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Top five biggest concerns

Cost of living, unemployment, government corruption, crime and violence

South Africa Kenya Nigeria Senegal Cote d'lvoire
Crime & violence | 56% Cost of living || N 46% Cost of living [l 33% U”emp'fyme“t 43% Cost of living [ 56%
rate

Unemployment . . .
-- rate - 56% Education cost - 30% Crime & violence ~ 29%

Declinin
Unemployment New / higher Unemol ¢ g
48% g o ploymen . .
b L 48% e I 51% P % rousshold T 20%
. M tal
Loadshedding | 45% Educationcost | 36% Crime & violence ~ 25% Wél?gzrn; . 19%

[(ANTAR AF RI CA I_ | F E Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Cote d'lvoire n=600; Total connected Africans
QO034: Thinking about (country) at the moment, what sort of things are you most concerned about?

Unemployment

0,
rate el
Crime & violence 19%
Declining
household 16%
income

© Kantar 2025



Inflation continues to Annual Inflation Rate (April’24 vs April’25)
ease in all markets, but
consumer prices remain
high, and incomes have
yet to catch up, meaning 249
consumer purchasing

power continues to erode

Apr-24 mApr-25

24%
OO OO
5% o 5% 49, 4o,
Annual Inflation Rate measures 3% 2%

. (¢)
price changes across a basket of . I 0% z
consumer goods vs the same
month in the previous year South Africa Kenya Nigeria Senegal Céte d'lvoire

GDP FY 2024 +0.6% +4.7% +3.4% +6.5%

l(ANTAR A F RI CA I_ | F E ) ) Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Coéte d'lvoire n=600; Total connected Africans © Kantar 2025
Source: https://tradingeconomics.com/ Q034: Thinking about (country) at the moment, what sort of things are you most concerned about?


https://tradingeconomics.com/

With the result
that a significant
portion of
consumers cannot
meet their basic
expenses,
particularly in
Nigeria

...with a significant proportion of
respondents unable to meet their
basic expenses.

ICANTAR AFRICALIFE

Cost of living severity

South Africa

We have enough that we're
not stressed about
covering our household
expenses

43%

It's difficult to pay our
household expenses but 36%
we're managing

We have food but are not
managing to pay other 18%
household expenses

We're hungry and don't
know where our next meal 3%
is coming from

Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Céte d'lvoire n=600; Total connected Africans
FSEN Which of these best describes your family’s financial situation?

Kenya

25%

23%

4%

Nigeria

21%

27%

35%)]

17%

Coéte d'lvoire

28%

55%

13%

4%

31%

55%

12%

3%

© Kantar 2025



Outside of South
Africa, only a quarter
of Africans are
formally employed,
with high
unemployment across
markets; Nigerians
lean into self-
employment

The Language of
Work:

Chomage vs Travail in
West Africa...

A multiple mention question given
that many consumers generate
income across formal
employment and own income

ICANTAR AFRICALIFE

Employment status

Formally employed ®Informal sector mUnemployed

56%
48%
35%
31%
22% | 21%
South Africa Kenya

9%

4
38%
34%

Nigeria

63%

29%

13%

Senegal

Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Céte d'lvoire n=600; Total connected Africans

ESH How would you best describe your employment status?

46%

39%

17%

Cote d'lvoire

© Kantar 2025



Despite these significant challenges, the
majority are optimistic about the country over

the next five years

South Africa Kenya Nigeria Senegal Cote d'lvoire
o 4% 4% o 1% 9%
39% o7 30% 25% ° A’/' 8%
7% 63%
13% 67% 88% 84%

Things will get better | Things will stay the same | Things will get much worse | Don't know

l(ANTAR A F RI CA I_ | F E Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Céte d'lvoire n=600; Total connected Africans
FFC: And what is your general feeling about the future of {#MKT} over the next 5 years?

