
hand cars, but also gives editorial coverage of 
Formula One news, car performance reviews and 
even advice on how to maintain cars. 

Monday’s Career Times is well supported by 
advertisers and well read by Capetonians, with 

circulation gains of around 20 percent 
over other days of the week. 

The brand’s editorial strategy and 
positioning, through cover price and 
supplements, have ensured that the 
Cape Times addresses the needs of a 
broad cross-section of locals. Over 60 
percent of Cape Times readers comprise 
the highest proportion of share-owners, 
investors and credit-card holders of all 
Cape Town daily newspapers, making 
the title a popular choice for advertisers 
eager to reach this lucrative market.

ACHIEVEMENTS
Campaigns aimed at highlighting the 
Cape Times brand, its supplements and 
event sponsorships, have been among 
the most recognised by the International 
Newspaper Marketing Association’s 
(INMA) annual marketing awards, 
which draws entries from newspaper 
titles around the world.

In an achievement few newspapers 
can match, the Cape Times still follows 
its founding dictum of an “independent 
line in pursuit of the public interest” 
some 133 years after its inception.

HISTORY
Published for the fi rst time - and as the 
fi rst daily newspaper in South Africa 
- in 1876 by Frederick York St Leger, 
the Cape Times was a success from the 

start.
St Leger believed the time 

was ripe for a daily newspaper 
which would follow its own 
“independent line in pursuit of 
the public interest”. The paper 
went on sale on 27 March  at a 
cost of one penny. Its front page 
was covered in advertising, much 
of it of the type that you would 
now find in the newspaper’s 
classified section.

Produced and printed in St 
George’s Street,  central Cape 
Town, the newspaper soon 
established a reputation for a 
commitment to individual and 

THE MARKET
It’s as much a part of Cape Town as the south-
easterly wind  - and just as irritating to those who 
abuse power and get found out by its journalists. 
Known for its fearless commitment to fi ghting for 
the people and against human-rights 
abuses, the Cape Times is the English-
language morning read of choice for 
247,000 people (AMPS 2009A).

Now owned by Independent 
News and Media, the newspaper was 
first published in 1876 by then editor 
Frederick York St Leger. Its primary 
target back then was the poor working 
class, as it attempted to expose early 
government corruption.

With a current circulation of 
49,198 (ABC April-June 2009), the 
Cape Times draws 86 percent of its 
readers from the Cape Town metro. 
Being a dominant and authoritative 
publication in the region, the paper 
services the needs of the upmarket 
reader, emphasising business news 
and providing in-depth coverage of 
current issues.

With a language breakdown of 57 
percent English, 30 percent Afrikaans, 
nine percent Xhosa and four percent 
“other”, the newspaper appeals to 
all sectors of the community, but its 
primary readership - some 43 percent 
- are in LSM 9 and 10. Around 
170,000 people snap up the Cape 
Times Business Report, using its 
information to make decisions.

The Cape Times is all about 
information: what political parties are 
doing, which areas to avoid because 
of crime, or which movie is on 
that night. The publication is 
ideally positioned to embrace 
the sort of journalism its readers 
want: a mix of hard news, 
politics, lifestyle and analysis 
is crafted to address all of the 
information requirements of the 
Cape Town public.

Supplements carried by the 
Cape Times include Career 
Times on Monday, Techno  Times 
on Tuesday, Property Times on 
Wednesday, Drive Times on 
Thursday and Top of the Times 
on Friday. 

Each specialist supplement 

is widely read by its relevant market and offers 
advertisers specific opportunities to target the 
markets they need to reach, while giving readers 
valuable information. For example, Drive Times 
not only carries advertising for new and second-
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human rights, and for being prepared to swim 
against the prevailing political tide. This reputation 
was sustained through the difficult early years of 
the Cape Colony; the various wars fought inside 
and outside the country; and, most notably, the 
apartheid years. 

It was during the apartheid regime that 
the Cape Times really distinguished itself by 
repeatedly undermining the illegitimate authority 
of the time and exposing its brutality. It was a 
formula that clearly appealed to readers: steady 
growth over the years from a modest circulation, 
in a modestly populated town, to the current 
247,000-plus readers is proof of their continued 
approval.

