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Abstract

South African industry enjoyed unprecedented growth from the Second World war
onwards, with substantial increases in foreign investment and in more sophisticated
production techniques. Sales specialists began to search for new, untapped
markets. One of these was the African market, hitherto no more than a dumping
site for poor-quality ‘kaffir goods’. Advocates of the African market argued that
township spending, particularly by what they called the ‘rising black middle classes’
far outstripped expectations. They argued that unless the buying power of the
African population was harnessed, the growth of industry as a whole wouid be im-
peded. Articles on the subject began to appear regularly in the marketing trade
Press, and ‘African’ divisions were started at some of the larger advertising agen-
cies. But while advertising expenditure on the African market did indeed increase,
it never rose to the expected heights. The reason was that industry found itseif
snared between two conflicting requirements — for cheap black abour to produce
goods, and for adequately-paid black consumers to purchase these.

This ambivalence in manufacturing industry’s attitude to the African market was
to shape the development of the black Press, which had begun in the previous cen-
tury as an African- owned vehicle for the articulation of black political aspirations.
Beginning in the nineteen-thirties, and accelerating after the war, the black Press
attracted increasing attention from white entrepreneurs who believed that the
African market offered lucrative commercial possibilities.

The first white-owned, black Press organisation, Bantu Press, was able to
swallow almost the entire black-owned Press in only a few years, and to set up a
distribution monopoly which was to last, unchallenged, for decades. But because
advertising revenue was never sufficient to cover losses, the company was ferced to
seek aid from larger companies. Shares in the company moved into the hands of in-
creasingly larger corporations, in particular Anglo American and the Argus
Printing and Publishing Company.

The dominance of the Bantu Press publications was challenged after the war by
a variety of mass-market publications, all designed primarily as vehicles for
national advertising. The first of these was Zonk magazine, wkich, for a few years,
became the first biack publication to make profits. But Zonk, too, was unable to



sustain its initial momentum and was bought up by an Afrikaans publishing
monopoly. A third company, the Jim Bailey organisation, published two popular
publications, Drum magazine and Golden City Post. Both of these attracted con-
siderable advertising support, but never enough to ensure profits. Only Bailey’s
personal wealth sustained his empire.

The switch from a political, black-owned Press to a commercial, white-owned
Press, changed the nature of the news published by the Press. Audiences were
broadened from small, homogeneous elites, to heterogeneous mass readerships.
Didacticism was displaced by entertainment and there was an increasing emphasis
on readability at the expense of serious discussion. Journalistic skills were
developed, particularly those which helped sell newspapers, such as layout,
photography and sub-editing. Black, ‘political’ editors were displaced by white
technical experts. Where cnce the black Press had been the political pacesetter for .
the black community, it became increasingly distanced from political develop-
ments during the fifties and early sixties.
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]. Introduction

To label this a study of the black Press is perhaps a misnomer. It is a study of a
white-financed, white-managed, white-edited Press which happened to be aimed at
black readers. It is a study of the absorption of African-owned newspapers by white
commercial interests, some of which were absorbed in turn by still larger white in-
terests. In many senses it reflects South Africa in microcosm — the growth of an
urban black population in the wake of an expanding secondary industry; the am-
bivalent attitude of white-owned commercial interests towards blacks as labourers
on the one hand and as consumers on the other; and the corporate tendencies
towards monopoly.

The theme can be described briefly thus: the Second World War was followed
by a boom in the South African manufacturing industry, which was accompanied
by a search for new markets for locally-produced consumer goods. Certain
manufacturers believed that the country’s potentially most profitable market lay in
the rapidly mushrooming — but commercially untapped — African townships.

This increasing advertising interest allowed for an expansion in the existing black
Press from small journals aimed at an educated elite to mass-circulation news-

papers and glossy magazines aimed at the working classes. The shift in audience in-
volved a change in the style, content and priorities of the Press, away from the
staid, didactic style of previous years toward a razzmatazz. visually exciting ‘pop’
formula borrowed from foreign, predominantly English, models. Yet for all its gains
in size, capital and equipment, the post-war Press was as financially unstable as its
predecessors. A -fundamental obstacle remained — the profits of commerce
depended more on blacks as cheap labour than on blacks as moneyed consumers,
and black wages would never rise sufficiently to interest the majority of advertisers.
The black Press was forced to wage a near-constant war against financial disaster.
Major white-owned corporations had to be persuaded to invest in the Press and
- these companies in turn made alterations to basic policies and organisation. The
black Press became an arm of the entertainment industry and the articulation of




political aspirations took second place to escapism and amusement.

The time period for the bulk of this study extends from the post- war years, when
the advertising build-up began, to the early sixties when the temporary slump that
followed Sharpeville caused a decline in the fortunes of the black Press. But since
history does not allow for tidy cut-offs, parts of the study go back as far as the early
part of the century and others go forward into the late sixties and early seventies.

The black Press, ignored for many years by academics, has recently been the .
subject of several studies. Researchers such as Tim Couzens, interested in the
development of black South African writing, turned to the Press when ‘it became
apparent that an understanding of early black written literature was dependent on
a knowledge of the history of the black Press’.! The primary interest of the literary
scholars has been newspapers as forums for an emerging black literature — rather

* than newspapers per se — and the stress has been on the emergence of different
writing styles and different reading publics. The most useful works on the Press
itself have been produced at Rhodes University’s School of Journalism. The first
major study of black newspapers was Fred St Leger’s 1975 doctorate The African
Press in South Africa, which was dominated by a statistical contents analysis of the
major black daily newspaper the Worid. But undoubtedly the most valuable work
in the field has been the extensive bibliography compiled by Les and Donna
Switzer, The Black Press in South Africa and Lesotho, 1836-76, which contains
scrupulously researched potted ‘biographies’ of every major or minor black
publication to appear. The introduction to this book provides an invaluable over-
view of the full range of the black Press.