© Kantar 2025



And the majority are also optimistic about
their future household financial position

South Africa Kenya Nigeria Senegal Cote d'lvoire
50/ [+) o, ()
o 4% 8% 4% 5% 20% 18%
13% o
25% 12% e
13%
75% 67% 239, 46% 62%

Better off financially | About the same | Worse off financially |

Lower social economic groups are less likely to have a positive future financial outlook.
Proportion of lower social economic group who mentioned they are better off financially in the future >> South Africa 49% |
Kenya 68% | Nigeria 60% | Senegal 38% | Cote d'Ivoire 55%

Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Céte d'lvoire n=600; Total connected Africans © Kantar 2025
FS3 Now looking ahead a year from now, do you think that you and your dependents will be: antar



Gen Z: Frustrated but fired up

Africa’s youth are ready to work, and demanding their leaders provide dignified
jobs and a sustainable future

Despite challenges, Gen Z remains optimistic: ~ Across Africa, Gen Z is increasingly disillusioned
they over-index on ‘Actively seeking with political systems and leadership.
employment, hopeful about finding a job’

across all markets. Youth-led movements are gaining momentum

across the continent:

I 18 %

South Africa 26% Youth demand accountability and job creation.

I 33% . . . )
Kenya 51%  Protests against tax hikes and economic hardship.
Nigeria — 15"/310/ #ENdSARS legacy continues to fuel youth civic

° activism.
35%

Senegal 45%
Cote d'lvoire | m—— 28% 41% Young people are demanding accountability and

change.

Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Céte d'lvoire n=600; Total connected Africans
A F RI CA I_ | F E ESH How would you best describe your employment status? © Kantar 2025



Brands are stepping up

to support the creator @ AMPD
content economy STUDIOS

] b 1] - : Music Recording | Podcasting | YouTube + TikTok | Gaming | Masterclassses | Events
) EDC SQUARED i

w1 < m A Africa's most
&% @ | POWERFULCULTURE HUB

= R
Everyday creators = e 2| e
everyday content | . -

The key to winning with short-
form video advertising—-turning
content challenges into
opportunities for brands while
driving meaningful social impact

ICANTAR AFRICALIFE © Kentor 2025






Consumer inflation increases ahead of the FMCG basket

Ave price p/volume

12 MM Dec 2024
CPI H1 2025: 3-5%

South Africa
CPI H1 2025: 3-5%

Kenya
CPI H12025: 3-5%

Nigeria

CPI H12024: 22-24%

FMCG Inflation (116 key items): 8%
Rice 18%

Cheese 7%
Beer 6%
Toilet soap 5%
CSD 5%
UHT milk 3%

Maize 3%

Coffee 2%

Bread 2%

piShWGSh O%
liquid

ICANTAR AFRICALIFE

FMCG Inflation (85 key items): 6%

Coffee 54%

Lotions 20%
Dishwash
liquid

Oral care 1M1%

18%

CSD 89%

Laundry o
powder 5%

Skin 2%
cleanse

Fresh milk 1%
Margerine ™ 2%
Noodles 1-19%

Source: Kantar Worldpanel, Full Year 2024

FMCG Inflation (42 key items): 54%

Edible oil

Pasta

Instant noodles
Coca beverages
Savoury
Toothpaste
Powdered milk
Hand and body
Toilet soap

Laundry soap

93%
90%
83%
81%

68%

67%

59%
55%
47 %
43%

© Kantar 2025



With the result that
consumers are
struggling to afford
groceries; they are
paying more and
getting less

FMCG
Packs (volume %)
Change 12 ME Dec 24

ICANTAR AFRICALIFE

South Africa 839, Kenya 439, Nigeria 939,
South Africa FMCG © Kenya FMCG © Nigeria FMCG ©
Packs (volume %) FMICIG Packs (volume %) FMICIGI Packs (volume %) RIS In
decline* decline* decline*
Change vs year ago Change vs year ago Change vs year ago
12 ME Dec 24 12 ME Dec 24 12 ME Dec 24
2 o
3 o v 5 o
5 S 5 . 5 s SRR
O ) @ = o (o) o} @)
> g © S & S 2 % > e 5 @
5 5 8§ & 5 g ¥ 3 8 £ ¢ 3 2 E
a e i o T 8 & 2 & £ & s L & T
0%
2,0%
0,0%
-0,5%
-3,0%
-5,6% -5,0% -5,0%
7,9% 0%
7,9%
-9.1% .
-9,9% -10,0%
11,9% -12,0%

* Beverages in Kenya and Nigeria exclude Alcohol, Beverages in SA includes Alcohol
Kantar Worldpanel, Full Year 2024

© Kantar 2025



To manage, we are “doing less” buying
luxury food items, eating out and out-
of-home entertainment

