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Context Content

What is worrying the

world

Kenya media 
performance

Place of content as

audience driver

Interrelations between

media, gadgets and


audiences 

Connections

WHAT TO 
EXPECT…
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KEY INSIGHTS 
REVEALED 
figuratively in the way food is prepared -
The 3 C’s of media can be seen

context being the gathering; content as
the ingredients while connections is the
fuel

Tech-celeration

liberalism and self-censorship

disruptionis causing of 

Fragmentationand competition in radio

requires innovation for survival

In TV, Audience engagementacross Time, 
Touchpoints and Talents (3Ts) is becoming 
critical for business

Print relevance& future is in question unless 
reinvention is considered
Media business success in Kenya (Africa) will 

entire media landscape

be largely anchored on balancing between 
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CONTEXT
01

Ipsos POV

•The past decade has seen great changes in

the media landscape of Kenya (and Africa), 

•TV Migration from analogue to digital
•Radio explosion from National to regional, 
community, and religious stations
•Smartphone and data access leading to 
social media explosion
•Print re-inventing through digital copies
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Which three of the following topics do you find the most worrying in your country?
Global country average

World Worries: The long-term trend
Q

Base:

Source: 

Representative sample of 25,042 adults aged 16-74 in 29 participating countries, 2015 -2023.
Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details. 

Inflation Poverty & social Crime & violence Unemployment Financial/political 
inequality corruption
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Population Shifts … Africa is not immune

Kenya Nigeria South Africa

Rise of Africa…1/4 of

humanity will live in Africa Fewer births Ageing today Declining

tomorro
w
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DATA ANXIETY DATA APATHY TECHNOPHOBIA

% AGREE
South Africa Kenya Nigeria Zambia

Age of digital disruption, AI

Ipsos Global Trends Series: 500-1,000 adults aged 16-75 (18-75 in US and CA) per market per year

I am concerned about

how information being

collected about me when

I go online is being used 

It is inevitable that
we will all lose some
privacy in the future
because of what 
new technology can
do

by my own government.

I fear that

technical

progress is

destroying

our lives



8 ‒ ©2022 Ipsos | Media Scene Review and Outlook 

0%

60%

50%

40%

30%

20%

10%

62%62%
58%

Television Radio

36%
32%

30%

Print

8%6%6%

60

50

40

30

20

10

0

60

53
50

Television

38

Radio

28
25

7 5

Print

6

50

40

30

20

10

0

50

2020 2021

44
41

2022

41 40
36

2023

70%

2020 2021 2022

70

2020 2021 2022

60
54

Jan-Jun Jul-Dec

Ke
s 

(B
n)

Ke
s 

(B
n)

Television share in the lead but actual volumes drop; worse for 
radio which has lost both share and volume

Souce: Ipsos

Media exposure volumes drop, signifying a change of tact (digital or BTL) or dwindling economic 
Media spends by mediumopportunities

Share of ExposureExposure volume (Billions) by MediaHalf-year trends

H
alf 2
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Sectors

FY 2021 (85b)FY 2022 (81b)
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Some sectors show great resilience year on year (e.g., property) while others 
like banking and Corporate sectors regain fast

Souce: Ipsos

Telcos, Finance and corporates regaining airtime lost during pandemic, with TV as the main
beneficiary. Digital advertising gaining prominence among key sectos
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CONTENT
02

Ipsos POV

•Content is King and is today dictated by the 
audiences. 
•Explosion and fragmentation of media outlets 
has provided an opportunity for diverse 
programing which is directed to different 
demographics, using different languages.
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•Radio is resilient, though threatened 
by deep fragmentation

3 ½ hours Internet. 

3 hours radio. 

2 ¾ hours TV. 