Media theory has become increasingly sophisticated of late, with some of the
most interesting work emanating from British sociologists. Cultural criticism has a
long tradition in Britain, dating back to Carlyle and Matthew Arnold, but has
almost invariably involved an elitist distaste for ‘debased’ mass culture. F R and Q
D Leavis, as weil as T S Eliot, all three high priests of English literary purity, argued
that only a select, knowledgeable, elite could safeguard a society’s cultural
heritage.? Even the later, more radical interpretation cf Richard Hoggart, argued
that pulp literature was destroying traditional folk and working class cultural
forms.?

The first thorough-going British critique of the mass media came {rom another
literary critic, Raymond Williams, whose approach combined a typically English

| Tim Couzens, A Short History of The World, pl. Seminar paper, University of the
Witwatersrand. 1976. A much-revised and expanded version of this has subsequently appsared,
which provides an exceilent outline of the history of the Press {rom its earliest years onwards. .4
History of the Black Press in South Africa. [836-1960.

2 Q D Leavis. Fiction and the Reading Public; F R Leavis. Mass Civilisation and Minority
Culture: T S Eliot, Notes towards a Definition of Cuiture.

3 Richard Hoggart, The Uses of Literacy.




emphasis on culture with a more radical, neo-Marxist methodology. His approach
has changed over the years, but the general thrust has been to reject the Hoggart
view that the mass media impose alien forms upon existing culture, arguing that
they work instead by borrowing from and transforming existing forms. The domi-
nant culture is in a state of perpetual flux, continuaily reshaping itself so as to con-
tain oppositional values. Williams was also important for his rejection of the
orthodox Marxist opposition between base and superstructure, preferring a dialec-
tic between social being and social consciousness. He played-down economic fac-
tors and insisted upon the totality of culture and other social processes within a
society conceived of as a complex expressive totality.*

Another path-breaking work dating from the sixties was Cohen and Young's The
Manufacture of News: Deviance, Social Problems and the Mass Media, which in-
cluded a number of revisionist empirical studies of media coverage of strikes. gang
violence, demonstrations and other ‘fringe’ events. Based on (but very different
from) various American studies of ‘sub-cultures’, the thrust of the book was to ex-
amine the media role in upholding widely legitimated values and creating symbolic
scapegoats. The core of their argument was a model of the media as a ‘reality- dis-
torting’ form of social control.

The Cohen and Young book influenced a number of later studies, particularly in
its emphasis on the distorting effect of the media and in its empirical methodology.
The most prominent of these successors has been the Glasgow University Media
Group, which has published two studies of British teievision’s day-to- day coverage
of specific strikes.s Other writers have made similar studies of trade unions, the
wire services and international coverage. Most of these works are rigorously
researched, but tend at times to equate empirical description with explanation.

Perhaps the most important work has been done by what is loosely known as the
‘Birmingham School’. The name stems from the Birmingham Centre for Contem-
porary Cultural Studies, whose one- time director, Stuart Hall, is its most promi-
nent writer, but most other ‘members’ work for the Open University or various un-
iversities and polytechnics. The frequently conflicting approaches of members of
the ‘school’ fall into three main categories:

The first, represented by the school’s work in the early seventies for the Open
University, was heavily influenced by the then-current Althusserian orthodox-
y.$ Discussions were usually at a high level of abstraction, dealing in particular with
epistemological issues. The chief characteristic of the school was its structuralist
understanding of ideology not as a distorted ‘mirror’ of ‘reality’, but as the active
relationship of individuals to the conditions of their real-life existences. [deology

4=

As argued in his article in Vew Left Review 85, ‘Base and Superstructure’, 1973.
Bad News, pubiished in 1976 and More Bad Vews, pubiished in 1982.

The Study of Culture, eds Tony Bennet, jay Blumier et al. Five voiumes, designed around a
course series in 1977,
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was treated as a non-conscious, objective element in the social structure, which
avoided the ‘conspiracy theories’ of some early theorists.

The second category, represented by Hall himself, was in some respects a return
to the ‘culturalism’ represented by earlier British writers. His work has been in-
fluenced by Althusser, (although with reservations which have increased over the
years), by Gramsci (Hall’s major influence, particularly in his discussions of how
hegemony must constantly be rewon and how ideological systems are internally
contradictory rather than unified) and the Russian writer Yolosinov (particularly in
his discussion of ideology as a material reality residing in the particular organisation
of visual or aural signs). Hall's work, like that of the structuralists, is usuaily
abstract, concerned with questions of epistemology, the functioning of signs and
the reproduction of ideology. And, like Williams, he rejects the base-superstructure
model, concentrating on ‘culture’, which he defines as the set of values of par-
ticular social groups, arising out of their historic conditions, through which they un-
derstand and respond to their conditions of existence.’

But it is the third category to which [ will devote the most attention here, for its
genera! direction is the one I have made use of myself. I do this in the full
knowledge that it has been severely criticised, particularly by Hall himself. The
reason for my choice is that [ believe that the characteristics of the particular era [
have chosen cannot be adequately dealt with by any other approach. The approach
is crudely labelled by some as the ‘political economy approach’.

At its worst, this approach deserves all the approbrium it gets. It argues that
because the Press is owned by powerful capitalist interests, it therefore works in the
interests of Big Capital. In the case of the black Press, it argues that because the
Press is owned by whites, it projects white ideas. But while it may indeed be true
that the publishing industry is white-owned and has monopolistic tendencies, this is
merely descriptive — one needs to prove that there is a necessary, simple, un-
mediated relationship between the beliefs of white, big-business owners and the
reports that appear in their newspapers.®

At its best, the political economy approach is characterised by the work of
Graham Murdoch and Peter Golding and, in a modified form, James Curran and
Jean Seaton.9Their method is to return to the (by now) much despised material
base and work upward. Their chief area of interest is in unravelling the connections

7 Hall’s work has appeared in 2 number of books. but the articles most immediately related to
mass media problems appear in the two major ‘Birmingham School’ texts, Mass Communication
am:l Society and Culture, Society and the Media, both edited by Gurevitch, Curran, Wooilacott
¢t al.

8 Examples of this kind of theory are The Vewspaper Game by Paul Hoch and , in.the South
African context, Brian Bunting's polemic The Story Behind the Non-White Press.