South Africa Kenya Nigeria Senegal Cote d’lvoire
Luxury. food W 0% Luxuryl food — 57% Luxuryl food _— 379 Entertallnment 289% Alcohol  mmm 399%
items items items and going out

Clothes, shoes Luxury food
for myself
Entertainment o
. Skincare Clothes, shoes Luxury food
Enterto{nment . 47% duct e 30% and accessories 33% yitems EE 33%
and going out products for myself

Paid-for Entertainment Paid-for Cosmetics and

Holidays W 34% subscriptions . 52% and going out 0% subscriptions 28% make-up 2%

Entertainment

: T 38%
and going out

[(ANTAR AF RI CA I_l F E Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Céte d'lvoire n=600; Connected Africans with a business © Kantar 2025
FS16 And what are some of the things that you are cutting back spending on?



“Doing more of” finding ways to stretch
the budget, especially seeking best
prices and cheaper brands

South Africa Kenya Nigeria Senegal Cote d’lvoire

Cheaper brands B 52% Find best prices © 1 62% C -
ONVENIENCE ey /1oy
shopping °

Loyalty
programmes

T 50% Cheaper brands mmmmm 54%
Cheaper brands I 42% Cheaper brands N 46%

Cheaper brands

Convenience

i @)
Black Friday =i 44% shopping S 52%
Convenience Buy on social o
Loyolty Find best prices _ 63% Shopping - 40% mediO _ 45 /O
Buy on lay-by =00 32% programmes T 50%
; Shop on social Convenience o
Pay more for Shop on social 9 _ W 37% : N 43%
Buy on credit B 32% trusted brands TR AT % media R 61% media shopping

[(ANTAR AF RI CA I_ | F E Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Céte d'lvoire n=600; Connected Africans with a business © Kantar 2025
PB1 Thinking about your shopping habits, in comparison to last year, do you



In South Africa, there is high use
of rewards programmes, driven
by the grocery brands

Shoprite Xtra Savings NG 66%

Checkers Xtra Savings NN 50%

PnP Smart Shopper 50%
Clicks Clubcard 49% NEW
FNB i_s partner_ing with Pick n Pay
S R d 47% SHOP BY DEPARTMENT View All to bring you bigrewards
par Rewards )

v@ C« - g
Woolworths WRewards 29% P

1 WEEK ONLY. WHILE STOCKS LAST! View All
Dis-Chem Benefit 29%

@ @./ 5 ’ﬂéﬂlcknﬁa\)
CFE = o
. L3 _ﬁ ! 5 DAVIDS

@ c] Q

My Shop Discover Basket

l(ANTAR A F RI CA I_ | F E Base South Africa n=600; Connected Africans with a business © Kantar 2025
PB1 Thinking about your shopping habits, in comparison to last year, do you



Yet even as we try out cheaper brands, we
prioritise spend behind the brands that we
know and trust even if they cost more

Try cheaper brands

m Pay more for trusted brands

64%
59% 60%
55% 54%
47% 46%
42% 43%
33%
South Africa Kenya Nigeria Senegal Cote d'lvoire

Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Coéte d'lvoire n=600;
l(ANTAR A F RI CA I_ | F E Connected Africans with a business

PB1 Thinking about your shopping habits, in comparison to last year, do you...



Four common
consumer strategies
that are pursued
with budgets that
are under pressure

As the value battle intensifies

ICANTAR AFRICALIFE

I
@ O
]

Rationalisation of Choice of different Moving to more Leave the entire
quantity and packaging alternative affordable brands category for
frequency of and categories substitutes or abstain

consumption

>
o O

© Kantar 2025






The majority of connected
Africans have shopped online

South Africa Kenya Nigeria Senegal Cote d'lvoire
6% 11% 5% 17% 12%
94% 89% Os'/. 84% Q%

Ever shopped online | Don’t shop online

l(ANTAR A F RI CA I_ | F E Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Céte d'lvoire n=600; Total connected Africans © Kantar 2025
PB2 Which of these applies to you with regards shopping online?



High adoption of online
especially in Nigeria

and dual shopping,

South Africa Kenya Nigeria Senegal Cote d'lvoire
. 27% 28% 16% >2% 25% 32% 32%
33% 44% 46%
28% 30%

More online |

| More in-store

l(ANTAR A F RI CA I_ | F E Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Céte d'lvoire n=600; Total connected Africans
PB6 On average how much of your total monthly purchases are done online vs in-store? Would you say you generally shop...?

