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Naspers 2010 Sustainability report  

Reporting parameters and management approach  

This is our third sustainability report prepared in accordance with the guidelines of the Global 

Reporting Initiative (GRI). In the period under review, the group increased its focus on the 

potential impact on the environment as well as enhanced its reporting. Many of the aspects 

covered in the GRI guidelines are also included in the annual report on the Naspers corporate 

internet site (www.naspers.com). 

 

Our South African operations publish separate annual and sustainability reports on 

www.media24.co.za and www.multichoice.co.za. The reporting period is in line with the group 

fiscal year, being 1 April 2009 to 31 March 2010.  

 

bŀǎǇŜǊǎΩs view on sustainability is in line with that of the GRI and it aims to identify the areas 

where it can contribute most towards creating value for its shareholders. Any feedback can be 

communicated directly to gri@naspers.com. 

Reporting scope  

The activities of the operations in which Naspers has management control in South Africa are 

included in this report, except for areas where another scope is specifically indicated. 

http://www.naspers.com/
http://www.media24.co.za/
http://www.multichoice.co.za/
mailto:gri@naspers.com
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STRATEGY AND ANALYSIS 

Balancing people profit planet  

The Naspers group play a role in the sustainable development of South Africa. We pay taxes to 

government and remuneration to our employees.  Socially we contribute via community 

involvement. We strive to protect the environment through our efforts to reduce the group impact 

by using sophisticated printing technologies, recycling and focusing on energy efficiency. 

Several broad-based black economic empowerment schemes have been introduced over the 

years.   

Naspers is one of the most empowered media companies in South Africa for the third year 

running, according to the Financial Mail empowerment survey that reviews the top listed 

companies on the JSE for black economic empowerment.  

hƴŜ ƻŦ ǘƘŜ ƎǊƻǳǇΩǎ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ŎƻƴǘǊƛōǳǘƛƻƴǎ ƛƴ ƛǘǎ ƘƻƳŜ ŎƻǳƴǘǊȅ Ƙŀǎ ōŜŜƴ ŜŘǳŎŀǘƛƻƴ.  We play 

a part in improving literacy levels. Television opens up the world to many people. 

SuperSport has become the prime funder of sports leagues across the continent.  Without 

SuperSport, sport across sub-Saharan Africa will be a lot poorer. It also promotes social and 

economic goals regarding sport across Africa.  

bŀǎǇŜǊǎΩǎ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ōǳǎƛƴŜǎǎŜǎ ŀǊŜ Ƴƻǎǘƭȅ ƛƴǘŜǊƴŜǘ ǇƭŀǘŦƻǊƳǎ όŦƻŎǳǎƛƴƎ ƻƴ ŎƻƳƳŜǊŎŜΣ 

communities, content, communication and games). Each has programmes in place to address 

training and staff wellness needs. Generally, internet businesses are considered to have a lower 

impact on the environment than print media, primarily use of electricity.  

As wŜ ŜȄǇŀƴŘ ǘƘŜ ƎǊƻǳǇΩǎ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ǇǊŜǎŜƴŎŜ ƛƴ ŜƳŜǊƎƛƴƎ ƳŀǊƪŜǘǎΣ ǘƘŜ ŦƻŎǳǎ ǿƛƭƭ ǊŜƳŀƛƴ ƻƴ 

sustainable development.  We want to contribute to the 

communities in which we operate; develop our own 

people; contribute to economic prosperity at national and 

individual level; and minimise our impact on the 

environment. 

Mission 
To develop into the leading 

group of media and e-commerce 
platforms in emerging markets  



Naspers 2010 sustainability report 
 

Page 3 of 47 
 

Naspers operates platforms that link users to media services, content and means of 

communication.  

The strategy is to provide entertainment, trading opportunities and information and the ability for 

users to participate in communities wherever they are. 

