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OVERVIEW

• Social media is an important tool in South Africa, and Africa.

• It is widely used for social, business and activism/advocacy reasons. 

• Because of the spatial complexities across Africa, there are many rural areas 

that do not have access to internet. Therefore, mobile usage in Africa is the 

highest device usage. 

• Mobile data and social media are used to find news, information and to engage 

in debates. 

• For some, Social Media is their primary source of news.

• Businesses use Social Media heavily, and for some, have Facebook pages 

instead of websites. 
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• One of the key finding of the SA Social Media Landscape 2018 study was that Facebook

is used by 29% of the SA population. The population is currently sitting at 57,398,421
people (Wordometers).

• Johannesburg has the most activity, with five million users.

• There is a misconception that younger people are leaving Facebook; however, a

demographic breakdown of the local user data shows that it’s just a case of the younger

Facebook users getting older – simply put, they aren’t teenagers anymore.

• The number of South Africans using Facebook has increased by 14% since 2016, from

14 million to 16 million. 14 million of these accessed the network on mobile devices.

• A big contributor to the increase was the growth in downloads of Facebook Lite, a low-

intensity version of the Facebook app some mobile operators allow to be used without

data charges on their networks.

FACEBOOK STATS
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• Although Twitter remains the social platform of choice for engaging in public discourse,      

it continues to grow at a slow rate in South Africa. 

• It now used by 8 million South Africans (14%), up marginally from 7.7 million in 2016.

• Tweeting activity in South Africa continues throughout the week, with the most popular 

day being Thursday. 

• Twitter users tweet the most in the morning, between 8am and 9am, with a small peak 

again in the evenings at around 6pm. 

TWITTER STATS
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• Instagram

Instagram’s South African users increased by 8.5% to 3.8 million users (7%).

This is significantly slower than previous years, where local growth was in the 

double, or even triple digits.

• LinkedIn

LinkedIn usage has increased from 5.5 million to 6.1 million (11%).

• YouTube

While the YouTube numbers weren’t presented, Goldstuck said that, globally, the 

video platform has hit 1.3 billion active users. In South Africa, the average 

channel now has 250,000 subscribers, up from 36,000 in 2016, showing a major 

shift in local internet users’ consumption of media.

OTHER CHANNEL STATS
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The SA Social Media Landscape 2018 study included a survey of social media use by South 

Africa’s biggest brands, with 118 participants providing insights into their social media practices, 

strategies and results.

• Facebook is used by 97% of brands.

• Twitter is being used by 90%.

• LinkedIn and Instagram is being used by 72 %.

• YouTube is being used by 68 %.

• Declines were reported for Pinterest, Google+, WeChat,  WhatsApp and SnapChat.

Social Media used by brands for advertising

• Facebook 86 %

• Twitter and Instagram 45 and 40 %

• LinkedIn 35 %

As can be seen from the stats above, Facebook is still very dominant in SA. With the new 

news feed algorithm coming into play over the next year, it will be interesting to see how this 

figure changes over the next year. We expect to see a decrease in Facebook spend from our 

clients, and we’ll need to find other ways of increasing brand lift online.

HOW ARE BUSINESSES IN SA USING SOCIAL 

MEDIA?



• More and more local businesses are turning to Instagram as a platform for driving brand 

awareness, and ultimately, sales. 

• Instagram is also increasingly being recognised as a platform able to transcend 

geographic boundaries and generate business among new markets.

• Despite its rapid growth and promising business prospects, it shouldn't be forgotten that 

Instagram is still a form of social media. 

• This means that users access it to be social, and can become quickly impatient with 

obvious brand advertisements and online sales pitches.

HOW ARE BUSINESSES IN SA USING SOCIAL 

MEDIA?



• The businesses in SA that do extremely well on Social Media are those that take a ‘we are 

different’ approach.

• Consumers are more savvy than ever, and they appreciate the 80/20 rule. 

• You need to ensure that you’re optimising your campaigns and frequency of posts 

constantly to ensure that you don’t alienate the audience.

HOW ARE BUSINESSES IN SA USING SOCIAL 

MEDIA?
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• In general, there has been measured growth in terms of the usage of Social Media in 

Africa over the past years. 

• The introduction of high-speed fibre and 4G internet in most African countries is most likely 

the biggest contributor to this.

• In 2015, Brand South Africa reported that there were 100 million active African users 

on social networks.

• In general, Western African countries tend to have more active social media users than 

any other part for of Africa.