© Kantar 2025



Connected Africans most often purchase
clothing and accessories online, followed by
household appliances and fast food

South Africa Kenya Nigeria Senegal Cote d'lvoire
Clothing, . Clothing, ; Clothing,
loth Clothing, shoes,
shoes, INNEEG8% ————, shoes, EEE— 35% Hocnecorion 59% shoes, IS 62%
accessories occessoriesl ° accessories accessories
Fast food /
o o Household Household o
tokeowo|\/ 52% Household 47% Books 29% appliances 23% appliances 54%
meais appliances °
Soortin Fast food /
Groceries 11% Fast food / P 9 27% Fast food / takeaway 25%
equipment 19%
takeaway 34% takeaway meals meals
meals
Household 41% Furnitur 26% Children’s t 17 %
appliances ° Personal care urniture ° Personal care 18% enstoys °
items/ 27% items/ toiletries °
Personal care toiletries Personal care
items/ 32% rlousehold 25% items/  16%
toiletries appliances Make- o toiletries
Furniture 10% up/cosmetics 16%
0% 70% 0% 50% 0% 50% 100%

l(ANTAR A F RI CA I_ | F E Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Céte d'lvoire n=600; Total connected Africans © Kantar 2025
OSC Which of these do you shop for online?



Retailer websites
are key in Kenya
and South Africa,
while WhatsApp is
the platform of
choice in Nigeriaq,
Senegal, and Céte
d’lvoire

ICANTAR AFRICALIFE

Retailer websites (e.g.
Takealot, Jumia, Carrefore)

WhatsApp

Facebook Marketplace

TikTok influencers or adverts

YouTube influencers or adverts

Facebook Influencers or
adverts

Instagram Influencers or
adverts

Links in podcasts

Online classifieds
(e.g. Afirmarlin, Jiji)

South Africa

73%

26%

22%

21%

15%

1%

9%

9%

0%

Kenya

69%

34%

20%

19%

12%

12%

17%

10%

32%

Nigeria

46%

48%

39%

31%

32%

28%

26%

19%

28%

Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Cote d'lvoire n=600; Total connected Africans
PB 5 Which of these platforms do you use when shopping online?

43%

58%

25%

25%

6%

12%

8%

2%

15%

Cote d'lvoire

46%
50%
35%
23%
6%
16%
8%
3%

3%

© Kantar 2025



WhatsApp;
the unofficial
“Mall of Africa”

WhatsApp has firmly established itself as the
leading online shopping platform in these
markets, driven by:

g
N

The power of strong community connections

% Trusted referrals from friends and family, and

’; Its unmatched flexibility for handling custom orders

© Kantar 2025



Home delivery is still the default, but pick-up

points are catching, signaling the rise of hybrid

delivery ecosystems tailored to African realities

South Africa Kenya Nigeria Senegal Cote d'lvoire
Delivery to my o Collect Delivery to o Delivery to o Delivery to o
home from pick- [N 51% my home I 49% my home 66% my home B 63%
up site
Collect from Neighbourh
ecomm pick- [ 24%  Delivery to 449 Collect from 7% CORCTOM g1 ood [ 24%
up site my home ° pick-up site pick-up site collection...
. Central
Delivery to my o Central Delivery to o . o Collect from o
work 20% coIIe;ltcllczrew 21% my work 31% nelghbo(:orgm 20% oick-up site 20%
. Neighbourh . ,
Neighbourhood -
collgction Dlace 1% Delivery to 14% ood 97% Delivery ti 1% Delivery ti 199%
my work collection... my wer my wer
Smart Smart Smart
Smart locker
delivery 7% locker = 3% Smor;tjelcl)i\c/gr 26% locker = 4% locker = 4%
delivery 4 delivery delivery
-10%  40%  90% 0% 50% 0% 50% 100% 0% 50% 100%

Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Céte d'lvoire n=600; Total connected Africans
OSD And how do you get delivery of the products you order online?

© Kantar 2025
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Africa’s payment landscape is fragmented -
electronic payments dominate, but cash
remains essential

South Africa Kenya Nigeria

Senegal

Cote d’lvoire

Online banking Mobsile money SAVINGS  py 1 0s

account
Cash 55% Cash 49% Debit card 36%
Debit card 43% Savings 22% Cash 33%
account
Mobile money 33% Debit card 20% Online banking 22%
Loyalty points 19% Crypto- 19% Crypto- 19%
rewards currency currency

Mobile money

Cash

Debit card

Physical credit
card

Digital credit
card (e.g.
Apple Pay)

69%

31%

1%

10%

9%

l(ANTAR A F RI CA I_ | F E Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Cote d'lvoire n=600; Total connected Africans
SOP Which of these do you use to make / accept payments?

