disruption if it
adopts new technologies and adapts to
liquid customer expectations. But this
will require a united and collaborative
effort from all industry stakeholders,
including industry bodies, policymakers
and business.
For the industry to keep up with
competing global media industries and
to remain relevant, it is imperative that
measures are taken to facilitate the
successful adoption of digital media
technologies in the industry.
• Policymakers need to promote a sector
that benefits and supports the industry
as well as society.
• Industry bodies need to facilitate
partnerships and drive the digital
agenda.
• Businesses must adopt and adapt to
new technology and new approaches
to transform the industry and meet
customer expectations. They also

need to consider convergence and
consolidation opportunities which may
unlock additional value.
The opportunities are significant but the
disruption is far from over. To remain
relevant in South Africa and compete
with disruptive global entrants into the
local market, the South African media
and entertainment industry must evolve.
Developing local content that is relevant
to, and appeals to South Africans,
will allow local players to differentiate
their offerings. But they also need to
transform their business models. Hyperpersonalised omni-channel customer
experiences will drive loyalty and grow
market share, as well as allow for greater
connectedness among customers and
between customers and businesses.
This will drive the development of more
cohesive ecosystems and amplifying
benefits for all stakeholders, including
consumers and society, across the value
chain.
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