Television usage patterns by time is 
more consistent and steadier in 
growth

Time spent on platformer channel guided by content

Ipsos IKAT 

Audiences guarding their time tightly
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Is radio still King? Poor synergy existing between it and online
platforms could be costing radio its heritage position

Ipsos AUM

Online affinity to traditional media; radio is more suppressed -it is a sign of weak collaboration 
between radio and social media content and delivery as compared to TV and Print

140

Online platforms affinity to media type
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Such commercials are tied to the programming 

We found out that the popular programs that

demonstrated highest affinity among the young

population were also heavy on commercial content

from these sectors;

Sports and
Music
Talk shows

•Mobile communication data and gadgets
•Soft drinks
•Betting apps and Lottery 

device) and therefore more attractive to the masses in the
lower middle class and lower class

•

•

Which is appealing to the youth, mostly 

Engagement through sports commentary and betting
attraction is greatly appealing to this group

Radio access is free and anywhere (through the mobile 

Good programs integrate…
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CONNECTIONS
03

Ipsos POV

Media integrated solutions;
device-agnostic

•For wider coverage on 
multiple gadgets
•Utilize influencer culture 
opportunities
•Audience segmentation
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Thriving through 

A delicate connection between 
programming, people and placement
decisions is needed

3 P’s

Programming People Placement
• Language, •Personalities, Influencers & 

celebrities 
• Presenters

• Budgets
•Platforms -TikTok, TV shows etc

•Engagement –2 way traffic

•Gadgets and 

Right content
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Broad application of genres
Investment in personalities
Multiple technology types

•Audiences spoilt for choice in 
selection of suppliers, 

technology and the channels to 

•Radio usage getting 
suppressed by TV and social 

media

General or specific content

Engaging personalities

Ease of access to device

•Social media a key factor of 
internet growth

Multiple content forms

Open to all and sundry

Smartphone the gadget of 
choice

•Print usage has declined or

faced stagnation in many 

markets

•More structured
• Trained
•Subscription, direct sales, free

use

‒Data costs control usage

Media scene –Audience is King

Ipsos AUM

Audiences determine the choice of media, technology, channels and content to use. We expect 
platforms to continue performing optimally by noting…,

Television RADIO Internet Print
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H2

SCENE
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•Diversification of businesses 
especially towards popularizing online 

support platforms
•Survival for the fittest resulting to 
quality compromises e.g., self-
censorship, shortcuts, closures, 
untrained journalists

•Rise of online content creators
•Weak controls on consumed content

•The rise of Citizen journalism,

•Increased malice and gossip content 

at the expense of the traditional roles 
of educating, entertaining and 
informing

•Explosion of electronic and digital 
media outlets
•Digital disruption deepens with 
increased Cell phone penetration
•Unequal distribution of connections by 
social class
•Learn and take advantage of 
emerging tech trends, e.g., social 
media, AI
•Any needed information available on 
fingertips –the ETHICS question

Finally, navigating the media futures
Media practitioners will continue to strategize and optimize the emerging seasons and opportunities 
in order to get closer to the increasingly discerning audiences

Context Content Connections
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Ipsos is committed to protecting the client’s
confidentiality.

•Every member of Ipsos involved in this study is 
committed to this policy and will under no 

circumstances, Any information made available to Ipsos 
by the client, either in writing or verbally, will be treated 

in the utmost confidence by Ipsos staff.

•Ipsos respects the client’s rights and will sign a 
confidentiality agreement, if need be, for this project.

Quality assurance &
data safety
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Affiliations & certification

Ipsos

Ipsos Kenya is a key members the

Market and Social Research


Association of Kenya
MSRA is an industry regulating

organization that was forged to


drive quality assurance. 

The world association for market,

social and opinion research, unites


a global membership of 4900

members from 130 countries.

The ESOMAR Membership

marksignals anendorsement of

ethical standardsand provides a


valued means ofrecognition within

the wider marketing and research


industries.

Our methods & practices are as

per ISO. We are in compliance


with ISO 20252:2012

MSRA ESOMAR ISO



GET IN TOUCH WITH US
At ISA Africa we aim to provide foundational grounding in the
marketing communication profession as well as new and
emerging practices that are continually changing and shaping
the way we work.

marketing@isaafrica.education



THANK
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ABOUT ISA

The International School of Advertising is a leading educational company
that offers marketable courses to professionals in the Brand
Communications, Marketing and Advertising fields.

Embedded in our philosophy, “Pay it Forward ” we commit to enabling you BECOME the
best you can be in what you do. 

Through our partnerships with like-minded experts, organizations and bodies, we stay
aligned to the market and the industry. At ISA Africa we aim to provide foundational
grounding in the marketing communication profession as well as new and emerging
practices that are continually changing and shaping the way we work.

www.isaafrica.education