9 Their work is included in the texts described in Footnote 7. Curran and Seaton have aiso
produced a book on television, Power Without Responsibility.



between eccnomic and intellectual production — without making the simplistic as-
sumption that cultural output is a direct reproduction of economic interests.

Advocates of this school insist on treating the study of the mass media not as a
self-contained discipline, but as one section of an overall study of social and
cultural reproduction. Furthermore, they treat the ‘communications industry’ as a
single unit, discussing film, radio, television, the Press and rock music as various
aspects of a single cultural phenomenon. Their method is to begin with economic
forces and relations and discuss how these give rise to particular forms of organisa-
tion, within which certain professional work practices develop. These in turn lead
to particular beliefs about style, impartiality, brevity and so forth, which inform the
newspapers and magazines which are produced. The ‘political economy’ method
has two great advantages. Firstly, it facilitates empirical analysis far more easily
than the ‘culturist’ methodology adopted by Hall, which, because of its high leve! of
abstraction, meshes uneasily with research work. Secondly, it is flexible enough to
expand into the field of historical study, unlike textual analyses, which by con-
centrating on the internal dynamics of particular texts, conceived of at specific mo-
ments, tend to be ahistorical.

This, roughly, is the method I have adopted, despite the criticisms by Hall that
the approach runs the danger of ‘conceiving the economic level as not only a
necessary, but a sufficient explanation of cultural and ideological effects’.’® Whiie
acknowledging this, I shall argue that the chief characteristics of the black Press
during the era I have chosen, are ‘material’ ones: a new interest in black consumers
by advertisers; a switch from small-scale black to large-scale white ownership; a
change in audience from elites to working-class masses. These factors in turn led to
organisational changes, the replacement of certain categories of people, the
supersession of certain kinds of editorial strategies, and, uitimately, to changes in
the actual form and content of the publications themselves. None of this can be
adequately explained in a ‘culturist’ exposition such as Hall’s. I have also avoided
isolating the Press and treating it as a phenomenon on its own — its growth has
been linked to manufacturing industry in general, to changes in the composition of
the township populations and to shifts in social and political attituces. Where I
have departed most substantially from the British ‘political economy’ theorists has
been in ignoring the links between different sections of the mass media. In a
country such as South Africa, where television is a recent phenomenon, cinema is
underdeveloped and the major broadcasting interests are mouthpieces of the State,
the argument for a single ‘mass culture’ does not appear tc apply.

In keeping with recent trends in studies of South African society to attempt to
‘rediscover’ a lost, ‘alternative’ history, my study emphasises empirical research.
This has included interviews with people invoived in the Press, particularly at

10 Quoted in Culture, Sociery and the Media. op cit, p26.
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decision-making levels; as well as archival research through trade journals, certain
company documents, government publications and, of course, the newspapers and
magazines themselves. )

Strictures on time and length have necessarily placed limits upon the range of
this study. 1t is confined to an examination of the effects of commercialisation upon
the structure, direction and form of the English-language black Press. | have ig-
nored, or underplayed, those factors which have already been much covered by
others — State political action against the Press, for example. | have also not gone
into the vexed problem of media political ‘effects’ upon audiences, or detailed *
semiological studies of the meaning of signs in the context of the black Press, both
of which would require lengthy studies of their own.

Most of the material presented in this study has, to the best of my knowledge.
not been publicised before. There have not been any studies which have linked the.
advertising industry and its particular history to a history of the Press. Although
there have been studies of the daily newspaper World, much of the historical detail
was not previously known. The material on Zonk magazine is entirely new — the
magazine has been virtually ignored and credit for a good deal of its pioneering
work has gone to the better-known Drum instead. Similarly, Golden City Post has
been little researched before.

One last problem which should be noted here, is that in the case of a ‘closed
society’ like journalism, where only a handful of employers control all potential job
opportunities, interviewees are often apprehensive about being named in print. The .
researcher is left with the problem of either accepting ‘off the record interviews’ or
losing many valuable insights. | opted for the first dpproach, with the approval of
my supervisors. It should be pointed out that this reluctance to be quoted applied
mainly to past and present employees of the Bailey organisation (the only Press
organisation discussed in the study which still exists today) who wers reluctant to
jeopardise their futures with the country’s largest employer of black journalistic
labour.



The growth of manufacturing
and expansion of marketing

A new gospel rose to prominence in South Africa soon after the Second World
w was it being heard in the halls

War. It had been around for some time, but only no
of power. It scorned the old virtues of thrift and simple living and preached instead
a credo with only one catechism: What you buy is what you are. The high priests of
this religion were South Africa’s fast-swelling ranks of manufacturers, its mis-
sionaries were advertising agencies and the aim was to convert the as yet unbeliev-
ing mass of black South Africans to the new faith: salvation comes in a bottle.
One of the earliest expressions of this credo, couched in suitably evangelical

terms, was to be found in the opening paragraphs of a boocklet published by the
biggest black newspaper organisation, the Bantu Press, and aimed at white business

executives.

The advenising profession is in a very real sense the custodian of public progress. Our
job is one which should and does dovetail into the deveiopment of commerce, without
which there could be no civilised progress ... The buying habits and evolution of the
Bantu have a direct bearing on the permanency of our civilisation in South Africa. We
are very truly serving South Africa by promoting racial harmony, without which there

can be neither industrial peace nor commercial progress.!

Commerce, the argument went, was the great educator, Possession of consumer
goods would train blacks in the habits of civilisation. And if blacks would only buy

L The Approach to Bantu Press Advertising pl. 1948. The elaborately expressed sentiment soon
struck a sympathetic chord - the marketing magazine Se!ling quotec the first sentence of this
paragraph approvingly in support of its own argument that ‘the impor:ance of advertising direct
to the Bantu peopie’ was insufficiently appreciated. (Seiling April 1948, p37.)

