
 
 
  

 
 
 
At Wisian Capital, we focus extensively on the ability of a 
company to build, and invest in, a sustainable economic moat 
that drives value creation.  However, disruptive business 
models are often the ‘curveball’ that can destroy existing 
value.  We therefore pay close attention to these forces in our 
investment analysis.  It is particularly fascinating to see how 
incumbents respond to these threats.  The newspaper 
industry is a case in point.  Many of the leading industry 
players had clear sight of the internet well before it destroyed 
advertising revenues in the industry.  However, only a select 
few media companies globally embraced the wave of 
disruption as far back as 1995 to expand beyond traditional 
print.  Such companies, including Naspers, are special in that 
they extend their runway of value creation for decades to 
come!  Think about how Nokia started as a wood pulp mill in 
1865, transitioned to a tire and rubber products company in 
1898, telephone and power cables business in 1912, and then 
a telephone equipment manufacturer in 1967 before its 
demise in 2012. 
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Disruption and its Impact on Economic Moats 

Wisian Capital invests only in businesses that have a demonstrable ability to create 
value for shareholders over extraordinarily long periods of time.  These businesses 
tend to produce persistently high returns on capital by virtue of a structural buffer 
(economic moat) that protects their profits from competition.  The nature and 
strength of this buffer determines the: (i) magnitude of economic profit (returns 
above cost of capital) that a company earns; and (ii)  length of time over which excess 
returns can be sustained (see Figure 1).  

Figure 1: Economic Profit Profile of High Quality Companies 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Adapted from Maboussin, “Measuring the Moat: Assessing the Magnitude and Sustainability of Value Creation”, 2013 
 

Excess returns fade much slower in high quality companies than in less endowed 
companies.  Yet even this durability is not without risk.  Advances in technology 
simply speed up the rate of creative destruction.  An indicator of this is that the 
average lifespan of leading US companies in the S&P 500 index in the last century has 
declined from 67 years to 15 years1 largely due to disruptive innovation.   
 

More recently, disruption has been fuelled by numerous digital and information-
based technologies (mobile internet, social networking, 3D printing, artificial 
intelligence, etc.) which either aggregate competencies across a multitude of 
adjacent industries or disentangle complexity into simplicity.  Apple, which 
represents the former, successfully disrupted the mobile phone, music, personal 
computer and software industries to create the largest company in the world by 
market cap.  Massive open online courses (MOOCs) such as Coursera and edX which 
are threatening business schools, or Uber, which is taking substantial share from 
traditional metered taxi operators, represent the latter. 
 

                                                                                 
1
 Richard Foster, Yale University quoted on BBC News (http://www.bbc.com/news/business-16611040) 
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A core part of our investment process, therefore, involves studying and appreciating 
the potential impact of disruption on our holdings and investment ideas.  Harvard 
Business School Professor Clayton Christensen, who authored ‘The Innovator’s 
Dilemma’, created a framework useful in understanding disruption (see Figure 2).  
Christensen studied numerous examples of well-positioned incumbents with 
extensive resources (management, capital, etc.) who ceded industry leadership to 
disruptive business models.  These include the likes of once great companies such as 
IBM in computing and Kodak in photography.   
 

Christensen found that established products follow a path of continuous 
improvement across key dimensions of performance (e.g., desktop computers).  Over 
time, the incumbent product becomes over-engineered for less sophisticated market 
segments that have lower product requirements (e.g. tablets).  This opens the door 
for new, disruptive technologies / products that gain a foothold by focusing on 
simplifying the complexity endured by ‘over-served desktop customers’.  The 
disruptor often leverages a better price point or other key difference in its business 
model to win share in these segments.  As the performance profile of the disruptor 
improves over time, they move into adjacent segments of the market.  Eventually, 
they displace the incumbent due to superior application of technology. 

