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Market Dynamics, Media Consumption And Advertising Trends.
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Economic Growth Outlook

2018 2019 2020 2021 2022 2023
2024

(Projected)

2025

(Projected)

Congo, Dem. Rep. 4.8 4.5 1.7 5.9 8.8 8.4 4.7 5

Kenya 5.7 5.1 -0.3 7.6 4.9 5.6 5 5

Rwanda 8.5 9.4 -3.4 10.9 8.2 8.2 7 6.5

Tanzania 7 6.9 4.5 4.8 4.7 5.1 5.4 6

Uganda 5.6 7.6 -1.1 5.5 6.3 4.6 5.9 7.5
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• Kenya’s GDP Growth: 5% (2024) vs. 5.6% (2023).

• Key Drivers: Agriculture, Service Sector, Household Consumption.

• Challenges: Inflation, debt burden, global uncertainty.

• Media Impact: Ad spend cuts, digital transformation.

Kenya Economic Context & Media Implications



Media Consumption Trends



Source: Communications Authority

The number of TV stations have been growing steadily from 2016. This is attributed to the digital migration in 2016 that saw a lot of 

investments  digital TV media, especially in the digital terrestrial television (DTT) broadcasting platform. This has led to a faster growth 

in the number of TV stations compared to Radio. During the third quarter of 2023- 2024, the Communications Authority sector statistics 

report indicated that audiences had access to 351 television stations, which provide an extensive array of programming. Many of these 

TV and radio stations broadcast in multiple local languages, reflecting the country's rich cultural and linguistic heritage. This linguistic 

diversity helps ensure that content is accessible and relevant to various communities across Kenya, fostering a more inclusive media 

environment. 

Media Evolution
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A review of media consumption by the Communications Authority in the quarter ending October 2024 revealed most respondents 

identified watching TV and listening to the radio as their most popular media activities. Although internet engagement remained 

stable, the data shows a drop in both radio consumption. Conversely, there was an increase in magazine and newspaper reading 

during this period.

Media Penetration by Type
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Radio content is mainly consumed for news and entertainment. Among the individual media outlets, Swahili radio stations (Citizen 

and Jambo) have the highest listenership due their nationwide reach. TV Viewership across most stations is highest on prime-time 

slots from the 7 PM news through to 22:00 Hrs. Citizen TV commands the highest viewership in this category.

Mainstream Media Consumption & Stations Reach

Top Radio Stations by Listenership Top TV Stations by Viewership Top Publications by Readership
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The rapid growth of mobile phones, mainly smart phones has been responsible for Kenya having one of highest internet 

penetration rates in Africa. Growth in data subscribers has led to massive investments by mobile operators and Internet Service 

Providers to increasing bandwidth. Kenya's largest telecoms operators, Safaricom and Airtel have already  launched their 5G high-

speed internet service.  These high levels of smart phone devices and internet penetrations had led to increased usage of social 

media platforms, Mainly for news, entertainment and networking. Facebook and WhatsApp stand out as the top social media 

platforms in Kenya. Following closely in popularity, TikTok and YouTube secure the third and fourth positions.

Social Media Use

Mode of Social Media Access Most Used Social Sites
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Advertising Trends Overview



118.3

133.8 135.5
126.1

84.9

2020 2021 2022 2023 2024

Total Ad Spends (Billions- Ksh)

❑ There was a continuous decline in 
advertising expenditure between 2022 and 
2024, which was attributed to uncertainties 
such as the impact of political changes, the 
increase in inflation, and the cost of living in 
Kenya, making businesses more cautious in 
their spending on advertising.

Trended Advertising Spends by Year (2020- 2024)
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2024
59% was the share of TV advertising 

expenditure in 2024.

❑ TV had the highest advertising share in 2024 
with the betting and gambling, the media 
Industries being the top spenders on this 
medium.

❑ Radio, OOH and print accounted for 32%, 7%  
and 2% respectively of all advertising 
expenditure in 2024. 

Ad Spends by Media (2024)



Betting & Gambling (17%)

Media (11.7%)

Banking (7.4%)

Personal Care (7.2%)

Communication (7.2%)

Foods (6.1%)

Finance (5.3%)

Beverages (5.2%)

Total Ad Spends: Ksh. 87.9 Billion

17%
Of 2024 advertising expenditure was 
by the Betting & Gambling sector.

❑ Betting and Gambling advertising expenditure in 2024. 
Betika and 1XBET were the top spenders in this 
industry.

❑ Media sector was the second top spending industry; 
MultiChoice Kenya and Royal Media Services were the 
top two spenders in this industry.

Top Advertisers by Industry (2024)



❑ In 2024, MultiChoice was the highest spender, 
accounting for 7% of the advertising expenditure. 
During this period, the company focused its 
advertising efforts on the Showmax and Maisha 
Magic Plus. Further the company made 
significant investments in promoting its various 
DSTV and GOTV packages during major sporting 
events such as the UEFA Euro 2024, Olympics, 
and English Premier League.