A similar trend — and similar quasi-religious language — could be cbserved in America some
two decades earlier: President Calvin Coolidge once told a gathering of advertisers: ‘Advertising
ministers to the spiritual side of trade.” (Stuart Ewen, Captains of Consciousness ¢i3).




more goods, they would strengthen business, thus helping themselves,

The same sentiment was expressed in the literature of the marketing world. The
magazine Sefling? aimed specifically at advertising agencies and marketing ex-
ecutives, began to articulate the idea as early as 1947. That year it ran articles
pointing out that advertisers were wrong to think that the South African market
was white only;? articles stressing the need for free education to primary school
level and a national health scheme for blacks:* a true story about a Zulu herd boy
who battled for years to become a lawyer (which suggested that blacks too could
win the fruits of civilisation if they only tried);? and a feature aimed at overseas
readers, about university educated blacks.

References to the subject continued steadily through the fifties in other advertis-
ing and business publications of the period. Some random examples were: Eric
Rosenthal in a publication on black journalism stressed that: ‘The role of the adver-
tiser in the development of the African Press will one day be appreciated.” Selling
argued in 1949 that for the weil-being of the economy it was vital that black wages,
and hence black spending, be raised! An article in the rival publication S4
Packaging and Sales Promotion took up the same theme, stressing the need for
marketing people to understand black languages and to develop adequate statistics
about the black market.? In 1957, the same magazine advocated putting electricity
in ‘native areas’ because it would increase black spending.®® And in 1938, in a
speech to the first-ever South African advertising convention, the Minister of
Education, Arts and Sciences, Mr M D C de Wet Nel, phrased the ‘gospel’ in con-
sciously evangelical terms:

As a European and a Cabinet Minister, | am fully aware of my grave responsibility to
the Bantu. You are no doubt just as deeply conscious of your own responsibilities (as
advertisers) which will play an important role in the development of the Bantu market,
ves, and also of the Bantu mind ... A great task awaits you. You will have to educate the
Bantu. it will be education in the true sense of the word. Here vou will have to fulfill the

role of a missionary who is the bearer of a message Rl

At the Second Advertising Convention, held the next year, the major theme un-

[

Published by Hortors Limited in Cape Town from 1947 onwards. It later became Adverrising
and Selling and was incorporated in the rival publication Selling .4ge in 1938.
Selling August 1947, p3l.

Ibid, September 1947, p4l.

lbid, October 1947, p21.

Ibid. November 1947, p2l.

Bantu Journalism in South Africa no date (19487), p22.

Selling February 1949, pp34-3.

Sd Packaging and Sales Promotion March 1955, p3s.

10 Ibid, August 1957, pi3.

Il Report of the First Advertising Convention 1958.
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der discussion was ‘the black market’.!? One of the speakers, Mr Charles Marx,
president of the Federated Chamber of Industries, echoed the Minister’s plea:

Advertising has been and is the single most important factor in influencing particularty
our urban Bantu towards acceptance of at least the outward symbols of our Western

Civilisation.?

The catchwords were ‘civilisation’ and ‘education’. But not everyone in the
advertising community felt a need for euphemisms. At the next advertising conven-
tion, in 1960, one speaker could be quite blunt — if not downright cynical — about
the role played by advertising over the preceding years:

A fallacy applicable to all marketing, but of particular importance when considering the
African market, is the belief that marketing exists solely to satisfy the needs of con-
sumers. What consumer need was there for roll-ons, lipstick, perfumes and so on until
creative marketing stepped into the picture? Marketing crzates needs ... it makes people
desire what you have to sell ... We must realise that almost all our efforts in the African
market should be designed primarily to change culture — the traditional way of doing
things — and in some cases even to introduce ideas which are foreign to and contradict

tradition.!

The theme of this first section of the study is why the advertising community’s in-
terest in the black consumer arose, how advertisers set about attempting to ‘change
black culture’, and, ultimately, how this changed the structure of the black media.

The growth of the marketing sector

A brief outline of the economic history of South Africa is necessary to help explain
the background to post-war advertising’s interest in black consumers.

The development of gold mining in the latter part of the last century attracted
massive foreign investment in South Africa' which helped to provide the pre-
conditions for the rise of secondary industry after the First World War.? These pre-

12 In October 1959, Seliing .1ge reported that ‘The opening address by Mr Charles Marx expres-
sed the belief of many delegates that an early increase in the purchasing power of the Natives
provides the main possibility for a major expansion of turnover.” (pl3).

13 Report of the Second Advertising Convention 1959.

14 J E Maroun, speech to the Third ydvertising Convention 1960, pI22.

| Martin Legassick: ‘Capital accumulation and violence’. $260, in Economy and Society, Volume
3. 1974. Also: Robert Davies: Capital. State and White Labour in South Africa. ppd3-35.

2 Legassick, op cit, p261. Also Graeme Bloch: The Deveicpment of Manufacturing Industry in
South Africa, 1939-69, unpublished MA thesis, pp74-3.
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conditions were not only financial — they included the forced marshalling of ar-
mies of cheap, unskilled black labour. The process of proletarianisation included
the confinement of rural populations in areas too small and poor to sustain them;
various strategies designed to hamper the production of marketable surpluses by
the peasantry; and hut and head taxes which forced the cash system upon rural
blacks.? Men were proletarianised before women and for years to come, urban
males would outnumber females.*

Other factors which contributed to the growth of manufacturing were: the First
World War itself, which cut off many British imports and forced the production of
local equivalents;! the mining industry’s need for readily-available heavy engineer-
ing, construction and explosive goods; the introduction of protective tariffs by the
new Pact government in 1925; and manufacturing initiatives by the state, which es-
tablished the giant public- funded corporations ESCOM (1923) and ISCOR (1928).¢

Foreign capital played an important part in the development of secondary in-
dustries. Many of the early ‘large’ companies were subsidiaries of foreign concerns
* like General Motors,” Ford, Nestle, Lever Brothers and General Electric. Most
local capital went into the development of smaller industries, particularly in the
consumer and processing industries such as food, drink, clothing and leather. The
contribution of local manufacturers to the national income rose steadily, if unspec-
tacularly, from 11,9 percent in 192172 to 15,4 percent in 1931/2} The majority of
these companies were small, undercapitalised and undermechanised, relying heavi-
ly on cheap labour and tariff protection for their profitability.??