Figure 2: Christensen’s Model of Disruptive Innovation 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Clayton M. Christensen, “The Innovators Dilemma”, 1997 
 

An example of this is M-Pesa in Kenya which initially established itself as a low-cost 
money transfer service built upon Safaricom’s mobile network.  Mobile technology 
enabled a cost effective way to execute small transactions between low-income 
customers across long distances.  High cost structures of traditional players (banks, 
Western Union, etc.) meant that pricing on small transaction lots was prohibitively 
expensive.  Today, a mere 8yrs later, transactions on M-Pesa equate to roughly 42% 
of Kenya’s GDP.  The foothold gained in money transfer is being used to move into 
more profitable financial services, including microfinance.  Traditional banks have 
responded with a disruptive, paper-thin slim sim card which can be inserted on top of 
a mobile SIM card allowing them to provide competing mobile services. 
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One of the most interesting examples of disruption in a traditionally ‘moaty’ industry 
is the print newspaper industry.  This sector has previously been associated with 
substantial wealth creation and produced ‘media moguls’ such as Rupert Murdoch, 
William Hearst and Joseph Pullitzer.  However, in more recent times, it has witnessed 
the emergence of multiple ‘new media’ competitors in the form of television and the 
internet.  The internet was initially welcomed by many participants as being good for 
their business model.  However, the technology has proven to be extremely 
disruptive with many large media groups eventually having to divest from their 
newspaper assets.  In recent months, for example, Pearson sold its stake in The 
Economist (founded in 1843) at a similar valuation to online disruptor, Buzzfeed 
(founded in 2006).  Rupert Murdoch once referred to the profits from newspapers as 
‘rivers of gold’ – later on, he mentioned that ‘rivers sometimes dry up’2.   

There are very few examples of print publishers who were successful at navigating 
the disruptive force of the internet despite having sight of it for over a decade.  In our 
experience, it is only a handful of media houses like Naspers in South Africa, 
Schibsted in Norway, Financial Times of the UK, The Wall Street Journal and Deseret 
News in the USA that have been successful in transforming their business model to 
the new media format.  These companies embraced disruption and leveraged it to 
reach new markets cost effectively.  In the sections that follow, we try to explain how 
the internet destroyed the economics of the traditional print newspaper model and 
how incumbents responded to this threat. 

Evolution of the Newspaper Business Model 

Newspapers have been in existence for more than four centuries with the oldest 
known publication from Strasbourg, France dating back to 1605.  The evolution of the 
industry is closely aligned to the advancement of printing press technology.  The first 
printing press was invented in the Holy Roman Empire by Johannes Gutenberg in 
1440. With the Industrial Revolution, printing technology advanced toward steam-
powered rotary presses and, thereafter, modern electronic presses.  This enabled 
printing capacity to increase from 240 pages per hour to more than 100,000 copies 
per hour.  Increases in capacity and reductions in cost per page created a paper-based 
communication medium that could be circulated to millions of readers at an 
affordable price.  This, together with other inventions, such as the telegraph and 
colour photography, led to the newspaper becoming the primary source of 
information for society for more than three centuries. 

Due to high volumes and the importance of timely delivery, many newspapers chose 
to own and operate both the printing operations and infrastructure to physically 
deliver the newspaper each day.  In addition, they also maintained large teams of 
salespeople who built relationships with advertisers across multiple categories.  The 
high fixed cost nature of the business acted as an entry barrier to competition 
requiring wide circulation to break even.  In addition, advertisers were unlikely to 
advertise in a new publication due to low levels of readership. 

                                                                                 
2
 Plunkett, John (November 24, 2005). "Murdoch Predicts Gloomy Future for Press". The Guardian 

(London)  
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Scale efficiencies therefore enabled established participants to sustain their market 
share in both readership and advertising.  This competitive advantage earned 
crystallized into a trusted brand.  As a result, most newspaper markets, whether 
regional or local, were dominated by 1 or 2 large players.  These players often acted in 
a disciplined manner hardly ever entering into a price war against each other. 

The newspaper offering was also a good deal for its customers.  Readers would have 
to pay a relatively small amount to access a wealth of information such as news 
stories, editorials, sports information, cinema schedules, gossip, classifieds ads, retail 
inserts / coupons and information on shows / events in their region.  This is because 
advertisers effectively subsidised the cost of the publication and accounted for as 
much as 80% of newspaper revenue. 