Mobile money

Cash 36%

Debit card 12%

Physical credit

(o)
card 1%
Crypto- 8%
currency

© Kantar 2025



And a look at how
things are going with
Takealot’s Township
Development Plan

3,500 active Takealot
personal shoppers in SA

Sign-up process: Recruit from
customer base residing in low-income
areas

Criteria include:

— Access to stable internet and cellphone
— Member of large community groups

— Reside in township or rural area

— Entrepreneurial experience

— No criminal record

ICANTAR AFRICALIFE

How it works

1

Sign up on
Takealot and
complete
onboarding

Y,

Tell your
friends they
can buy
anything they
want through
you!

2

3

Share items
and promos
on social in
person;
update your
WA status

y
4

N
®)
N/

=

Once a month
you get 7
commission
on your orders

5

44/ f

Takealot
delivers to
you, and
FAST (in
stock, 1-3

Q-0

Customers
come pick up
their items/

you deliver -
HAPPY!

Place order
on Takealot
and
customers
pay you
directly

4

6

© Kantar 2025






How internet is accessed

Wi-Fi and mobile data are the main gateways to internet connectivity across the region

South Africa Kenya Nigeria Senegal Cote d'lvoire
4% 10% ° o 6%
12%
/ 977
36%
65% 41% 28% 47% 49%

Wi-Fi from home | Mobile data | Free Wi-Fi zones

l(ANTAR A F RI CA I_ | F E Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Cote d'lvoire n=600; Total connected Africans
FS10 Which of these best describes how you mostly access the internet?

© Kantar 2025



Nett increase in use of top five media channels

Digital media surge. Social apps and online video driving media consumption growth

South Africa Kenya Nigeria Senegal Cote d'lvoire
Instant Instant Instant o P o Instant
messoging apps 730 meSSOging apps meSSOging apps _3 /0 E-mail 78 /O meSSOging _%
(e.g. : apps
WhatsApp)
E-rnai 71% E-mail 71% Instant 72% - o
E-mail 792% ° messaging apps E-mail 70%
Online videos Online videos 65% Online videos 65% Online videos 67% Online videos 67 %
(e.g. YouTube, 67%
TikTok)
Social networks Social networks 64% Social networks 64% Social networks 57% Socil 64%
networks
(e.g. Instagram, 65%

Facebook)

Similar trend noted among age groups across the region

ICANTAR AFRICALIFE

Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Coéte d'lvoire n=600; Total connected Africans
MD1 Compared to a year ago, how has your usage of the following media types changed?

© Kantar 2025



Al and streaming music also continue
to grow. Traditional offline platforms
are alive and well

South Africa Kenya Nigeria Senegal Cote d’lvoire
N
TV on demand / . . ; ; o Swspaper o : ; o
, B 41% Streaming music I 34% Streaming music [l 34% (online or 14% Streaming music  INEGEGN27 %
streaming offline)
LeaninG e TV on demand / TV on demand / o . . o TV on demand / o
pOdcgsts B 36% streaming N 27% streaming Bl 27% Streaming music 1% streaming N 16%

Newspaper

L ictan TV .
Listening to 3% Listening to B 23% on demand / 0% (online or MM 14%
podcasts podcasts streaming offline)

TV (traditional /
offline)

TV (traditional /
offline)

TV (traditional /
B 27% offline)

TV (traditional /

offline) - 7%

Online / Bl 16% M 16% -~ -1%

Streaming radio

Similar trend noted among age groups across the region

l(ANTAR A F RI CA I_ | F E Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Coéte d'Ilvoire n=600; Total connected Africans © Kantar 2025
MD1 Compared to a year ago, how has your usage of the following media types changed?



If you're looking for
connected Africans,
start online...