But the Second World War was the real watershed. ‘Particularly after the Se-
cond World War,” writes Legassick, ‘South Africa began to emerge as a state with

significant secondary industrial capability,! The contribution of manufacturing to

the economy, which had already surpassed that of agriculture by 1930, outstripped
mining by 1943.12 The first initiative came from the state, which, through the Direc-
torate of War Supplies, directed economic planning and the distribution of
resources. Massive factory building schemes were undertaken, and consumer

3 Harold Wolpe: Capitalism and cheap labour power in South Africa, in Economy and Society,
Volume 1, Novembper 1972. Also Bloch. op cit, p65. Also Dan O’Meara, The 1946 Mineworkers’
Strike and the Political Economy of South Africa. In Journal of Commoriweaith and Com-
parative Politics, 1979, ppi47- 9.

4 Belinda Bozzoli: Feminist [nterpretations and South African Studies, pp6-9. O’'Meara (ibid)

gives the male-femnale urban biack ratio as 1:5 in 1921, rising to 1:3 in 1946.

Bloch, op cit.

Legassick, op cit. pp262-4.

Davies, op cit, p208.

Bloch, op cit, p76.

D Hobart Houghton: The South African Economy, p123.

10 Bloch, op cit, p91.92.

Il Op cit, p262.

12 O'Meara, op cit, pl49.
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goods manufacturers were contracted to supply food and clothing in bulk for
soldiers. Factories were also established to supply ‘replacement’ goods from
Britain.®* The drain on white male labour forced a search for replacement labour,
particularly by white women and black men!*

The boom continued for several years after the war had ended,’’ helped along
particularly by the discovery of rich new goldfields in the Orange Free Statets and
the development of processes for extracting uranium from gold ore residues.!’?
State intervention in the economy became increasingly active, ‘stimulating in-
dustrial rationalisation, regulating imports ard exports, securing foreign investment
and foreign loans and countering cyclical tendencies’.!* An important government
commission, the Agricultural and Industrial Requirements Commission, urged in-
centives for new manufacturing industries.? Until about 1950, manufacturing was
predominantly in labour- intensive ‘light-industrial’ sectors like textiles, clothing
and footwear, metals, building and engineering, food and drink. Since then, the
growth areas have been capital-intensive sectors like cars, chemicals, pulp and
paper, electronics and military goods.®

Foreign investment in local manufacturing, particularly by the Americans, in-
creased considerably. The Second World War had also proved a boom period in
the US, when the country’s national markets became international for the first
time.3* Companies found that their returns on overseas investments were frequent-
ly higher than at home. And as earnings abroad rose, profit margins at home began
to shrink.

Helped by the cutting off of European goods during the war, American invest-
ment in South Africa, traditionally 2 home for British capital, rose rapidly. At the
start of the war, imports from the US totalled £4 245 000. At the war's end, they
totalled £31 149 000.# Once the war had ended, there was an abrupt spurt in
overseas investment* And in 1947 and 1948, several American multinationals
started new subsidiaries in South Africa, including the huge General Motors plant

13 Houghton, pl7, 18. Bloch, op cit, P9l 92.

14 Compare also Bloch: 'The suppression of strike activity under the various war ordinances and
the patriotic call to make one’s contribution brought not only & certain legitimacy to the con-
trol of labour, but helped pave the way for white women and African workers 10 enter the in-
dustrial scene in a qualitatively enlarged manner.’ (Ibid, p92).

1S Until about 1949 (Ibid, p91)).

16 Houghton, op cit, pl7.

17 Legassick, op cit, p281.

18 Ibid.

19 Houghton, op cit, pl8.

20 Legassick, op cit, p270.

21 Paul A Baran and Paul M Sweezy, Monopoiy Capital, pl9s.

22 Ibid, pp!84-201.

23 The African Market, August 1947, p8.

24 Private capital inflow quadrupled between 1946 and 1947. (Houghton, op cit, pi7.
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in Port Elizabeth, Studebaker plants in both Uitenhage and Johannesburg,
Goodyear, General Tyres, H J Heinz, Johnsons, AECI, Kayser Lingerie and
others.®

Continental investors followed the Americans, with Belgium, Sweden, Norway
and France leading the way.?® British investment remained dominant, particularly
in consumer goods like food and tobacco as well as in engineering, but thete was a
change in style from wholly-owned subsidiaries to part-ownership together with
local investors.?

The flood of foreign investment could easily — as in so many other colonies —
have overwhelmed local capital. But when the war began, local capital was suf-
ficiently established to hold its own against the competition. South African interests
dominated certain fields like textiles, canning and printing and a local company,
the Rembrandt tobacco group, actually expanded into a multinational itself.® In
1947, the first ever ‘industrial fair’, a showcase for local manufacturing and the
precursor of the Rand Show was held in August, followed by another the very next
month »®

From the perspective of this study two changes were particularly important. The
first was the steady increase, despite Government curbs, in the number of black
labourers. A war commission noted the ‘constant increase in the proportion of non-
European operative workers’. The growth of a permanent urban black proietariat
(elaborated on in later chapters) provided the base for the expansion of the black
Press. The urban African population trebled between 1921 and 1946, By the end of
the war, one in four Africans lived in urban areas. The percentage of migrant
workers steadily dwindled.’® The second factor was the change in productive
capacity of the manufacturing sector, what Bloch describes as the ‘transition from
manufacture to machinofacture.”? The expansion of manufacturing capacity and
the increasing sophistication of mass-production techniques precipitated the
growth in advertising, as the next section will discuss.

25 The African Marker. op cit, pll.

26 Ibid, pp39-47. An article in The .ifrican Market named every post-war foreign investment in
South Africa. The list of names filled eight pages.