However, with the rise of competing advertising mediums (internet, radio and 
television), this revenue equation was severely displaced.  Advertisers now had access 
to numerous additional media properties for their ad impressions.  Figure 3 shows the 
wide difference in the cost per million ad impressions (CPM) for different types of 
mediums in the US market.  Online properties are substantially cheaper than 
traditional media allowing for a reduction in marketing spend.  Furthermore, 
mediums such as the internet are able to track the response to a marketing campaign 
enabling better visibility into campaign performance.  We use the US market as an 
example as it is the most mature internet market in the world in terms of both 
publishers and penetration. 

Figure 3: US CPM by Advertising Medium (July, 2014) 

Note: CPM = Cost per Mille or Cost per Thousand advertising impressions, OOH = Out of Home                                                              
Source: Peter J Solomon Company Estimates 
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Figure 4: Time Spent Consuming Media vs. Share of Advertising Spend  

      
Source: KPCB Internet Trends 2015 – Code Conference, Mary Meeker 

Over time, readership also migrated to these new platforms as their news services 
were largely free, convenient, and more interactive.  Figure 4 shows the wide 
discrepancy between times spent on print versus its share of ad spend.  Given the 
discrepancy, it is likely that more of this spend will migrate towards mobile (vs. desk 
top) internet which has emerged as the latest disruptive technology to gain traction 
in the media industry.   

The result of these developments is that total advertising revenue in the US print 
newspaper sector declined by 60% between 2005 and 2012.  As shown in Figure 5 and 
Figure 6, newspapers were able to co-exist with broadcast television (since 1950s) and 
radio (since 1920s).  It is the internet specifically which affected the newspaper 
business most negatively. Between 1999 and 2014, digital advertising has risen from 
less than 2% of total global advertising spend to 28%3.  The majority of this share has 
been taken from print, which declined from 48% to 20% of total spend over the same 
period.   

Figure 5: Historical Trend in Print Newspaper Revenue, 1956 - 2012 

                
Note: Excludes digital revenue streams, Source: Newspaper Association of America, Wisian Capital  

                                                                                 
3
 Magna Global 
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Figure 6: Share of Advertising Spend by Media Type, 1919 -2015 

                                                          
Source: D. Galbi (Purple Motes CS Ad Data Set), eMarketer, Newspaper Association of America, IAB, Wisian Capital Analysis 

The rapid decline in print ad spend has had the effect of placing the entire industry at 
risk.  Newspaper employment in the USA is estimated to have declined by more than 
28% over the past decade4.  Leading commentators have begun to ask the question 
whether we aren’t witnessing not only the demise of newspaper, but, facetiously, the 
demise of journalism itself.   

One of the main reasons why the internet has affected newspapers more severely 
than television and radio is due to its displacement of its classifieds business.  
Television and radio did not affect revenue from print classifieds due to the 
prohibitive cost, and limited advertising space, on traditional video and audio.  
However, the internet has had a much more profound impact with US print classifieds 
revenue declining by 73% since its inception.   

Classifieds are the highest margin component of the print newspaper business model.  
Even though it accounted for approximately a third of revenue, their contribution to 
profits were as high as 50% prior to the disruption.  In the past, an individual wanting 
to sell an item such as a car, or a company seeking candidates for a vacant job, would 
turn to the classifieds section of the newspaper due to its wide circulation.  For a few 
hundred Rand, he could place a classified ad in the newspaper consisting of just a few 
words.  Due to the size limitations, classifieds would generate more revenue per unit 
of space than a display ad per unit of space.  From the newspapers perspective, there 
was a very low cost of acquisition as the ads were received through a telephone desk.  
This made for an extremely profitable revenue stream. 

