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Time spent viewing: A 3 year trend

Average hours spent per day by month

M‘N

Jan | Feb | Mar | Apr | May | Jun | Jul | Aug | Sep | Oct | Nov | Dec
——2018| 2:59 | 2.53 | 3:02 | 3:15 | 3:15 | 3:19 | 3:17 | 3:17 | 3:16 | 3:20 | 3:24 | 3:09
=8-2019| 3:14 | 3:01 | 3:03 | 3:20 | 3:24 | 3:31 | 3:27 | 3:23 | 3:33 | 2.53 | 3:30 | 3:14
=#=2020| 3:15 | 2:56 | 3:25 | 4:30 | 4:04 | 3:43 | 3:24 | 3:28 | 3:24 | 3:30 | 3:25 | 3:15

2021/ 3:20 | 3:11

——2018 -=-2019 -+-2020 2021
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Time spent viewing: A 3 year trend
Average hours spent per day by month

Jan | Feb | Mar | Apr | May | Jun | Jul | Aug | Sep | Oct | Nov | Dec
=—2018| 1:13 | 1:14 | 1:17 | 1:23 | 1:26 | 1:26 | 1:24 | 1:25 | 1:22 | 1:22 | 1:21 | 1:10
=8-2019| 1:16 | 1:14 | 1:13 | 1:24 | 1:27 | 1:29 | 1:29 | 1:26 | 1:26 | 1:14 | 1:22 | 1:11
=4=2020| 1:16 | 1:12 | 1:21 | 1:145 | 1:38 | 1:31 | 1:23 | 1:23 | 1:20 | 1:21 | 1:19 | 1:12

2021| 1:15 | 1:13

——2018 -=-2019 -+-2020 2021

\
9]
0
3
Qo
=
=
o
o
=
o
=)
o
a
=
o
©
A9
[
=
Q.
o
o
Q.
kel
c
<
©
=1
c
[
e
=
c
S
O
U
-
-
o
=)
>
c
©
Q.
=
S
(v}
c
[
©
2
z
i
=
=
o
[N}
o
o~
©
=
=y
00
=
>
Q.
[S)
O



Time spent viewing: A 3 year trend

Average hours spent per day by month

o "'Aa ‘ l

Jan | Feb | Mar | Apr | May | Jun | Jul | Aug | Sep | Oct | Nov | Dec
——2018 2:47 | 250 | 2:47 | 2:48 | 2:47 | 2:51 | 2:55 | 2:38
=8-2019| 2:43 | 2:34 | 2:34 | 2:49 | 2.53 | 2:58 | 2:54 | 2:48 | 3:00 | 2:53 | 2:56 | 2:39
=#=2020| 2:39 | 2:27 | 251 | 3:40 | 3:18 | 3:00 | 2:43 | 2:40 | 2:41 | 2:46 | 2:44 | 2:33

2021 | 2:37 | 2:30

——2018 -=-2019 -+-2020 2021
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Time spent viewing: A 3 year trend
Average hours spent per day by month

Jan | Feb | Mar | Apr | May | Jun | Jul | Aug | Sep | Oct | Nov | Dec
——2018 1:17 | 1:17 | 1:15 | 1:16 | 1:14 | 1:14 | 1:13 | 1.01
=8-2019| 1.07 | 1:06 | 1:04 | 1:14 | 1:18 | 1:19 | 1:19 | 1:16 | 1:17 | 1:14 | 1:13 | 1.02
=#=2020| 1:06 | 1:.03 | 1:11 | 1:31 | 1:25 | 1:18 | 1:11 | 1:08 | 1:08 | 1:08 | 1:07 | 1:00

2021/ 1:02 | 1:00

——2018 -=-2019 -+-2020 2021
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Time spent viewing: A 3 year trend

Average hours spent per day by month

e B

Jan | Feb | Mar | Apr | May | Jun | Jul | Aug | Sep | Oct | Nov | Dec
——2018 0:09 | 0:09 | 0:09 | 0:09 | 0:09 | 0:09 | 0:09 | 0:10
-=8-2019| 0:10 | 0:09 | 0:09 | 0:10 | 0:10 | 0:10 | 0:12 | 0:11 | 0:11 | 0:10 | 0:11 | O:11
=#=2020| 0:11 | 0:09 | 0:11 | 0:16 | 0:15 | 0:14 | 0:23 | 0:16 | 0:14 | 0:14 | 0:13 | 0:14

2021 0:14 | 0:13

——2018 -=-2019 -+-2020 2021
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Time spent viewing: A 3 year trend

Average hours spent per day by month

R S S NS M S S S ———

Jan | Feb | Mar | Apr | May | Jun | Jul | Aug | Sep | Oct | Nov | Dec
——2018 0:01 | 0:02 | 0:03 | 0:03 | 0:02 | 0:02 | 0:02 | 0:02 | 0:02
—#-2019| 0:03 | 0:02 | 0:02 | 0:03 | 0:03 | 0:03 | 0:03 | 0:03 | 0:03 | 0:03 | 0:03 | 0:03
=#=2020| 0:03 | 0:02 | 0:03 | 0:04 | 0:04 | 0:04 | 0:04 | 0:04 | 0:04 | 0:04 | 0:03 | 0:04