27 Legassick, op cit, p272.

38 Ibid, p273.

29 The African Marker, op cit, p23.

30 Legassick, op cit, p269.

31 O'Meara, op cit, pis0.

32 Bloch, op cit, p93.
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Expansion into the African market

Advertising was with us long before capitalism, but only recently has it become an
all-embracing, ever-present factor in cultural life. The classical economists of the
last century, Marx included, gave scant attention to the subject. The marketing sec-
tor has expanded in importance from just another service sector to (in the case of
the US, for example) second only to the military in its impact upon the economy.!
In a relatively new market, where competition between a multitude of small
companies is still fierce, advertising need play only a minor role. Any firm which
wants to increase sales can do so by cutting prices slightly. But when concentration
sets in and only a few companies are left, sales techniques change. As Baran and

Sweezy put it:

.. large firms are able to exercise a powerful influence upon the market for their output
by establishing and maintaining a pronounced difference between their products and
those of their competitors. The differentiation is sought chiefly by means of advertising,
trademarks, brand names, distinctive packaging and product variation ... The differen-
tiated goods cease, in the view of the consumer, to serve as close substitutes for each
other. The more telling the effort at product differentiation; the closer is the seller ... to
the position of a monopolist ... able to raise his price without suifering a commensurate
loss of revenue ... 3

The development of modern mass production techniques — assembly lines,
high-speed machinery — has enormously expanded the productive capacities of in-
dustry, And, for the first time in history, the problem has been not the creation of
goods, but the creation of buyers. The sociologist Stuart Ewen, describing the im-
pact of mass-production upon American society some seventy years ago, has
argued:

The mechanisms of mass production could not function uniess markets became more
dynamic, growing horizontaily (nationally), vertically (into social classes not previously
among the consumers) and ideologically. Now men and women had tc be habituated to
respond to the demands of the productive machinery. The corollary to a freely growing
system of goods production was a ‘systematic, nationwide plan ... to endow the masses
with more buying power.’

The modern mass producer could not depend upon an elite market to respond to his
productive capacity. From a dependence upon local markets or localised markets, scat-
tered nationally, the manufactursr was forced to ‘count on the whote United States if he
was going to manufacture a large enough quantity of goods to reduce the cost to the
point where he could compete with other manufacturers of the same goods’ and subse-
quently distribute his mass produced wares more efficiently and profitably. He was re-
quired to create an ideological bridge across traditional social gaps — region, taste, need
and class — which could narrow prejudices in his favour.”

' Baran and Sweezy, op cit, pi20.

2 Ibid, pi2l.

3 Stuart Ewen: Captains of Consciousness — Advertising and the Social Roots of Consumer
Culture, pp24,5.
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A similar trend can be observed in South Africa. The date is some thirty years
later and the scale somewhat smaller, but the same tendencies — the growing
sophistication of mass production, the search for a wider range of consumers and
the need to break down traditional values, can be discerned. As in America, a ma-
jor obstacle to the expansion of secondary industry was the limited size of the ex-
isting market. The white South African population was small and its most affluent
sections preferred to buy imported goods, which they considered superior to local
equivalents. For several years after the war, an enthusiastic and influential lobby
propagated ‘pan-African trade’ — the expansion of the local market north of the
Limpopo — as an alternative. A prestige magazine, The African Market, edited by
Sir Alfred Beit, was founded in 1947 to publicise pan-African trade, but the project
foundered when one by one the African states gained independence and severed
ties with South Africa.

The second option lay with the expansion of the local African market. And in-
deed, as this section will discuss, this option became increasingly attractive to
manufacturers. But it too would never become an ideal solution, due to the fun-
damental contradiction at the root of South African capitalism: the expansion of in-
dustrial production intensified the demand for cheap black labour; and the expan- |
sion of marketing depended upon black ability to consume goods.® As Hobart
Houghton puts it:

The limited domestic market is ... also due to the fact that a majority of the South
African population has only a very low level of consumption. The three-and-three-
quarter million whites have on average a relatively high standard of living, but the cigh-
teen million other citizens live for the most part very little above a bare minimum stan-
dard ... mass production methods imply mass consumption of their products. Any in-
crease in the income of the poorer section must, however be related to overall increases
in productivity because, unless this were so, unit costs of production would rise.$

From the war years onward, the rallying cry of advocates of African buying
power could be heard repeatedly in trade organs such as SA4 Packaging and Sales
Promotion; Selling; Selling Age; Press, Advertising and Radio Review; in annuals
like the Press and Advertising Guide and at conferences like the Advertising
Conventions. That the cry was kept up at all was some gauge of its success, but that

4 ‘Until after the Second World War, a strong preference for imported goods existed among
whites." (Legassick, op cit, p263.)

5 ‘To each capitalist, the total mass of workers, with the exception of his own workers, appear not
as workers, but as consumers, possessors of exchange-values (wages), money, which they ex-
change for his commodity.’ (Ernst Mandel, Late Capitalism, p390.)

6 Houghton, op cit, pl34. As Wolpe puts it: ‘Reforms which would have resulted in higher real
wages and improved economic conditions for Africans could not have been introduced without
a corresponding fall in the rate of profit ...’ (Op cit, p445).



it needed to be repeated so incessantly indicated that the basic contradiction
between earning power and buying power remained.’

An early advocate of increased trade with local blacks was Sir Alfred Beit, who
argued in 1947

The only solution is to raise the standard of labour by training the African for skiiled
work and thus increasing his purchasing power ... No amount of argument can dispute
the fact that a greater population ... coupled with higher purchasing power, is the best
combination for increasing the volume of trade which is needed.!

The argument gained popularity among marketers,’ especially because its
political implications (higher black living standards) could appeal to liberals, while
its economic implications (better white profits) could appeal to the more conser-
vative majority. In February 1949, for example, an article in Selling — a conser-
vative publication!® — argued that raising black wages would boost the economy,
thus improving things for whites.! Even the occasional state official, like Dr
Werner Eiselen, Secretary of the Department of Bantu Administration and
Development, could enthuse about the need for more black consumers.!? But the
most vigorous proponent of all was the liberal SA Packaging and Sales Promotion,
(renamed Selling Age in 1956), which ran, for example, a lengthy feature on the
buying patterns of a typical black family, intended to persuade whites that blacks
were a viable market for quality goods,"* urged the installation of etectric lights in
the townships because it would increase black spending;* did a survey of black

7 The low level of income of the black proletariat acted as a brake and outer limit on the size of
the internal market, particularly with respect to commodities that were not ‘necessities of life’.
(Bloch, op cit, p222). )

8 Editorial in The African Market, op cit, July 1947, pl4. )

9 But not necessarily among blacks in general. Marketing specialists, divorced froq the probiems
of production, tended to be indifferent to capital’s need for cheap labour. Accorglmg to Stadler,
the engineering journal S4 Industry and Trade, aimed at manufacturers of technical rather than
consumer items, showed, by contrast, a marked antipathy to higher black wages. (Alf Stadler:
‘Birds in the Cornfie!ds. Squatter Movements in Johannesburg, 1944-7', in Bozzoli (ed) Labour.
Townships and Protest.)