The problem with print classifieds is that it was never well suited to a paper medium.  
Readers had to scan myriad of words to find an item of interest.  Classified advertisers 
are limited by the number of words they can use and have no ability to delist / edit the 
ad post its publication.  With an online platform, these constraints are easily 
overcome by a search function on a web portal.   

                                                                                 
4
 American Society of Newspaper Editors 
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Migration toward an internet platform also eliminates the two largest fixed costs of 
the newspaper business (printing and distribution).  While this may initially sound 
positive, it also eliminates the source of a newspaper’s moat, namely, economies of 
scale.  This reduced the entry barrier to the classifieds business and opened the door 
for disruptors such as Craigslist and OLX.  Without legacy fixed costs, disruptors 
deployed superior technology applications at very low cost to the advertiser.  Print 
news incumbents were slow to respond as the new model effectively cannibalised 
their highly profitable legacy model.  On the internet platform, the economic moat 
was based on network effect (having the largest network of buyers and sellers) 
sharing the same space instead of economics based on volume of production  
Disruptors who were first to achieve an unassailable lead  in terms of network size 
replicated the distribution advantages of traditional print.  

Some of the first online classifieds businesses to emerge in were Craiglist.com 
(general classifieds) in 1995 and Monster.com (employment classifieds) in 1999.  
Craigslist is now the 9th largest site in the USA with 50 billion page views per month 
and 80 billion posts each month5.  Figure 7 below shows the progression of Craigslist’s 
estimated revenue since launching in 1995.  AIMGroup estimates that Craiglist’s 
profit margin is in the region of 80%, making for a highly successful venture even 
though it is predominantly run as a not-for-profit.  The site generates substantial 
profits from its largely free model.  It only charges a fee for certain categories of ads 
in specific cities. 

Figure 7: Estimated Revenue of Craigslist.com 

 
                                          Source: AIMGroup website and news releases 

                                                                                 
5
 Alexa rankings, Mar 2015 
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The most interesting part of Craigslist’s moat is that, even with a small development 
team of approximately 20 people and a largely socialist business approach, it has 
been able to ward off competition from multiple well-funded startups, thanks to its 
aggregation of buyers and sellers reaching critical mass (network effect).  These 
include the likes of Google Base (now discontinued), Ning (Netscape) and Kijiji (eBay).  
Competition has also emerged across multiple classified verticals such as Simplyhired 
(jobs), StubHub (tickets), AirBnB (sublet accommodation) and Autotrader.com (cars) 
due to low startup costs.  However, Craigslist has been able to maintain its traffic 
ranking despite substantially low spend on marketing.  This demonstrates the 
strength of the network effect moat as a sustainable competitive advantage.  

It is clear from the above trends that newspapers in general will continue to face 
tough conditions.  Even if they establish an online version with a paywall, the lower 
advertising revenue from online ads and loss of classifieds revenue are bound to 
pressurise profits.  This is further compounded by a consumer who is not willing to 
pay more for news given multiple free options on television and online.  However, 
local, community, and specialist newspapers are less prone to these effects than 
broadsheet (national) newspapers.  This is because they remain authorities for in-
depth local information.  As a result, these specialist print newspapers retain the 
economy of scale moat along with the best access to relevant local advertisers.  This 
“lowest common denominator” phenomena is the dynamic that attracted Warren 
Buffett to purchase several local newspapers such as the Buffalo News. 

State of the SA Newspaper and Media Industry 

South African newspapers have also faced challenging conditions over the past few 
years.  However, they have ceded advertising revenue share (see Figure 8) mostly to 
television and radio competitors.  As well, the internet has begun to steal share from 
SA newspapers and represented 3% of total adspend in 2013.   In terms of circulation 
revenue (Figure 9), the trend has also been negative across all newspaper categories 
except free sheets since 2009.  This trend has resulted in restructuring within the 
industry with the unbundling of Novus from Media24, Times Media Group being 
reorganised, and the sale of Independent Media Group to a BEE consortium. 
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Figure 8: Share of South African Above the Line Adspend by Media Type, 1991-2013