❑ Safaricom’s main advertising focus was on its 
Money Transfer services, Safaricom Sambaza 
Furaha, and the Safaricom Athletic Series. 

Top Spending Companies

Top Advertisers by Company (Billions- Ksh) 
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❑ The 4 top campaigns were from the betting and 
gambling industry.

❑ Betika’s betika.com campaign had the highest 
budget allocations accounting for 2% of the total 
spends.

Top Campaigns

Top Campaigns (Billions- Ksh) 
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▪ The top three sectors on TV in 2024 were Betting, Media, and Personal 
care accounting for 18%, 16%, and 11% of ad spend shares, 
respectively.
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▪ Betting & Gambling, Banking, and Communication were the top 3 
sectors on radio having a 21%, 11%, and 10% share of spends 
respectively.

Trended Advertising Spends by Media

Trended TV Advertising Spends Trends (Millions- Ksh) Trended Radio Advertising Spends Trends (Millions- Ksh)



Trended Advertising Spends by Media
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▪ The top three sectors on print in 2024 were State Bodies, Betting and 
Banking accounting for 27%, 26%, and 11% of ad spend shares, 
respectively.
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▪ Finance, Beverage  and Foods were the top 3 sectors on OOH, 
accounting for 17%, 14%, and 7% of ad spends respectively.

Trended Print Advertising Spends Trends (Millions- Ksh) Trended OOH Advertising Spends Trends (Millions- Ksh)
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Radio Advertising Summary

Advertising by Radio Stations (Millions-Ksh) Radio Advertising by Industry 
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❑ Media Industry advertising expenditure on TV was mostly by Showmax and Viusasa campaigns.

❑ The Loreal Group was the top advertiser among the personal care brands.

Advertising by TV Stations (Millions-Ksh) TV Advertising by Industry  

TV Advertising Summary
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❑ Out of Home (OOH) advertising expenditure in 
2024 dropped by grew by 22% owing to the 
uptake of digital screens that have been 
mushrooming across the country in strategic 
locations.

❑ Finance and Beverages continue to be the most 
pushed sectors on the medium with 17% and 
14% share of allocations respectively.

❑ EABL was the overall top spender on this 
platform with 10% share owing to its wide 
portfolio.

OOH Advertising by Industry  
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Out of Home (OOH) Advertising Summary



Large Format Sites Distribution by Town

Nairobi: 

2,315

Kisumu 

183

Nakuru 204

Kakamega 

48

Bungoma: 27

Embu 

72

Chuka 

11

Meru 

90

Kisii 49

Eldoret: 130

Mombasa 

230

❑ Billboards are a dominant feature in Kenya’s OOH 
advertising.  The standard 10*12 large-format ads are 
typically seen along major highways and key transport 
corridors with the small format assets such as Street 
poles being largely within the residential areas and 
town centers.

❑ Malls and shopping center's have become  the most 
potent areas for OOH activities with the integration of 
technology and traditional formats. Thay are also 
malleable in that you can target your campaigns to 
specific demographics. 

Kilifi 72

3,938 Total Large Format OOH sites countrywide

Out of Home (OOH) Sites Distribution Nationally



Mainstream Media Ad Spends Forecast

Advertising spends  trend curve on TV, Radio, Print and Out of Home Platforms is expected to drop further by 11% in 2025 compared 

to the previous year. This is based on time series data which indicates that advertising spends across most industries have been in 

decline trend since 2021. Some of the factors that have contributed to this decline include the Impact of Government Regulations on 

Businesses such as excise duty on betting / gambling brands, Government’s directive to advertise solely on the National Media Outlets 

and the introduction of new statutory deductions. 

Forecast for Mainstream Media Advertising Spends (Ksh- Billions)

134 136 
126 

85 85 
75 

85 

47 

85 
104 

 -

 50

 100

 150

Spends Forecast Lower Confidence Bound Upper Confidence Bound

2021 2022 2023 2024 2025



Takeaways for Effective Brand Management



Takeout

• TV and Radio still matter but require 

smarter spend allocation.

• Digital is still the future, with TikTok, YouTube, 

and influencer marketing growing.

• OOH is evolving with tech-driven 

targeting and interactivity.

• Data-driven media buying is critical for better 

ROI.



Optimizing Marketing Budgets

The Learning: How we optimized a brand’s Ad budget for better ROI

Client/brand challenge: TV ad rates are so high and we are experiencing declining ROI. Radio is 
important but we are not clear on the segments to take advantage. Digital media spend needs to be 
rethought alongside social media (strategic community management).

The Solution – optimized spend with tangible ROMI

• Review and analysis of market and category data.

• Benchmarking category brand spends, uncovering gaps and opportunities.

• Refining campaign goals – communication and marketing.

• Evaluating effective media and budget mix – guided by the refined goals and defined audiences.

• Defining KPI’s, measurement and complementary initiatives. 

• Campaign deployment – real time tracking.
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