¢ƘŜ ƎǊƻǳǇΩǎ ŜȄǇŜǊǘƛǎŜ ƭƛŜǎ ƛƴ ǘƘŜ ŦƻƭƭƻǿƛƴƎΥ  

 packaging content and creating communities 

 building brand names around them, and 

 running platforms that distribute media 

products, support e-commerce and sell advertising. 

Naspers manages paying subscribers, concentrates on the media, trading and communication 

needs of individual users and also develops and sells useful media technologies. Through its 

various operations, the group wants to be useful to the communities it serves and use its expertise 

to that end. 

5ǳǊƛƴƎ ǘƘŜ Ǉŀǎǘ ȅŜŀǊ bŀǎǇŜǊǎΩǎ ǊŜǾŜƴǳŜ ƎǊŜǿ ōȅ 5% to R28bn. Our operational profit increased by 

10% to R5,4bn (2009: R4,9bn). Using a stable currency, operational profit growth would have been 

around 17%.  Group margins improved mainly due to cost management and delayed development 

spend. 

In Latin America, BuscaPé was added to the group in September 2009. This internet unit is growing 

its core comparison shopping business and broadening its base by rolling out new sevices including 

electronic payments, classified advertising and affiliate advertising networks. 

aǳƭǘƛ/ƘƻƛŎŜΩǎ South African DStv subscriber base grew by 450 000, bringing total households to 

2,85m at 31 March 2010. The Compact bouquet, which targets the emerging market, recorded 

growth of 245 000 to close the year on 716 000 homes. After a satisfactory festive season, 

MultiChoice experienced a slowdown of growth in new subscriptions in the last quarter of the 

financial year. 

The popular personal video recorder (PVR) reached 364 000, whilst the number of homes 

subscribing to the XtraView service grew to 416 000. This enables subscribers to enjoy two 

Vision for subscribers 

To have access to entertainment, 

trade opportunities, information 

and to my friends wherever I am 



Naspers 2010 sustainability report 
 

Page 4 of 47 
 

independent viewing environments by linking two decoders. The high-definition PVR (one of the 

most advanced in the world) and XtraView capability were developed by South African engineers. 

The print media operations in South Africa recorded a top-line decline of 5%. Circulation of 

newspapers and magazines held up remarkably, but advertising felt the blows. In a recession 

people read more, but advertisers spend less. Operating costs have been reduced and capital 

expenditure reigned in. We were able to grow market share marginally.  

The regulatory environment remains uncertain. The anticipated broadband policy is yet to be 

published, while doubt surrounds the {ƻǳǘƘ !ŦǊƛŎŀΩǎ ǎǘŀƴŘŀǊŘ ŦƻǊ ŘƛƎƛǘŀƭ ǘŜǊǊŜǎǘǊƛŀƭ ǘŜƭŜǾƛǎƛƻƴΦ Cƛƴŀƭ 

regulations on the digital migration process have been published by the Independent 

Communications Authority of South Africa (Icasa). These are intended to pave the way for a 

migration from the current analogue terrestrial to digital terrestrial broadcasting. Regulations and 

the invitation to apply for radio frequency spectrum to provide mobile television have been issued. 

Looking ahead, we mostly have resilient businesses in emerging markets that are still expanding. 

Competition in pay TV, regulation and consumer spending remains a challenge.  

Focussing on the internet, we plan to grow the group through a combination of organic growth 

and acquisitions. Stringent processes are applied when evaluating investment opportunities. We 

aim to deliver value to our shareholders over the medium to longer term. We continue to evaluate 

ǘƘŜ ƎǊƻǳǇΩǎ ƛƳǇŀŎǘ ƻƴ ǘƘŜ ŜƴǾƛǊƻƴƳŜƴǘΦ  
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ORGANISATIONAL PROFILE AND OPERATIONAL REVIEW 

Naspers Limited was incorporated in 1915 under the laws of the Republic of South Africa. It is a 

global group operating business segments: internet, pay television, print media and technology in 

emerging markets, as reflected in our global footprint.  