                                                                                                
Source: OMD South Africa and SADC Media Facts, Nielsen’s Multimedia 

Figure 9: Trend in Newspaper Circulation 

                                                          
Source: Audit Bureau of Circulations South Africa 

Our view is that the recent trends are not entirely due to the advancement of the 
internet in South Africa.  As shown above, digital advertising represents less than 5% 
of total adspend.  SA’s low internet penetration of 34%6 due to the lack broadband 
access and affordability has limited its adoption as an advertising medium.  However, 
as mobile data technologies and associated smart devices improve in their reach and 
price points, we expect this to change substantially.  Media houses such as Caxton 
have already acquired online properties and developed online versions of their 
publications in anticipation of the effect of improved internet access and affordability 
on their current business. 

                                                                                 
6
 Ipsos research survey, 2014 
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In our view, a large proportion of the loss of readership and share of print is explained 
by the difficult macroeconomic environment.  Daily and Sunday newspapers have 
been increasing both their cover price and advertising rates at above-inflation rates.  
The consumer appears less willing to accept these increases as he / she can access 
similar information for free at other channels (e.g., television, radio, free sheets, and 
internet news services).  As circulation declines, marketers may migrate to channels 
with a wider reach such as radio and television.  

The online classifieds market in South Africa is well positioned for future advances in 
internet penetration.  The largest player (Gumtree) is used by 5 million unique 
browsers each year.  The second largest player (Junkmail) first entered the industry 
through a print publication offering free adverts and later migrated this to an online 
platform.  Interestingly, none of the major local media groups feature in the list below 
besides Naspers.  As internet penetration increases, we expect these specialist 
classifieds sites to gain more share from newspapers as has happened in the USA. 

Figure 10: Ranking of Largest Classifieds Websites in South Africa by Traffic and Page Views 

RANK WEBSITE 

6 Gumtree.co.za 

13 Junkmail.co.za 

16 OLX.co.za (Naspers) 

17 Bidorbuy.co.za (auction site) 

25 Property24.com (Naspers) 

34 Jobmail.co.za 

60 Privateproperty.com 

61 Automart.co.za 

66 Autotrader.co.za 

73 Pnet.co.za 

Source: Alexa 

Navigating Disruptive Forces with Superior Stewardship of Capital  

Globally, analysts and commentators recognise Naspers of South Africa and 
Schibsted of Norway as some of the rare examples of media conglomerates that have 
successfully navigated the disruption from the internet.  Naspers and Schibsted not 
only embraced disruption, but leveraged it globally to create enormous value for their 
shareholders.  Figure 11 below shows the extent of the outperformance of Naspers 
and Schibsted versus established players such as the New York Times since the 
emergence of the internet in 1995.  A longer list of comparable peers is not possible 
due to the large amount of merger and acquisition activity amongst listed media 
companies in this period.  From the list below, almost all have divested some or all of 
their print newspaper interests.  EW Scripps successfully closed down unprofitable 
newspapers and expanded into broadcasting and syndications. 



 

 11 

Figure 11: Total Return from Listed Media Conglomerates Listed in 1995 (CAGR) 

 
Source: Bloomberg, Wisian Capital Analysis 

Companies with an: (i) innate ability to consistently identify disruptive forces and (ii) 
temperament to kill its existing business in favour of a disruptive model are extremely 
rare.  If a company were to have such excellent stewardship of capital, its economic 
profits would fade as shown in Figure 12 as opposed to Figure 1.  This is because the 
company would consistently invest in new innovations, and as long as the number of 
successful ventures exceeds unsuccessful ventures, it would continually boomerang 
shareholder value over long periods.  As shown, the company is continuously 
renewing corporate value but the level of its economic profit can vary substantially 
depending on stage of investment.  The boomerang return profile is a function of the 
portfolio effect of ‘moaty’ businesses at different stages in their lifecycle.   

