
Audit Bureau of Circulation (ABC) figures 
from July to September 2009 show that an 
average of 105,889 copies were sold each week. 
DRUM Zulu accounts for 12 percent published 
in English and Zulu, DRUM sells more copies 
per month than any other black publication in 
South Africa. 

ACHIEVEMENTS
•  In 2000, DRUM was voted the best general 

magazine and South Africa’s best-known 
magazine brand among its black and white 
market peers

•  It is a registered member of the Audit Bureau 
of Circulation (ABC) 

•  DRUM’s most successful issue ever was 
in December 1995 with sales of 221,737 
that month, and in December 1999, DRUM 
achieved sales of 156,981 in one week

•  In 2006 DRUM received a Media 24 
Excellence award in the category Proudly 
South African for its coverage of the Oscar 
triumph of the film Tsotsi

•  It has been awarded Superbrand Status since 
2006

•  Journalist Kaizer Ngwenya was honoured 
with the CNN Multichoice Free Press Africa 
Award in 2007 

•  DRUM received the Advantage ADmag Gold 
Award for Best General Interest Magazine for 
two consecutive years, 2007 and 2008

•  It was awarded the prestigious Neil Hamman 
Award by Media24 in 2008

HISTORY
DRUM was fi rst known as The African Drum, 
and it was edited by Robert Crisp, a journalist 
and broadcaster. Copies were sent abroad by 
the South African government as an example 
of their success with the “bantu’’. In 1951, Jim 
Bailey took over, and with a name change to 
DRUM, the magazine started to refl ect the 
real lives of black South Africans. First edited 
by Anthony Sampson, the magazine had as 
its backbone crime, investigative reporting, 
girls, jazz and sport. This was fl eshed out by 
imaginative photography. It captured all aspects 
of township life and, as the political climate 
worsened, became a voice black people came 
to trust and rely on. 

In 1953, East and West African editions 
were launched. It was known for scooping 
many of the major stories of the time and was 
an essential part of people’s lives - as it still 
is today. Journalists and photographers such 
as Henry Nxumalo, Peter Magubane and 
Ernest Cole, who have become legends in 

THE MARKET
DRUM’s over two million readers are young, sharp 
and funky  -  and want news that keeps them 
abreast of the world and its trends, along with 
articles that help them get ahead in their own lives. 
The magazine caters for the typical black South 
African family interested in everything from news, 
human drama, celebrities and sport to fashion and 
beauty, recipes and advice on how to improve their 
life and health. DRUM’s target market is women 
and men (61 percent women and 39 percent men) 
in LSM 5 to 8 and age group 16 to 49.

The majority of readers live in urban 
areas and enjoy an average standard of living. 
They’re proud of their African heritage, and see 
themselves first and foremost as South Africans. 
They enjoy spending time with their families, 
see AIDS as a serious threat to the South African 
economy and are concerned about other health-
care issues and unemployment. Readers believe 
they’re living in better conditions now than pre-
democracy and they strive to be fully employed 
and aspire to meaningful careers.
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their own right, started their careers at DRUM. 
Despite bannings, it survived the dark 

apartheid years and is now part of publishing 
giant Media24’s family magazines division. It 
continues to walk the road of life with its readers, 
catering for new interests in a democratic society 
with its own unique challenges and talking 
points.

THE PRODUCT
There is no magazine like DRUM (and its sister 
publications YOU and Huisgenoot) anywhere 
else in the world. It provides a unique mix of 
information, entertainment and education. In the 
African market there is no competitor for this 
brand - in terms of editorial mix and publishing 
excellence, as well as printing and distribution 
platforms. 

In recent years DRUM’s readers have begun 
empowering themselves and expanding their 
horizons and the content has evolved to meet their 
new demands and preferences. The magazine’s 
design is bold, bright and accessible and has also 
been changed and refined to speak to the market. 
Recent editorial innovations include:
•  How SA lives: This weekly editorial feature 

showcases ordinary South Africans and the 
lives they lead in our beautiful and unique 
country. DRUM takes readers into their 
homes and hearts as they share their hopes, 
fears, pride and dreams

•  DRUM in the classroom: This is a special 
weekly feature aimed at supporting South 
African learners, teachers and parents. It 
aims to provide valuable and easily accessible 
information to aid in the classroom

•  DRUM Darlings: This special annual issue 
was launched in 2005 and gives DRUM 
readers the opportunity to vote for their 
favourite celebrities. It is a unique poll in the 
South African 

market as it truly represents 
the opinion of the black market 
when it comes to the popularity 
of celebrities
DRUM continually strives 

to develop a closer relationship 
with its readers, who have been 
encouraged to become part of the 
DRUM family through regular 
polls, SMS participation and 
improved prizes for letters. The 
response has been remarkable. 
DRUM has become a brand to 
be proud of - for its publishers, 
editorial team and readers.

RECENT DEVELOPMENTS
In June 2006 DRUM and its sister 
magazines YOU and Huisgenoot, 
launched the Unite Against Crime 
campaign, using their collective 
power as South Africa’s three 
largest family magazines to 
allow South Africans to make 
their voice heard in the protest 
against crime. 

A black ribbon was 
the chosen symbol for the 
campaign - the colour of 
mourning, not only for the 
thousands of people who have 
already been killed, but also for the millions who 
live in constant fear of becoming the next victim. 
Reaction from readers, giving the campaign their 
unequivocal support, has been overwhelming. As 
part of the campaign the Heroes Against Crime 
competition was launched. 

Another recent development was the launch 
of the Dream with Drum competition, in which 
readers’ dreams are made real by Drum.

PROMOTION
DRUM promotes itself through 
television and also makes use 
of selected radio programmes. 
The magazine focuses on certain 
targeted events that vary from year 
to year, but include the sponsorship 
of music shows and jazz festivals.

BRAND VALUES 
DRUM communicates in a 
language readers understand and 
can relate to. It is informative 
and empowering, offering value 
for money at an affordable price. 
DRUM is committed to being 
a world-class magazine, and a 
real people’s magazine, in touch 
with its readers’ lives, fears and 
hopes. It is being produced by a 
highly skilled team dedicated to 
maintaining quality. 

Readers can be sure that 
what they read meets the highest 
standards of journalism and 
professionalism. The same goes 
for advertisers, who have come 
to expect excellent service from 
the magazine’s enthusiastic 
team.

THINGS YOU DIDN’T KNOW ABOUT 
DRUM

 At over two million readers weekly, 
DRUM is currently the top read weekly 
consumer magazine in South Africa, 
followed by its sister magazines, 
Huisgenoot and YOU

 DRUM is published in English, but also 
has a Zulu edition, which makes up about 
15 percent of its print order 

 DRUM’s most successful issue ever was 
in December 1995 when it was still a 
monthly magazine, with sales of 221,737

 DRUM became a weekly magazine in 
September 1996, and in December 1996, 
achieved sales of 156,981 in one week

 DRUM has been part of the Naspers 
stable for over 20 years
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