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Source: 4 Million & Rising
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Our profile has constantly been bombarded by negative stereotypes of  black success.

The biggest misconception is that black middle-class South Africans are a homogenous group, but the 
reality is that there are different values and aspirat ions which drive this market. 

Materialistic TenderpreneurshipWealth Amnesia

THE BLACK MIDDLE CLASS IN NOT A HOMOGENOUS GROUP
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THE AFROPOLITAN AS A TARGET MARKET

The ‘Afropolitan’ is one segment of the black middle class. Kaya decided to focus solely on being the stat ion that 

would broadcast to the Afropolitan and be a partner to their growth. 
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WHAT DEFINES AND DRIVES 

THE AFROPOLITAN?
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WHAT DEFINES THE AFROPOLITAN

The Afropolitan is a mature, sophist icated, socially conscious individual rooted in heritage. The Afropolitan is a 

progressive thought-leader who is self-determining, discerning, well-informed and a player in the global environment.

AUTHENTICITY NEW REALISM
COSMOPOLIT

-ANISM
COMMUNITY

The Afropolitan is 
driven by a desire for 
REAL interactions that 

goes beyond 
materialism and 

superficiality

A forward-looking 
movement that looks 
to adapt tradit ional 

wisdom for modern life

No lifestyle choice is 
untouched by global t rends. 

Education and greater 
access to the world has 

given the Afropolitan more 

lifestyle ideas and activit ies 
to reference from

Afropolitan lifestyles & 
choices in their daily 

lives are also governed 
by the dist inct but 
interchangeable 

communit ies that they 
live in
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AMBITIONS AND ASPIRATIONS

Recent economic 
realit ies and employment 

insecurity has a  driven 
the belief in becoming 

your “Own Boss”.

A holist ic approach to 
success and tradit ion  

drives the need to give 
back.

SELF SUFFICIENCY GIVING BACK SUCCESS

The belief that success 
is about who you know 

drives a desire to 
create  networks 

amongst like-minded 

individuals.
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WHAT KEEPS THEM UP AT NIGHT?

“Connecting where I am

with where I want tobe"

THE BIGGEST CHALLENGE:
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WHAT KEEPS THEM UP AT NIGHT?
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WHAT KEEPS THEM UP AT NIGHT?
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BALANCE

WHAT KEEPS THEM UP AT NIGHT?
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AFROPOLITANS 

AND 

BRANDS CHOICES
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BRAND CHOICES: EMOTIONAL DRIVERS
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Brands consumed and trusted by ‘parent’  generations become have love marks, but these brands 

must evolve. 

BRAND CHOICES: EMOTIONAL DRIVERS
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Brand stories help build an emotional connection and relevance  with the Afropolitan.

“I used to really be into brands. But I think  with my generation we don’t just follow  brands but we follow brand stories.”

BRAND CHOICES: EMOTIONAL DRIVERS
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Local product have relatable accessible brand stories invoking  loyalty and trust.

“Thesis is a brand I can relate to  because it’s boys from the same  hood with a similar life story. It’s  like the brand was made for 
me.”

BRAND CHOICES: EMOTIONAL DRIVERS
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BRAND CHOICES: VALUES
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BRAND CHOICES: QUALITY
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Brand legacy is perceived to be a marker of quality  and authenticity.

“You’ll see me dressed in Levi’s, Nike ,  whatever. But  I buy these brands not  for  status but  because that these are quality  
brands t hat you can t rust.”

BRAND CHOICES: QUALITY
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TOP BRAND CHOICES
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TOP BRAND CHOICES
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TOP BRAND CHOICES
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TOP BRAND CHOICES
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TOP BRAND CHOICES



COMMERCIAL STATION OF THE YEAR 2020

TOP BRAND CHOICES
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AFROPOLITANS 

AND 

LIFESTYLE
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LIFESTYLE CHOICES AND PREFERENCES

EXPERIENCES
>

THINGS

AFROPOLITANS ARE 

PRIORITIZING HAVING MORE 

EXPERIENCES THAN MATERIAL 

POSSESSIONS.

What’s important now is to experience 

the good life and all it has to offer, 
while simultaneously broadcasting this 
#bestlife on social media. 

Experiences are just as much, if not 

more, of a status indicator than 
material goods such as fashion. 
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AGE OF 
BRAND 

YOU

AFROPOLITANS ARE 

REINVENTING THEMSELVES AS 

BRANDS.

As social media continues to grow in 

size and influence, we are seeing 
individuals reinventing themselves as 

brands. 

This has become a necessity for 
many Afropolitans who use these 
platforms to develop personal 

brands that they can market.

LIFESTYLE CHOICES AND PREFERENCES
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LIFESTYLE CHOICES AND PREFERENCES

RETREAT

BEING ABLE TO SWITCH OFF IS 

ASPIRATIONAL.

We are liv ing in the age of the ‘attention 

economy’ where information systems 

exist on so many platforms that 

consumers find themselves trying to 

cope with a stressful level of information 

overload and with ‘addiction’ to social 

media. 

This is resulting in countertrend- a desire 

to ‘switch off’ or disconnect. We see a 

number of manifestations of switch-off 

escapes in consumer lifestyle 

trends. 
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TOP 10 LIFESTYLE TRENDS
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TOP 10 LIFESTYLE TRENDS



COMMERCIAL STATION OF THE YEAR 2020

TOP 10 LIFESTYLE TRENDS
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LIFESTYLE TRENDS: MUSIC FESTIVALS

AFROPOLITANS WON’T GO TO 

JUST ANY FESTIVAL

Listeners are concerned with the 

atmosphere of the events they 

attend.

For example when Common 

came to South Africa to perform 

at the Delicious festival - it was not 

well-received by listeners.  They 

felt it was a mis-matched artist for 

the occasion.

FESTIVALS
MUST MAKE

SENSE

‘We don’t go to these festivals 

blind - I don’t want to pay so 
much once I’m inside.
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LIFESTYLE TRENDS: MUSIC FESTIVALS

LISTENERS & FESTIVAL GOERS 

ARE AWARE OF WHAT’S 

HAPPENING AROUND THE 

WORLD

While the most v isible festival 

experiences are overseas, there 

is a significant amount of 

attention paid to festivals outside 

of Johannesburg, extending to 

elsewhere on the African 

continent.‘It’s just one of those things 

we see on the net, and it 

makes you say, ‘How, what 

are we doing this side?’’

FESTIVALS
ARE

OMNIPRESENT



COMMERCIAL STATION OF THE YEAR 2020

AFROPOLITANS 

AND 

MEDIA CONSUMPTION
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MEDIA CONSUMPTION
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MEDIA CONSUMPTION
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MEDIA CONSUMPTION

RADIO IS 
STILL  A 

PRIORITY

RADIO IS RELIED ON AS A WAY TO STAY 

ENGAGE AND RECONNECT

• Informative talk shows that contribute to 

self-development & general knowledge
• Up-to-date on current affairs and 

debates
• Enjoyment of audience engagement 

and sense of connection/community. 

• Entertainment while driv ing
• Pass the time, motivation and avoid 

distractions at work
• Learn about local events/ gig guides
• Mood changer

• Spiritual upliftment
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KAYA 
FM

MAIN 
TALK 

SHOWS

MAIN 
MUSIC 
SHOWS

SPECIALIST
TALK

SHOWS

SPECIALIST
MUSIC 
SHOW
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AUDIO

661 919 283 952 53 226

17 268 unique visitors

789 unique visitors

54 142 unique visitors

37 300 average listens

MOBILE

KAYA 
DIGITAL

SOCIAL

WEB

VIDEO 
ON 

DEMAND



Q & A