ICANTAR AFRICALIFE

Social
platforms
growing

Brands tapping into
creator communities and
livestreams have proven
to provide up to +30%
uplift in driving
immediate interest

TV and radio
remain relevant

Africans have access to an
extensive array of TV and
radio stations that are
developing a stronger
digital footprint

© Kantar 2025



https://isaafrica.education/wp-content/uploads/2025/03/2024-Kenya-Media-Landscape-Insights-by-ReelAnalytics.pdf

Moreover, CANAL+, a major player in the Francophone media market, is actively
pursuing strategic partnerships and acquisitions with streaming platforms to avoid
falling behind with the increase of TV on demand

N\ =

MuLTiCHOICE

ENRICHING LIVES

!
CANAL+ Group and Netflix partnership to include Netflix in CANAL+ has made a fully funded mandatory offer to acquire all remaining
CANAL+ offers. MultiChoice shares at 125 ZAR each—well above the regulatory minimum—and

, , , both companies have agreed to cooperate on the offer’s execution.
On October 15, CANAL+ subscribers who sign up for the CINE/SERIES pack will
have access to both the premium CANAL+ channel and Netflix under a single
subscription.

ICANTAR AFRICALIFE © Kentor 2025



Frequency of Al use

Al adoption is gaining traction among connected Africans, with South Africa, Kenya, and Nigeria emerging as
early adopters

South Africa Kenvya Nigeria Seneqal Cote d’lvoire
Yy
O,
10% 7% 6% 3% 12%
17% 40%  18% 51% ~ 28%
0,
24%

24%

1%

12% 22% 25%

27%

Multiple times a day | Once a day | A few times a week | | Never

Usage of Al notably higher among higher social economic groups.
Among connected Gen Zs, daily Al usage (multiple times a day + once a day) is highest in Nigeria (72%), followed by South Africa (55%) and Kenya (51%), with

notable usage also observed in Senegal (44%) and Cote d'lvoire (40%).

Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Céte d'lvoire n=444; Total connected Africans
A F RI CA I_ | F E AIFR How often do you use Al tools / products? © Kantar 2025



Podcast listenership

Podcast consumption on the rise, with more frequent listening observed in South Africa, Kenya, and Nigeria

South Africa Kenya Nigeria Senegal Cote d’lvoire
3% 9 6%
13% o 25% 12% 21% 8% 1P 44% 17% ° 14% 1%
O [ O O O
32% 2% 37%
55% 48% 41% 26% A

Daily | Weekly | Monthly | Less than monthly

Daily podcast listenership is higher among higher-income segments in Nigeria (53%), Kenya (32%), and South Africa (29%)

l(ANTAR A F RI CA I_ | F E Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Céte d'lvoire n=600; Total connected Africans © Kantar 2025
PCF How often do you listen to podcasts?



Podcasting and the African - ==y - oo INBLT
. . ', ) j INDE T
Pop Culture Zeitgeist A . v , & oo

Africa’s creator economy continues
to surge. Gen Zs are at the forefront.

VENT STARTS 2:30PM WAT

CAFEONE

EKHOZA

WHAT
NOW?

\\ TREVOR
2 NOAH

-

© Kantar 2025
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Podcast platform used and Africa’s

visual-first storytelling

Podcast consumption takes both audio and
video formats. YouTube the dominant
platform among connected Africans
Platform used to listen/watch podcasts

B YouTube ™ Spotify M Apple Podcast

86% 849% 86%
73% 6%
56%
0% — 289 0%
|12% |10% | 12944% |12%
South Africa  Kenya Nigeria Senegal Cbéte d'lvoire
Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Cote d'lvoire n=600; Total connected Africans © Kantor 2025

l(ANTAR A F RI CA I_ | F E PCP Which platforms do you watch / listen to podcasts?
WATCH: https://vm.tiktok.com/ZMSVey3Ya/ https://vm.tiktok.com/ZMSVekCK8/ https://vm.tiktok.com/ZMSVedSst/ https://vm.tiktok.com/ZMSVJt27t/



https://vm.tiktok.com/ZMSVey3Ya/
https://vm.tiktok.com/ZMSVekCK8/
https://vm.tiktok.com/ZMSVedSsf/
https://vm.tiktok.com/ZMSVJt27t/

Top podcast genres are comedy, sports and
education; music in South Africa is driven by DJ

channels
South Africa Kenya Nigeria Senegal Cote d’Ivoire
Music I 36% Comedy I 31% Sport NN 35% Sport 35% Music N 25%
Comedy 33%  Technology 29% Education 26% Education 26% Sport 24%
Education 33% Education 25% Business 25% Business 25% Education 18%
Business 29% Health & 25% Comedy 25% Comedy 25% Religion & 18%
fitness spirituality
News & current 28%
affairs ? Music 25% Technology 24% Technology 28% Comedy 17%

Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Céte d'lvoire n=600; Total connected Africans
l(ANTAR A F RI CA I_ | F E PCG What type of podcasts do you watch / listen to?

