
Our external business environment

(1) GDP data from the World Bank Global Economic Prospects Report (January 2022).
(2) Inflation data represents the inflation rates in December of a given year, extracted from the Trading Economics website.
(3) Exchange rates represent the average of the month-end rates for the calendar year per our group’s accounting system.

We operate in a dynamic industry in markets that are often unpredictable. 
This requires us to anticipate and adapt to shifting circumstances in a way that 
allows us to pursue our longer-term strategic objectives without compromising 
consistent short-term execution.

Our operating environment remained challenging this year, with the tail end of the COVID-19 pandemic and 
associated lockdowns still impacting global economies, global stock market volatility rising, inflation starting to 
increase (largely on the back of elevated oil and food prices), and the world facing the prospect of rising interest rates 
from record lows. We talk in terms of calendar years below to align with how these statistics are generally reported.

Real GDP growth(1) Inflation rate(2) Exchange rate versus USD(3)

2020 2021 2020 2021 2020 2021

South Africa (6.4%) 4.6% 3.1% 5.9% (15%) 10%
Nigeria (1.8%) 2.4% 15.8% 15.6% (6%) (7%)
Kenya (0.3%) 5.0% 5.6% 5.7% (4%) (3%)
Zambia (3.0%) 2.2% 19.2% 16.4% (43%) (6%)
Angola (5.4%) 0.4% 25.1% 21.0% (56%) (7%)

The World Bank estimates that gross domestic product (GDP) in sub-Saharan Africa declined 
by 2.2% in 2020, before recovering well with growth of 3.5% in 2021(1). It expects the region to 
broadly sustain that rate of growth into 2022 and 2023.

Inflation is a critical concern in many of our markets, notably food and fuel inflation which 
place additional pressure on discretionary consumer spending.

Currencies showed greater stability in 2021, with the average rand exchange rate strengthening 
against the US dollar in 2021, while both the Angolan kwanza and Zambian kwacha started to 
recover from their respective low points in the last 18 months from the second half of calendar 
year 2021 onwards (the average rates were still weaker YoY). However, markets such as Ghana 
continue to experience currency weakness.

Commodity prices have been rising on the back of global macro and geopolitical events, 
with the oil price climbing above USD100 towards the end of the year, and metals like gold 
and copper enjoying support as well. While commodity producing markets are enjoying some 
tailwinds, falling or low levels of production of oil in Nigeria and Angola have resulted in the full 
benefit not being realised.

While the tourism sector has started to show signs of recovery, it will take some time 
to normalise which impacts our commercial customer base.

Beyond sub-Saharan Africa, we are also impacted by global trends in varying degrees, 
e.g. via Irdeto or via set-top box manufacturing. India experienced a greater overhang from 
the pandemic, which impacted volumes and orders, while global supply chains remained 
constrained. Silicon chipsets remain in short supply, and it will take time for new manufacturing 
capacity to come online. Russia’s invasion of the Ukraine has also negatively impacted global 
markets and supply chains.

Rising unemployment continued to negatively impact key markets like South Africa.

Intermittent power interruptions remain an issue in South Africa and other markets 
such as Nigeria.

Short-term operating context for our business 
(mix of headwinds and tailwinds)
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Our external business environment continued

Medium to longer-term trends impacting our 
business (largely tailwinds)

Rising electrification supports economic activity and consumer access to services: the 
International Energy Agency estimates that household electrification for sub-Saharan Africa 
rose from 40% in 2015 to 48% in 2020 and is on track to reach 56% by 2025.

A growing traditional linear pay-TV market provides runway for our traditional video 
business: Digital TV Research expects traditional linear pay-TV subscriptions in sub-Saharan 
Africa to grow by 46% between 2021 and 2027, increasing TV household penetration from 39% 
to 44% over that period.

Strong growth in the nascent OTT space provides runway for our Connected Video business: 
Digital TV Research expects SVOD subscriptions in sub-Saharan Africa to grow by 181% between 
2021 and 2027.

Improving connectivity supports economic activity and consumer reach and engagement: 
the GSM Association estimates that sub-Saharan Africa will continue to improve in mobile 
connectivity:
• Mobile subscriber penetration to rise from 46% in 2020 to 50% in 2025
• Mobile internet penetration to rise from 28% in 2020 to 39% in 2025
• Smartphone adoption to rise from 48% in 2020 to 64% in 2025
• 4G and 5G in the connectivity mix to rise from 12% in 2020 to 31% in 2025.

Increasing access to financial services supports economic activity and consumer’s 
transactional capabilities: based on the GSM Association’s estimates for mobile money 90-day 
active accounts, access to digital payments has grown from a 2% population penetration rate 
in sub-Saharan Africa in 2011 to 20% penetration in 2021.

Regulators continue cooperating more closely across the continent, with incremental 
scrutiny on the traditional linear pay-TV sector and competition matters somewhat offset 
by proposals to regulate nascent areas like OTT more consistently relative to traditional or 
established areas of the market.