2021| 0:04 | 0:04

——2018 -=-2019 -+-2020 2021
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Total TV Screen Ratings (including non-broadcast activity)

AMR

Universe

Sample

6 087016
6476 383
6992478
6 881 288

Broadcast TV only ratings

AMR

45 062 118
46 280 042
46 635618
49 995 282

10729
10974
10 444
9 886

Non-broadcast activity only ratings

AMR

4 Copyright © 2020 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute. /

5341100
5446 379
5624 209
5402157

308 524
343 544
455 514
498 403

Jan 2018 12.5
Jan 2019 13.5
Jan 2020 13.6
Jan 2021 13.9

* 1.5 months only
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Total TV Screen Ratings (including non-broadcast activity)

Avg PT AMR% AMR

Universe

Sample

2018 27.0 12 262 846
2019 27.4 12725035
2020 28.0 13265 159
2021%* 25.1 12 526 556

Broadcast TV only ratings
Avg PT AMR% AMR

45062 118
46 280 042
46 635618
49 995 282

10729
10974
10 444
9 886

Non-broadcast activity only ratings

AMR

2018 24.6 11 240 221
2019 24.3 11278874
2020 23.9 11 353438
PAAR 20.8 10 408 156

446 789
482 271
636 486
716 498

Jan 2018 24.4
Jan 2019 25.7
Jan 2020 25.6
Jan 2021 25.3

* 1.5 months only




Total TV Screen Ratings (including non-broadcast activity)
AMR%: All Day

40 -

30 -

20 - :

10 -

H 0

£ Jan | Feb | Mar | Apr | May | Jun | Jul | Aug | Sep  Oct | Nov | Dec
; —-2018/12.5/12.1/12.6/13.5/13.6 13.9|13.7/13.7|13.7|13.9|14.2|13.2
4 |-%-2019/13.5 12.6/12.7(13.9|14.2|14.7|14.4/14.1/14.9/14.3|14.6|13.5
s |—+-2020/13.6|/12.3/14.3/18.8| 17 |15.5/14.2|145/14.2/14.6/14.2|13.6
2021/13.9/13.3



Total TV Screen Ratings (including non-broadcast activity)
AMR%: Prime Time

40

30

20

10

Jan | Feb | Mar | Apr |May | Jun | Jul | Aug | Sep | Oct | Nov | Dec
——-2018|24.4|24.8|25.8|27.7/28.8/28.928.3(28.6(27.5/27.6|27.3/23.4
-#-2019/25.724.9|24.4| 28 |29.2|29.7|29.7|28.8 28.9|27.9|27.5| 24
-4-2020|25.624.2|27.3| 35 |32.7,30.3/27.9/27.8|/26.9|27.1|26.4|24.3

2021|25.3|24.3
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Broadcast TV only Ratings (excl. non-broadcast activity)
AMR%: All Day

\

40 -

30 -

20 -

§ 10 - E\&M
H 0

£ Jan | Feb | Mar | Apr | May | Jun | Jul | Aug | Sep  Oct | Nov | Dec
; ——-2018 11.6/11.9|11.6|11.7|11.7|11.9|12.2 11
4 |-%2019/11.3 10.7|/10.7|11.8| 12 |12.4|12.1|11.7|125| 12 |12.3|11.1
i |—-2020/11.1|/10.3|/11.9/15.3|13.8/12.5/11.3|11.2|/11.2/11.6|11.4|10.7
2021/10.9/10.4



Broadcast TV only Ratings (excl. non-broadcast activity)
AMR%: Prime Time

40 -

30 - : I

20 - »

10 -

H 0

£ Jan | Feb | Mar | Apr | May | Jun | Jul | Aug | Sep  Oct | Nov | Dec
; —-2018 25.8|25.9|25.3|25.624.7|24.7/24.5|20.5
4 |-%-2019/22.6 22.1/21.6(24.9|26.1|26.4|26.4|25.4|/25.8/24.9|/24.4/20.8
B |—+-2020/22.2|21.3| 24 130.4|28.4/26.2/23.9| 23 |22.7/22.8|22.4|20.2
2021| 21 |20.3



Non-broadcast activity ratings
AMR%: All Day

40

30

20

nfidential and proprietary. Do not distribute.