• Some countries like Benin, Cote d’Ivoire, Niger, Mauritania have experienced measured 

growth while some other like Eritrea and Ethiopia have seen a decrease in terms of social 

media usage. 

• Facebook remains the preferred and most used social media across the continent.

THE MOST RECENT STATS OF SM IN AFRICA
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THE AXE BODY SPRAY #YouGottaDry - 2016

SOME CASE STUDIES - RSA



• The campaign was aimed at 18 to 24-year-old male consumers. 

• It invited social media users to comment on the campaign with the hashtag #YouGottaDry. 

• Strange and interesting prizes were up for grabs, including Bluetooth gloves, banana oven 

mitts, LED glasses, and an Inflatable sumo suit (1000 uncool prizes).

• The brand used a variety of formats to make the most of its famous spokesman 

(international rapper and TV star Xzibit) and ridiculous prizes, to entice its audience to 

engage. As well as Promoted Video and GIFs, it used ScratchReels: a swipeable GIF 

format exclusive to Twitter that lets people control the action. 

• They managed to achieve CPV of R0.87, View-Through-Rate of 11%+

• And an 8.15% engagement rate.

SOME CASE STUDIES - RSA



CASTLE LITE’S #2stage COLD INDICATOR CAMpaign - 2013

SOME CASE STUDIES - RSA



• The campaign used Twitter’s ScratchReels tool to create interactive GIFs. The animated 

GIFs show the indicator turning blue as the beer reaches an “Extra Cold” temperature.

• According to Twitter, the whole campaign received 4.5 million impressions at a cost per 

engagement of R1.61.

• Castle Light succeeded in engaging a wide audience with its ScratchReels. It saw 4.5 

million impressions from the start of February to mid-June – or a million impressions a 

month. Its average engagement rate was 5.79%, with a CPE (cost per engagement) of 

R1.61.

SOME CASE STUDIES - RSA



EDGARS DREAM LAUGH LIVE CAMPAIGN - 2017

SOME CASE STUDIES - RSA



• “Edgars used the hashtag #DreamLaughLive and asked followers to suggest outfits 

using only emojis,”

• They hosted its first ever live and online fashion show, which broadcasted on 

Twitter via Periscope and was supported by Instagram stories, which shared 

behind the scenes content.

• Each outfit was photographed and shared as content on the Edgars’ social media 

channels, including those that did not make it on the live show. The top five outfits, 

based on likes, each won a R1 000 Edgars shopping voucher.

• The campaign #DreamLaughLIVE reached an audience of over 1 million users on 

Facebook and generated 460 000 Impressions on Twitter.

SOME CASE STUDIES - RSA



KENYA: DAYKIO PLANTATIONS VALENTINE’S DAY CAMPAIGN  - 2017

SOME CASE STUDIES - AFRICA



• Daykio Plantations is a real estate company in Kenya. It launched a Valentine’s Day 

campaign in February, encouraging Kenyans to buy plots of land for their loved ones in 

the month of love. The campaign offered a 5% discount on real estate and the 

possibility of winning a dinner for two at a five-star hotel.

• Dotsavvy in Kenya created the digital campaign, ‘Mshtue Na Plot’. According to the 

company’s founder, Moses Kemibaro, who was a speaker at the roadshow, the 

campaign was run on Facebook and Google Ads. During February, the reach of Daykio

Plantations’ Facebook Page increased significantly and drew the attention of Kenyan 

diaspora in the US.

SOME CASE STUDIES - AFRICA



TANZANIA: THE NMB WAJIBU SAVINGS ACCOUNT - 2017

SOME CASE STUDIES - AFRICA



• National Microfinance Bank (in Tanzania), needed to launch a range of accounts to 

promote a savings culture among parents and children.

• To do this, AIM created an archetype of the ideal consumer in the form of Johari, a 

nine-year-old girl. Facebook was used as a media platform to target consumers.

• The agency created a hero content piece featuring Johari and a number of episodic 

pieces.

• Making the campaign digital-only made it measurable and easier to prove ROI. 9 500 

new accounts were opened in a four-month period, which is said to be significant for 

the Tanzanian market.

Videos:

https://www.youtube.com/watch?v=q0IHKis7c8s

https://www.youtube.com/watch?v=DjwxaKEte2k

SOME CASE STUDIES - AFRICA

https://www.youtube.com/watch?v=q0IHKis7c8s
https://www.youtube.com/watch?v=DjwxaKEte2k
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