Competitive dynamics
Our industry is in a constant state of evolution in terms of technologies, consumer behaviour and competitors. 
As our markets become more connected, so do they gain access to additional paid and free video services, 
as well as non-video entertainment services. Broadband affordability and penetration, however, remain a short 
to medium-term headwind. In addition, global markets have demonstrated a propensity for households to stack 
subscriptions and we expect growing complexity from competing services to benefit established aggregators 
over time.

StarTimes remains our largest traditional competitor across sub-Saharan Africa, competing 
largely in the mass market (notably in DTT). We also continue to compete with strong regional 
operators such as ZAP in Angola, Azam in Tanzania and Zuku in Kenya.

FTA remains an important competitor for viewership and advertising revenue in a number of 
our markets, such as South Africa, Kenya, Ghana and Ethiopia. News consumption is a critical 
driver of demand, and local content and mass market affordability are other important 
considerations.

Competition from global and local OTT players continues to increase, mainly through:
• Global SVOD such as Netflix, Amazon Prime and DAZN, niche SVOD services like AcornTV and 

BritBox, and local SVOD services like iRoko in Nigeria and ViuSasa in Kenya
• Traditional studios, networks or media companies going direct to consumer with SVOD 

(or hybrid) services, e.g. Disney+
• Transactional video on demand such as the iTunes and the Google Play stores and 

advertising video on demand such as Viu and YouTube
• Non-video businesses deploying their value-added services to drive user engagement 

in their ecosystems, such as Amazon (Amazon Prime Video) and Apple (Apple TV+) 
• Linear broadcasters introducing OTT services to complement their existing traditional linear 

pay-TV offerings, e.g. StarTimes ON by StarTimes as well as FTA operators launching services, 
e.g. eVOD by e.tv

What these major trends mean in the 
context of our markets

PAGES

Refer to pages 50 to 52 of our material 
matters section, which presents risks 
and opportunities for our business.

We have identified the evolving video entertainment 
landscape as a material matter. We see the ability 
to adapt appropriately to changing needs as a 
key strategic requirement. It is important to adopt 
a measured approach to change that is suitable in 
the context of our markets.

Broadly supportive demographic trends in terms of population growth, working age population growth, 
urbanisation trends and growth in disposable income and private consumption will support a growing middle class 
across sub-Saharan Africa over the medium to long term. These macro trends will be further supported by the 
trends we flag below and will enable companies with a long-term horizon and broad footprint to create and capture 
meaningful value.
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Our external business environment continued

Our ongoing response to COVID-19 and associated lockdowns
Like most other companies, we were impacted by the COVID-19 pandemic and the associated government 
lockdowns through FY21 and into FY22. Many of our stakeholders, including customers, suppliers, employees 
and the broader societies where we operate, were negatively affected, particularly their economies, and public 
health and safety.

Following the initial business disruptions in FY21, our operations normalised into FY22, including 
subscriber behaviour (as we exited hard lockdowns and school activity started to return to 
normal), event timing and attendance (as lockdowns eased), local content productions 
(stopped during hard lockdowns in FY21), content cost timing (deferred from FY21 into FY22 due 
to event timing) and advertising revenues (sharp decline in FY21 and strong recovery in FY22).

Some areas like crowds at South African sports events or regional travel have not yet fully 
normalised, but the negative impact has diminished. Our commercial subscription revenues are 
recovering but are not yet at pre-pandemic levels.

Irdeto’s project-based revenues and volumes in certain markets and sectors remain 
negatively impacted due to the softer global macro-economic environment, supply chain 
issues and chipset shortages that were all exacerbated by the pandemic and associate 
lockdowns.

We partnered with the Solidarity Fund to support their campaign, ‘When We Come 
Together’, to drive the vaccine rollout and combat misinformation. We supported the 
UN Verified project in its COVID-19 ‘Zwakala’ campaign, aimed at driving awareness, 
especially among a younger audience. Our partnership with the Department of Health on 
its Combatting Vaccine Hesitancy campaign saw us assist with producing public service 
announcements that encouraged the public to register for the COVID-19 vaccine.

Over the course of FY21 and FY22, we took necessary precautions to protect our 
employees. This included travel bans (local and international), ongoing work-from-home 
processes for most of our teams, a public health expert to guide us on best practices, and 
employee wellness and mental health-related initiatives. We also implemented strict social 
distancing, screening, hygiene and testing measures at the office to protect employees 
working onsite. We returned to our offices in Randburg from February 2022 and operated 
at 50% rotational capacity to comply with government regulations and minimise risk 
to employees.

In FY22 we established a MultiChoice vaccination site at our head office in Randburg 
to provide vaccinations to employees in order to further safeguard our people against the 
virus and to support the national government in its Mass Vaccination Programme. We also 
introduced a mandatory vaccination programme for our employees once we returned 
to working from our head office.

We have continued to seek ways to mitigate the impact of the pandemic and associated lockdowns on our 
employees and in the communities where we operate:
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