Our mature businesses segments, namely print media and pay television, operate mainly from 

South Africa. Print media is a resource-intense segment employing most of our staff. The 

electronic platforms, being pay television and internet, are less resource intensive and employ 

proportionately fewer people than print media.   

 

The group operates mainly in the following geographical areas:    

 Africa ς The group derives revenues from television platform services, print media activities, 

internet services, technology products and services, and book publishing. The activities in the 

Republic of South Africa are the most significant in this segment. Mobile television licences were 
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activated in Ghana, Kenya, Namibia and Nigeria. Construction of DVB-H networks and employment 

of staff in these markets continue. 

Europe ς ¢ƘŜ ƎǊƻǳǇΩǎ ŀŎǘƛǾƛǘƛŜǎ ŎƻƳǇǊƛǎŜ ƛǘǎ ƛƴǘŜǊŜǎǘ ƛƴ ƛƴǘŜǊƴŜǘ ŀŎǘƛǾƛǘƛŜǎ ōŀǎŜŘ ƛƴ /ŜƴǘǊŀƭ ŀƴŘ 

Eastern Europe and Russia. Furthermore, the group generates revenue from interactive television 

and technology products and services provided by subsidiaries based in the Netherlands.  The 

largest markets of e-commerce platforms Allegro (Eastern Europe) and Ricardo (Western Europe) 

are Poland and Switzerland. New services were launched in some smaller markets. In Russia, 

Mail.ru continues to grow and is developing multiple revenue streams.  

Asia ς ¢ƘŜ ƎǊƻǳǇΩǎ ŀŎǘƛǾƛǘƛŜǎ ŎƻƳǇǊƛǎŜ ƛǘǎ ƛƴǘŜǊŜǎǘ ƛƴ ƛƴǘŜǊƴŜǘ ŀƴŘ ǇǊƛƴǘ ŀŎǘƛǾƛǘƛŜǎ ōŀǎŜŘ ƛƴ China, 

India and South-east Asia. In China, the group has an investment in Tencent, listed on the Hong 

Kong stock exchange (www.tencent.com). In India, ibibo is growing its internet business, focusing 

on social media, search and advertising. An agreement was concluded with Tencent, whereby the 

two companies will jointly develop the Indian business.   

Latin America ς LƴŎƭǳŘŜǎ ǘƘŜ ƎǊƻǳǇΩǎ ǇǊƻǾƛǎƛƻƴ ƻŦ ǾŀǊƛƻǳǎ ǇǊƻŘǳŎǘǎ ǘƘǊƻǳƎƘ ǎǳōǎƛŘƛŀǊƛŜǎ ŀƴŘ 

associates located mainly in Brazil where BuscaPè and Abril operate. 

Operational review of South African business  

In South Africa advertising revenues retreated on the back of a general slowdown. More 

competition across the continent is reflected in higher prices for some content.  

 

MultiChoice South Afica  is based in Johannesburg. The group has terrestrial analogue and digital 

direct-to-home (DTH) satellite television platforms. 

The existing analogue system has been around for some 20 years, delivering the main M-Net 

entertainment channel and Community Services Network (CSN). The analogue system uses 72 

transmitter sites to deliver content exclusively to South Africa. 

http://www.tencent.com/
http://www.multichoice.co.za/multichoice/view/multichoice/en/page44115
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Via our satellite broadcasting platforms, MultiChoice imports channels from all over the world. 

These are packaged with local channels originating in the countries in which we operate, to form 

compelling entertainment bouquets for subscribers. 

A variety of new channels and programmes were added to the DStv offering to ensure it remains 

exciting. New channels include Discovery World, Ignition (motor), Koowee (children) and Vuzu 

(young adult). New media elements such as SMS and SNS were incorporated into the Vuzu 

offering. The DStv service offering was further enhanced with the launch of two more high-

definition (HD) channels, namely Discovery HD showcase and SuperSport HD. Preparation is under 

way for Mzansi Magic, a new channel for the emerging market. 