© Kantar 2025



Brands across the
region are tapping
into the mic and
the moment

ICANTAR AFRICALIFE
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https://www.instagram.com/spotifyafrica/?hl=en
https://www.instagram.com/victorpeace?igsh=Mzhzd3RrOTlzY3Bt
https://www.google.com/url?sa=i&url=https%3A%2F%2Fiono.fm%2Fc%2F4183&psig=AOvVaw1R0YH8G7WVw-4QRN_KICRx&ust=1748431793141000&source=images&cd=vfe&opi=89978449&ved=0CBcQjhxqFwoTCLjFopXGw40DFQAAAAAdAAAAABAE
https://www.google.com/url?sa=i&url=https%3A%2F%2Fwww.facebook.com%2FUnionbankng%2Fphotos%2Fon-todays-episode-of-business-innovation-x-youll-learn-all-about-franchising-and%2F1246272308812539%2F&psig=AOvVaw107u0pkoVm4HeJZkSWqfgO&ust=1748431652832000&source=images&cd=vfe&opi=89978449&ved=0CBcQjhxqFwoTCIjrw9DFw40DFQAAAAAdAAAAABAL

However, we prefer
to be spoken to on
offline channels

Of the online
platforms, ecommmerce
is most preferred,
followed by podcast
and influencer content

ICANTAR AFRICALIFE

AD EQUITY

OOH

POS

Digital OOH
Sponsored events
TV sponsorship
Radio

Magazines

Cinema

TV product placement
Newspaper

Vv

Ecommerce
Podcasts
Influencers content
TV streaming

SM stories

SM news feeds
Display

oLV

Music streaming
Video streaming
Online/mobile games

Source: Media Reactions South Africa, 2024

19

Global benchmark

41
44
40
43
35
30
40
44
35
42
26
29
32
3]

22
26
22
21

21

23
21

18
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People are willing to pay 14% more for brands that
they see as meaningfully different
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Source: Global Kantar BrandZ, 2024 © Kantar 2025



Meet Africans where they place value

Creation Creativity Community  Curiosity Culture

| am among those | try to develop the It is important to , , | feel strongly rooted
| like to d
. . . ike to discover new . . .
who can set their own  most creative aspects spend my free time | - - to my African identity
. . . . aces, to meet new
business of my personality with my family and P '
. people
friends
o} o O v o} v o} v o} v
£ S £ 8 £ S £ S £ 8
2 °o & © 2 o : © 2 co & © 2 °o & © 2 o § ©
5 2 5 2§ - R B T B 2 5 2§ z 5 2
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79% 80% 79% 75% 82% 88% 92% 88% 89% 89% 75% 79% 75% 77% 70% 88% 9% 88% 92% 88% 82% 84% 82% 78% 82%

Base South Africa n=600, Kenya n=601, Nigeria n=600, Senegal n=600 and Céte d'lvoire n=600; Connected Africans with a business
l(ANTAR A F RI CA I_ | F E ASP: Here is a list of statements about our aspirations, beliefs, general views, whether it is in terms of family, work, or simply about our © Kantar 2025
lifestyle.For each of these, please tell me your level of agreement



CULTURE €

- MTN'’s viral advertisement
‘See Naija’

© Kantar 2025

l(ANTAR AFRICAL' FE WATCH: https://www.youtub


https://www.youtube.com/watch?v=1Z3LD3MxKNs

WANT TO KNOW
MORE?