The sequential contribution to overall returns tends to be the source of discrepancy as 
investors attempt to calibrate how much such businesses are worth.  The boomerang 
effect is a material departure from a single fade period exhibited by most businesses. 
To illustrate, consider the boomerang effect in Nokia starting in 1865 as it responded 
to investment opportunities in the global economy for the next 147 years.  Think 
about how Nokia started as a wood pulp mill in 1865, transitioned to a tire and rubber 
products company in 1898, telephone and power cables business in 1912, and then a 
telephone equipment manufacturer in 1967 before its demise in 2012. So valuable 
was Nokia that at one point, it contributed 30% of Finland’s R&D spend, 20% of the 
country’s GDP, and 23% of its corporate tax revenue.  
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Figure 12: Illustrative Return Profile of Company That Consist Reinvent Their Business Models 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Wisian Capital Analysis 
 

 
 
In South Africa, Naspers has demonstrated an ability to navigate such disruption on 
multiple occasions.  Founded in 1914 as a publisher and printer of newspapers and 
magazines, the company moved into TV media through pay TV channel in 1985.  This 
was one of the few pay TV networks outside of the USA at the time.  The business 
now operates in 48 countries across Africa.  Naspers then was instrumental in the 
establishment of M-Cell which was later renamed to MTN - the largest mobile phone 
operator in Africa - in 1991.  In 2001 and 2006, the group acquired stakes in Tencent 
of China and Mail.Ru of Russia respectively.  Tencent is currently the fifth most 
valuable internet company in the world by market cap.  More recently, it acquired 
stakes in numerous e-tail and e-commerce businesses across 130 countries, notably 
OLX and Flipkart (India).  More recently, it has launched an on-demand internet video 
streaming service in preparation of Netflix disrupting its African pay-tv business.  An 
interesting characteristic of Naspers is that it is able to grow both through acquisition 
and own development which allows it to invest internally at similar rates of return 
when potential acquisitions are priced expensively.  
 

Respected thought leaders such as Michael Moritz, chairman of the famed Sequoia 
Capital, in a post titled “Naspers shows the way for old school media companies”, 
recognises the superiority of Naspers’s leadership over the New York Times.  Since 
1994, Naspers’ market value has increased 100 fold.  This was through spectacular 
capital allocation into technologies that transformed the company into the largest 
internet company in the world outside of the USA and China.  The New York Times, 
having failed to respond to the same forces Naspers responded to, instead, trades at 
the same market value as in the mid- 1980s.  The substantial outperformance of 
Naspers over the New York Times, demonstrated in Figure 13, reflects the investor 
reward for value creation. . 
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Figure 13: Total Return Naspers versus New York Times, 1995 – 2015 (indexed 1995=100) 

 

Source: Bloomberg, Wisian Capital Analysis 

 

The Attractiveness of Online Classifieds  

One of Naspers’s more recent growth vectors is in the online classifieds space.  
Interestingly, the company has come full circle in that this is the same disruptive 
business model that is expected to impair its legacy print business model.  Naspers 
has acquired or started multiple online classifieds businesses across the globe, 
consolidating most of them under the OLX brand.  The industry is characterized by a 
‘winner-take-all’ outcome, or network effect.  As shown by FINN, a mature classifieds 
business in Norway, the profit margins of the business reach 50%+ once a dominant 
level of size is achieved. See Figure 14.  During the business start-up phase, the 
company will make losses as it invests aggressively in marketing to gain market 
leadership.  This is because its bargaining power against customers increases with 
size.  For example, specialist customers such as property agents or car dealers are 
often willing to pay a placement fee to access a wide pool of buyers on classified sites. 
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Figure 14: Revenue and EBITDA Margins of FINN Norway 

 

Source: Bloomberg, Wisian Capital Analysis 
 

The majority of Naspers’s online classified interests are in frontier internet markets 
with low internet penetration.  As an indication, we show the top 15 countries with 
internet penetration <15% in Figure 15.  Note that Naspers operates in almost all the 
markets highlighted in red.  It also has interests in other large markets with relatively 
low penetration such as China, Brazil and Russia.  Used goods are extremely valuable 
to people who live in frontier markets as they represent a large part of the wealth of 
the middle income consumer.  In certain markets, property ownership is also very low 
due to complexities with the assignment of property rights.  OLX provides a liquid 
platform for people to unlock value from these assets.  It is currently at the beginning 
of the monetisation stage in 8 out of approximately 40 markets where it is ranked 
first or second.  These markets represent the next wave of internet growth in the 
world, and Naspers is well positioned to grow with these markets should it sustain its 
leadership position in the different markets.    
 