0 Selling was often uneasy about the aggressive post-war spirit in the marketing sector. It was
lukewarm about the introduction of the Audit Bureau of Circulations in 1948 (see later) for ex-
ample, decrving the new obsession with figures and ‘scientific’ market research. The rival Seil-
ing .1ge, by contrast, advocated a ‘modern’ approach to advertising. Selling 4ge was edited by
Ralph Horwitz. later to become a leading advocate of the liberal academic argument that the
advance of capitalism in South Africa would break down apartheid.

Il ‘Underpavment of Non-Europeans costs Europeans money.” Op cit. February 1949, pp33-35.

{2 August 1953, pp3C-35.

13 Selling Age. August 1957, pl5: ‘This journal recognises that bringing lights into (township )
homes opens up vast turnover possibilities for every tvpe of product which makes a house into
a home ... electric light will enormously stimulate the desire of the Native to buy.’

4 Ibid, ppl6-22.
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retail stores and gave regular publicity to the black media and products aimed at
blacks.

The July 1956 edition of S4 Packaging and Sales Promotion succinctly ex-
plained its attitude:

The Union’s 12 million Africans form the biggest market — actual and potential —fora
very large number of consumer products manufactured by secondary industry. As such
they are the natural target for all those concerned with swinging their tastes, desires and
habits one way or the other ... the general trend seems to be that advertising to the
African seems to be receiving more attention from manufacturers than ever before.’!

The marketers were evidently taking note. For in a brief review of the history of
advertising to the black market, Mr William Parr, advertising manager of the
Bantu Press organisation, was able to point to a definite post-war boom:

Consider the story of black advertising to date. For several decades, the story was
almost totally blank. Advertisers generally assumed that blacks were too poor and too
immersed in a subsistence economy to be a market for the output of an industrial

economy.

[n the post-World War 1] period a few advertisers began to question this assumption.
They took the view that rather than look solely at what material possessions blacks
ALREADY used, it would be interesting to discover what blacks MIGHT use if they

were supplied with the reievant invitations. .
Accordingly, these industrialists began to advertise articles like clothing and furniture to

blacks. They weathered the derisive laughter of their competitors and before long it was
the pioneers who were doing the laughing.!

For a while, these laughing pioneers did little more than allocate some of their
budgets to the African market on a ‘wait and see’ basis. But, in the late fifties, a
new confidence in the marketing world, caused in part by the ending of the post-
war newsprint restrictions in 1936 (which had heid down advertising allocations),
and in part by a cyclical upswing in the economy, prompted some agencies to make
more concrete plans for the African market. In 1957, JW Thompson, the huge in-
ternational advertising agency, opened an African market research section,
designed to analyse African buying habits on a ‘scientific’ basis. Some of the sec-
tion’s assignments included: analysing the delivery of fresh milk to the townships;
common township medical ailments and what Africans believed to be the cause of
these: the use of cosmetics; washing facilities and cooking facilities.!” The key staff
member was a black man, Nimrod Mkele, whose opinions on black consumer
habits during the fifties will be quoted at various points in this study. The following
year, Grant Advertising followed suit, starting a Bantu Research Unit under the

15 Op cit. pl9.
16 Clarion, May 1976.
17 Selling .4ge, February 1957.
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control of a white field manager, with nine specially trained African investigators
doing the interviewing.s

In 1959, the Society of Advertisers announced that ‘looking ahead to the expan-
sion of the African market’, it had established regional committees throughout
South Africa to study ‘all aspects’ of this market and report their findings to the
Society ‘as fully as possible’. Later in 1959, Mkele became the first African to be in-
vited to the national convention of the Society of Advertisers, where he delivered a
speech on ‘Advertising to the Bantu’ which, reported Selling Age, ‘deservedly
secured the keenest attention’.!?

Several more agencies had meanwhile opened African market research units,
but these were ail headed by whites. In May 1960, Bernstein, Wilson and Robinson
appointed a black manager for their unit, Mr Daniel Chocho,® who two months
previously had made history on a minor scale by becoming the first black to con-
tribute an article to Selling Age. Chocho evidently became a much sought-after
man, for, only a few months later, in March 1961, he featured again in Selling Age,
this time as an executive in the ‘newly formed African section of Afamal’, a large
marketing company.!

But perhaps the keynote was struck by a report in 1960, issued for international
consumption by the head office of JW Thompson in New York, on prospects for
trade with South Africa. The report, published only a few months after Sharpeville,
Langa and the State of Emergency (dealt with in more detail in the last section of
this study) had made South Africa a pariah in international eyes, enthusiastically as-

sured readers that:

g (blacks) could result in a market increase at

An evolution of rising expectations amon ' .
he economy of South Africa than did the min-

rates that would have a greater effect on t.
ing of gold and diamonds ...

The enthusiasm of advertisers for the potential of the African market was
becoming increasingly utopian. As later sections will show, though, black buying
power would never altogether live up to these expectations. The decision of adver-
tisers to devote increasing sums of money to the African market arose less from an
understanding of the black sector than from a need to expand sales to keep up with
the growing capacity of post-war goods production. The decision to incorporate
blacks into the consumer market came first, the field research followed years later.
The establishment of African marketing sections in the various agencies had a two-
fold purpose: a public announcement of confidence in the black sector, and a

I8 ibid, February 1958.
19 Ibid. October 1959.
20 ibid, May 1960.