Purchase the report

Webinar deck: free of charge
Full report, by market & two-hour workshop: $20k
Per market report: $5k

ICANTAR AFRICALIFE

Reach out to your local Africa Life leads:

West Africa East Africa
Kanayo Bardi Daniel Oseman
kanayo.bardi@kantar.com daniel.oseman@kantar.com

South Africa Francophone West Africa

Stacy Saggers Fabiola Nguembu
stacy.saggers@kantar.com fabiola.nguembu@kantar.com

© Kantar 2025
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AFRICA LIFE

Céte d’Ivoire
Kenya
Nigeria
Senegal
South Africa

Africa Life is back and it's evolving!
This year, we speak to 3000 connected consumers
across key African markets* to gain a holistic

understanding of consumer trends and sentiment as The state of our nations: An overview of The plate of our nations: An overview of our
they adapt to the evolving macro and domestic consumer sentiment and market redlities in-home redlities and behaviours as we find
circumstances. ways to cope with budgetary pressures

Key themes include household income, employment
and entrepreneurship, internet and mobile usage,
aspirations and values, artificial intelligence, media
and social media usage and shopping habits.

al U Gl e
REACH™ | '

Purchase the report

— Africa Life webinar deck: free of charge

il 8 ..

Online captures our nations: A look into the ~ Reach of our nation: A look into how our
rise of online shopping, key categories and media and social media behaviours are
behaviour trends evolving, including a view on emerging

i d
l(AN TAR AF RI CAI_l F E *n=600 per market content creation trends © Kantar 2025

— Full Africa Life report (incl two-hour workshop): $20k
— Per market report: $5k






We spoke to 501 Age Gender
South Africans

representative of the
connected* population

of South Africa 23% 24% 24% 49%
18-24 25-34 35-44 45+ Q
Household income Region/province Ethnicity
RO - R999 5%, Eastern Cape 7%
0O
R1 000 - R4 999 22% Free State 6% Black /E— 74%

Gauteng [N 34 %

KwaZulu-Natal 9 ite 3
R10 000 - R29 999 04y, vacuiu-ata 17% b

Limpopo 10%
R30 000 - R49 999 11% o
Mpumalanga 9% Asian/Indian 3%
R50 000 or more 10% North West 4%
No household income 1% Northern Cape | 1%

Coloured 11%

Western Cape | 16%

l(ANTAR A F RI CA I_ | F E Base South Africa n=501, connected South Africans © Kantar 2025



99%

We spoke to 113 Age Gender
township-based
South Africans
14% 42% 5% 47%
18-24 25-34 35-44 45+ £ 7
Household income Region/province Ethnicity
Eastern Cape 8%
Free State | 2% Black
Upto R4 999 | 36% Gauteng r 50%
KwaZulu-Natal 15% White | 0%
Limpopo 12%
Mpumalanga 4% Asian/Indian | 0%
R5000-R9 900 [N c4%  NorthWest | 2%
Northern Cape | 0% Coloured | 1%
Western Cape F 6%

ICANTAR AFRICALIFE

Base South Africa n=113, connected South Africans based in Townships

© Kantar 2025



We spoke to 601
Kenyans online

representative of the
connected* population of
Kenya

IKANTAR AFRICALIFE

Gender

O
)

50%
18-24 25-34
Household income Region
Central 10%
AB | 22% Coast 79,
Eastern mmmmm 7%
C1 18% Nairobi 33%
North-Eastern 2%
G2 I ———" 5 %o Nyanza 1%
Rift Valley 22%
D 15% Western 7%

Base Kenya n=601, connected Kenyans

© Kantar 2025



We spoke to 600 Age Gender
Nigerians

representative of the
connected* population of
Nigeria

@ 50%
18-24 25-34 35-44 45+ Q

SEC Region
Lagos 49%
AS 23% South West 5%
C1 17% South South 5%
South East 6%
C2 —— 4.8%, North West 8%
D 12% North East 3%
North Central 25%

I.(ANTAR AF Rl CAI_l F E Base Nigeria n=600, connected Nigerians © Kantar 2025



We spoke to 600

representative of the
connected* population of
Senegal

ICANTAR AFRICALIFE

Age Gender
38% 42% 20% 539,
S = a
18-24 25-34 35-50 Q Q

Base Senegal n=600, connected Senegalese

Region/province

Dakar

Diourbel

Kaolack

St-Louis

3%

3%

7%

70%

© Kantar 2025



We spoke to 600 Age Gender

lvorians
2%, -

18-24 25-34 35.50 Q

Region/province

representative of the
connected* population of
Cote d'lvoire

Abidjan I 7 7%

Bouaké 7%

Other 16%

l(ANTAR A F RI CA I_ | F E Base Céte d'lvoire n=600, connected Ivorians © Kantar 2025
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Commercial Growth Director
Africa
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West Africa
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Subscribe to the podcast
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