10

Jan | Feb | Mar | Apr |May | Jun | Jul | Aug | Sep | Oct | Nov | Dec
——2018 07,07 07,07 07|07 |0.7]|0.7
-+-2019 0.7 | 06 |07/ 07 07/08/08|08|0807 |08 0.8
-+-2020/ 08 | 0.7 /0812 11| 1 1 11 1 1 09| 1

2021 1 1
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Non-broadcast activity ratings
AMR%: Prime Time

40 -
30 -
20 -
10 -
0 | e fp— — ——— ———
Jan | Feb | Mar | Apr |May | Jun | Jul | Aug | Sep | Oct | Nov | Dec
——-2018 1 1 1 1 /09| 1 09] 1
%2019 1 |09/09] 1 |11 /11|11 |11 1 1 1 |11
2020/ 12| 1 |11/15 |14 14 14 16|14 |14 |13 |14
2021 14 | 1.4
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Channel ratings (ranked on 2020)

All Day
Avg AMR%

DStv commercial total*
SABC 1

e.tv

OpenView total

SABC 2

Viacom Group

SABC 3

*excluding Viacom
channels
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Channel ratings (ranked on 2020)

Prime Time
Avg AMR%

SABC 1

DStv commercial total*
e.tv

SABC 2

OpenView total

Viacom Group

SABC 3

*excluding Viacom
channels




3 year trend total screen share (2018-2021)

All Day
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3 year trend total screen share (2018-2021)

Prime Time
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OTT and equipment tracker
(source: TAMS panel questionnaire)

Copyright © 2020 The Nielsen Company. Confidential and proprietary.
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Incidence of OTT on TAMS panel

Devices in household

79%
Smartphone 74%
79%
Compu:]er/Laptop in 320 = Dec 2020
ome
31% m Sep 2020
= Jun 2020

Tablet

Source; OTT Tracker




Incidence of OTT on TAMS panel

Internet connection used at home

84.9%
Cell/Mobile Network

Use WI-FI at home

= Dec 20
2.3% m Dec 19
FIBRE B 1.6%
2.2% m Dec 18
1.4%
ADSL 2.4% Source: OTT Tracker

3.2%
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Incidence of OTT on TAMS panel

HHs viewing OTT and VOD

YouTube

DStv Catch Up

Netflix = Dec 20
Showmax mDec 19
DStv Box Office m Dec 18

DStv Now

Google Play Movies

iTunes Movies

Source; OTT Tracker
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Incidence of OTT on TAMS panel

Online Connection to TV-set

Smart TV (Wi-Fi/ o 2.3%
Ethernet internet) i Bo%

Laptop/Cellphone/ 12-8(;/0
Tablet connected to TV [§ 4 7o
1.4%
PVR/Explora 1.3%
0.9%
_ 1 0.6% m Dec 20
Android Box | 0.1%
il mDec 19
h ) 0.48/0
Another device 8&% m Dec 18
0.4%
Games Console that 039
streams 0.2%
0.1%
Chromecast | 0.1%
0.0%

AppleTV | 0.0%

Source; OTT Tracker




Video consumption on all-devices across the online
universe
(source: DCS and Fusion)

Copyright © 2020 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.
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Media Consumption

Base: total 15+ population

92%93%

91%92%

89%

Newspaper (AIR)* Magazine (AIR)* Internet Access (P7D) Radio (P7D) TV (P7D)

= AMPS 2010 = AMPS 2015 = FUSION 2020
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i

Daily

About every
other day

A few times
each week

About once a
week

LLC. Confidential and proprietary. Do not distribute.

About once
every 2 weeks

About once a
month

Copyright © 2020 The Nielsen Company (US),

sl

m 2018 Fusion

—

F6%

Daily

A few times a
week

Once a week

About once every
2 weeks

About once in the
past 4 weeks

m 2020 Fusion

— 52%

1%

Watch TV and access the internet at the same time
Base: online past 4 week universe

Online past 4 weeks
universe
2018 20.7m
2020 26.5m
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Ways of watching TV/movies
Base: online past 4 weeks universe

75%

Standard live TV, clips or Internet TV programs and  Time-shifted/
broadcast TV + shows streamed subscription for movies from the  Catch-up TV
subscription TV TV Shows/ internet

Movies
12018 = 2020

T
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Internet TV/VOD - personally viewed

Base: online past 4 weeks universe

YouTube — o

Vil I

- 6%
Amazon Prime gy ot = 2018 Fusion

g - 52%

g Nt 35% ’

: Showmax  |— 253 Any VD viewing
5 74.6%

] . 0

é Google Play Movies H/ZOO%

E Unauthorised sources such as 15%

'% BitTorrent N 14% 2020 Fusion

Apple TV 5%
Disney+ 4%

Just Watch -2%’)/0

i %
Mediabox 40%

Copyright © 2020 The Nielsen Company (US),
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Internet TV/VOD viewers — frequency of viewing
Base: online past 4 weeks universe

m 2018 Fusion m 2020 Fusion

promiell
other day 17%
A few times - ;
6% Sl
week 28%

i

each week

About once a
week - 7% Once a week . 4%
About once
3% About once
2 k
Ve 2 Weeks P every 2 weeks F 2%

Copyright © 2020 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.
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-

Internet TV/VOD viewing — fewer devices are being used
Base: online past 4 weeks universe

52.1

tph
O e 523

{ Average number of

on a desiton computerfiepton | < : Sliiouses
: 2018 2.5
2020 2.0

2020 Fusion

26.9
TV
M pE

m 2018 Fusion

14.3
OnARE s

7.1
Games console
e 7.8

On a portable media player ﬁ 3.7

Copyright © 2020 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.
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