Local productions remain a drawcard. These include Carte Blanche, and its two new spin-offs, 

Carte Blanche Consumer and Carte Blanche Medical. Also popular were All Access, I Wanna Be and 

the popular reality shows Big Brother Africa and Survivor South Africa. 

The year under review started on a high note with the Indian Premier League cricket being played 

in South Africa.  

For the 2010 Fifa World Cup, SuperSport showcased five channels, with three broadcasting 24 

hours daily. There were also four daily magazine shows: Chase the Makarapa, Woza Lunchtime, 

Supernova and Harambee. 

 

 

Media24  is a leading print media business in Africa, with operations spread throughout South 

Africa. The Media24 group publishes magazines and newspapers, and is a printer and distributor of 

magazines, newspapers and related products in Africa. Media24 is also the holding company for 

the book publishing and distribution business, Via Afrika. Media24 experienced difficult trading 

conditions. Circulation of newspapers and magazines held up remarkably, but advertising and book 

http://www.media24.com/
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sales felt the pinch of the economic slowdown. In this environment, operating costs have been 

reduced and capital expenditure reigned in.  

Newspapers 

It was a year of intense cost management for our newspaper business. Loss-making publications 

were closed, and businesses streamlined and refocused to ensure that optimal structures are in 

place for growth. Cost savings were achieved through staff reductions and improved efficiency. 

Despite difficult trading conditions, we grew both advertising and circulation market share.  

Emerging-market products continue to perform well. Daily Sun is the largest daily newspaper in 

Africa, with an average circulation of almost 500 000 copies per day.  

Magazines 

The past year was one of the toughest for the magazine industry worldwide, marked by steep 

declines in advertising. Locally circulation remained remarkably stable. Thanks to the strength of 

our diverse portfolio of titles, Media24 magazines was able to grow its market share for both 

advertising and circulation.  

The division established a dedicated business unit, Thought24, to focus on the growing needs of 

the female emerging market with titles such as True Love, Move! and Real.  

Paarl Media    

Margins came under pressure. We had numerous plant amalgamations or moves to ensure that 

efficiencies of scale and physical location are achieved. A new printing works is being developed in 

KwaZulu-Natal to enable Paarl Media to provide flexible production facilities to its target market.   

24.com 

24.com, is a leading internet publisher in South Africa, growing by 34% to 2,7m users across its 

network of sites. News24 remains the top local destination with 1,6m unique users per month. A 

variety of subbrands including Fin24, Sport24 and Health24 are category leaders. During the year 

News24 extended its brand into mobile applications for the iPhone, Android, Blackberry and Nokia 
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platforms, and increased its WAP (wireless application protocol) mobile audience. 24.com also 

launched innovative projects such as Afridoctor and Flirtaroo.    

Kalahari.net is a market leader in South African e-commerce. The company provides the broadest 

range of products at competitive prices and has grown by 32% over the past year. Several new 

product categories are showing growth. Kalahari.net Kenya and Kalahari.net Nigeria were 

ƭŀǳƴŎƘŜŘ ŀƴŘ ǿƛƭƭ ƭŜǾŜǊŀƎŜ ǘƘŜ ǇǊƻŘǳŎǘ ŎŀǘŀƭƻƎǳŜ ŦǊƻƳ {ƻǳǘƘ !ŦǊƛŎŀΦ Lƴ ŀŘŘƛǘƛƻƴΣ YŀƭŀƘŀǊƛΦƴŜǘΩǎ 

Market Place was introduced in South Africa to offer consumer-to-consumer (C2C) trading for new 

and used products. 

Via Afrika 

The book publishing business had a tough year. Educational publishers underperformed, due 

mainly to reduced spend by government education departments, whilst general publishers were 

hit by the economic downturn. However some units, like NB Publishers sailed on. 
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