THE PRODUCT
While the bulk of its readers come from the Cape 
Peninsula, the Cape Times is distributed as far 
afield as Plettenberg Bay on the East Coast and 
Saldanha Bay on the West Coast. 

The brand’s positioning statement is: “The 
dominant and authoritative morning daily 
newspaper in Cape Town, servicing the needs 
of the upmarket reader, emphasising business 
news and providing in-depth coverage of current 
issues.” The Cape Times is determined to keep 
its readers informed in a way that allows them to 
make well-versed decisions about their lives. It 
also aims “to comfort the afflicted and afflict the 
comfortable”, as the saying goes.

The editorial mix enables readers to get a 
quick fix on the day’s big news first thing in the 

morning, and return to the feature elements for a 
more leisurely read later in the day.

Ongoing research into the requirements of 
readers has contributed to the paper’s success, 
along with its commitment to insightful and 
ground-breaking journalism. Cape Town’s biggest-
selling morning daily continues on an innovative 
path, backed by over a century of tradition.

RECENT DEVELOPMENTS
On Tuesday, 31 March 2009, Chris Whitfield, 
editor-in-chief of Independent Newspapers Cape, 
announced that Alide Dasnois had been appointed 
editor of the Cape Times.

Dasnois is the first woman to take on the 
mantle that has been held by many esteemed 
newspaper men in the past 133 years.

PROMOTION
The Cape Times is promoted across a variety of 
media, including local radio stations, which are 
used for brand-building commercials and for on-
day promotion of specialist supplements carried 
by the newspaper. 

Print media are also used, and publications 
include, particularly, the 14 Cape Community 
Newspapers published by Independent Newspa-
pers Cape, holding company of the Cape Times. 
These publications are distributed free to more 
than 591,000 homes in the Cape Town area, the 
core market for Cape Times.

The brand also sponsors a number of local 
events, as community and charity support is a key 

THINGS YOU DIDN’T KNOW ABOUT 
CAPE TIMES

m	The first Cape Times came off the presses 
in 1876 - and cost one penny

m	The Discovery Cape Times Big Walk is 
one of the largest events of its kind and 
one of the oldest recreational events in the 
world

m	Over 60 percent of Cape Times readers 
comprise the highest proportion of share-
owners, investors and credit-card holders 
of all Cape Town daily newspapers

focus of the publication in its efforts to uplift the 
communities within which it operates.

 The Discovery Health Cape Times Big Walk 
is one of the largest events of its kind and one 
of the oldest recreational events in the world, 
drawing more than 27,000 participants as it 
raises money for local charities. The newspaper 
has been associated with the walk for about 100 
years.

Started around the time of World War II, the 
Cape Times Fresh Air Fund gives underprivileged 
or abused children an enjoyable holiday at a 
seaside camp in Simon’s Town, and is well 
supported by readers of the newspaper who make 
regular donations and bequests to the camp.

In providing educational assistance 
to disadvantaged scholars, the newspaper 
administers the Cape Times Bursary Fund, and it 
is also a sponsor of the Cape Times Safmarine 
Breakfast Club. Breakfasts are held quarterly 
and speakers include many of South Africa’s 
most influential businessmen and women, sports 
stars and government ministers. Open to the 
public, they enable Cape Times readers to pose 
challenging questions to the speakers.

BRAND VALUES
The brand’s core principles are honesty and 
accessibility. Because newspapers sell entirely on 
integrity, Cape Times believes its honesty must be 
above question. This is communicated in a way that 
is accessible to the average reader, in language and 
in a format that makes the paper an “easy” read. 

The payoff line is “Know All About It”, which 
defines how the paper informs readers in a manner 
that empowers them to make knowledgeable 
decisions about their own lives. 

The brand is committed to journalistic 
excellence and the pursuit of truth. Consistency 
is vital and the editorial department applies 
rigorous rules to the use of language and to the 
design of the newspaper.

The timely distribution of the newspaper - so 
that it reaches readers by 07h00 - is also monitored 
continuously by the circulation department. The 
Cape Times is essentially a well-oiled machine 
that follows a set of principles laid out in 1876, 
which still produce excellence today.

Readers have come to expect quality from the 
brand and the paper itself continues to benchmark 
publishing distinction.

The student riots of 1976

The US bombing of Hiroshima The assassination of JFK
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