The barrier to adoption in frontier and some developing markets has always been the 
lack of: (i) internet connectivity, and (ii) access to a personal computer.  However, 
affordable mobile data eliminates this barrier.  In emerging markets, more than 70% 
of the traffic on classified ads sites arise from mobile data.  In places like Nigeria, it is 
more than 90%.  The rollout of mobile data technology has increased the share of 
traffic from the emerging world to 2/3 of total traffic, whereas, in the past, the USA 
represented 70% of this traffic. 
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Figure 15: Top 15 Countries with Largest Internet Population and Penetration >45% and <45% 

 

Note: Naspers operates in markets highlighted in red.  Source: KPCB Internet Trends 2015 – Code Conference, Mary Meeker 

As large populations in India and Brazil are connected to the internet, we believe that 
leading positions in classifieds within these markets will result in substantial value 
creation for Naspers.  This is both through margin uplift (bargaining power) as well as 
volume growth.  It has also recently merged with its nearest competitor, Schibsted, in 
various larger markets such as Brazil to cement its leading position. 

Final Words 

Successfully navigating disruption has proven to be a difficult task for many 
companies especially within the media space regardless of their size and history.   
However, there are only a few very special companies that have the correct DNA to 
embrace change and extend value creation.  South Africa has produced at least one 
such company in the form of Naspers.  The uncanny ability to consistently navigate 
change increases the complexity of valuing such companies.  Investment cycles also 
create substantial movements in the level of economic profits generated by these 
companies which induces further room for error.  However, we believe that, given the 
success rate of management at Naspers, the market is not fully appreciating the 
excellence of its capital allocation ability in the media industry.  The reason for this 
discrepancy is possibly because the market tends to be overly focused on the next set 
of results and penalises such companies who invest for a longer term growth path.  At 
Wisian Capital, we leverage a longer term holding period to bet against such 
inefficiencies in our quest to generate superior returns for our customers. 
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China 632 47% 7% India 198 16% 33%

USA 269 84% 2% Indonesia 83 33% 17%

Japan 110 86% 0% Nigeria 67 38% 18%

Brazil 105 52% 4% Mexico 52 43% 15%

Russia 87 61% 15% Vietnam 41 44% 12%

Germany 68 84% 0% Phillipines 40 37% 4%

United Kingdom 57 90% 4% Pakistan 21 11% 11%

France 54 82% -1% Thailand 20 29% 10%

Iran 49 60% 8% Ukraine 19 42% 23%

Egypt 43 50% 15% Kenya 18 39% 24%

Korea 42 85% 1% Peru 12 39% 4%

Turkey 38 46% 4% Uzbekistan 11 38% 6%

Italy 36 58% 1% Bangladesh 11 7% 5%

Spain 34 72% 0% Sudan 8 23% 10%

Canada 30 86% 0% Algeria 6 17% 10%

Total 1653 59% 5% 607 23% 19%

Top 15 Countries with Internet Penetration > 45% Top 15 Countries with Internet Penetration < 45%
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DISCLAIMER 
 
 
The content of this report and any information provided may be of a general nature and may not be based on any 
analysis of the investment objectives, financial situation or particular needs of the client.  As a result, there may be 
limitations as to the appropriateness of any information given. It is therefore recommended that the client first 
obtain the appropriate legal, tax, investment or other professional advice and formulate an appropriate 
investment strategy that would suit the risk profile of the client, prior to acting upon such information and to 
consider whether any recommendation is appropriate, considering the client’s own objectives and particular 
needs. 
 
Any opinions and statements made and any information given, whether written, oral or implied, are expressed in 
good faith. 
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