21 Ibid, March 1961.

22 Ibid, November 1960.
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private admission that the battle was proving more difficult than had at first been

; : ter
acknowledged. But the hazardousness of their self-appomted' .tasdet‘;:lgl::: f no
the agencies and marketing specialists. They could not allow it too:S that had to be
matter how unpromising their potential customers, there were go

soid.




Advertising and the quest
for the black consumer

‘Frustration and need deprivation suffered by an individual as a consequence of his
membership in a particular group (eg the African group) are important factors for the
advertising psychologist to consider, since they create tension and predispose an in-
dividual to pay attention to — although not necessarily endorse — suggestions carried
by related advertisements.’ !

Capitalist society splits the roles of production and consumption. In a pre-industrial
society, the family or extended family forms one of the basic production units,
catering for most needs, such as food, utensils, clothing, furniture, building and
transport. But industrialisation has separated the functions of consumption and
production. Mass production makes small-scale manufacturing uneconomic, high-
density city living destroys the conditions which allow for home production, wage
earning lessens the incentive to produce and specialisation leads to the erosion of
basic skills.

Life in a pre-industrial society revolves around a social organisation in the form
of friends, neighbours, elders and community, each with their own roles. But the
urban dweller must rely entirely on the market for survival — not only for physical
needs like food, housing and clothing, but even for recreation and hospitality or the
care of the young, the old and the handicapped.? Consumption is seif-justifying and
self-perpetuating — even where it causes disruption or stress, even where it meets
with resistance, it can offer its own remedies — in the form of more consumer
goods. By transforming everything into a commodity, consumer society colonises
people’s lives. ?

This is the kind of pressure that modern commodity production exercised upon
South African blacks. Pre-capitalist values, based on an organic system of personai
and community relationships, lost their meaning when confronted by the imper-
sonal, atomist relationships of proletarian life. Skills developed over the years no

e

Hazel Rosenthal. The Sociai Psychology of .idvertising, unpublished Phd thesis,
University of the Witwatersrand, 1936. Volume 1, pp3-6.

Harry Braverman, Labour and Monopoly Capital, pp271-283.

Ewen. op cit, p43.
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longer meant much — the source of status and security was no longer the ability to
make things, but the wherewithal to buy them. To buy, one needed the means, and
those who lacked them were condemned to the social fringes. But there was a
further problem. The most visible — and therefore the most powerful — symbol of
success in this society could not be bought, it could only be imitated. That symbol
was a white skin. This was a white world and to be black was to have already half
failed. o

The long and complex socialising procesées which moulded this ‘colonised men-
tality’ fall outside the topic of this study. Suffice it to say that among these proces-
ses were a host of market- related institutions: the wage system, the tax system,
shopping centres, instant food, pirate taxis, cinemas, billboards and buses. Each of
these institutions embodied its own set of commodity-defined values, each of them
in turn tied up with ideas about ‘whiteness”: WHITE civilisation, which was
equated with technology, which was embodied in various material commodities ...
which were available for purchase. WHITE efficiency, which was equated with
organisational skill, which was necessary to aquire wealth ... which was necessary
to accumulate commodities. WHITE science, based on logic, which was superior
to black ‘mysticism’ and capable of its own marvels ... many of them available for
purchase over the counter. WHITE education, of the skills that gave access to
power, which had its own symbols of status ... which could be purchased by those
with the necessary means.

This white-black divide may have been no more than a surface manifestation of
deeper cleavages which arose from the relationship between labourer and
capitalist, but it was its very surface visibility which gave it its power. In a speech to
advertisers during the fifties, the leading black expert on consumer behaviour,
Nimrod Mkele, appeared implicitly to recognise a class-basis to the problem, but

insisted on an ethnic interpretation:

The most important values that influence African buying behaviour derive from Euro-
pean standards, which the African has come to acceptas a yardstick to measure his own
integration into a society whose ideals he has come to accept as his own ... the African
whose income levels permit a closer approximation to the white man’s levels is subject
to the influences of Press, radio, cinema, outdoor and other forms of advertising ... to
the African, English is the key to Western culture, which he desires above all things .4

Whiteness was something that could be bought and displayed:

Africans, like some Afrikaners, are dazzied by degrees. Those Africans whose literacy is
in some doubt will make every effort to acquire at least the external trappings of
knowledge by parading about the streets with attaché cases which are known as ‘bags of
knowledge’' ... Middle class blacks are nicknamed ‘situations’ or ‘scuse me please’

because of their inordinate politeness.’

3 Nimrod Mkele, speech to the Second .idvertising Convention, 1959, p123.
5 Ibid.
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¢ im' William P?ﬂ‘, adV¢rtising manager of the Bantu Press, urged that marketers .
eliberately capitalise on black status-seeking in their advertisements: ?

ghekvital point is that the African spends his money. The European subservience to a
;.n balance has not yet spread to the African, Their personal prestige is based more on it
the tangible evidence of furniture, clothing, bicycles or cars .. the African is susceptible
to planned advertising.® ) |

The idea of white superiority was of course not the invention of advertising. [ts
roots go all the way back to the beginnings of white settlement in the country.
Whgt made advertising different was the way it made use of this ‘traditional’ South
f‘xfrl_r{an trait for reasons of marketing. It was able to take the ideas of ‘whiteness’,
th_zation’ and ‘education’ and relate them to the acquisition of commodities.
And in doing this, it played a part in the process of changing blacks from small-
scale producers to large scale consumers.

How the ideology of white superiority originally arose and how it was related to
notions of consumption in the early part of the century fall outside the time-span of
this study. But in the late forties a new brand of marketing psychology, geared to
overcome consumer resistance and specialising particularly in the *African Mind’,
sprang up. ‘Scientific’ market research methods were introduced only after early
attempts at advertising to black audiences’ had backfired disastrously:

The need to study the local markets started when pioneer traders peddled their goods to
the rural Bantu and discovered basic prejudices which differed with each tribe ...

Colour, fqr instance, was particularly significant ... There are recorded cases where
merchandise had to be shipped back to Europe because its colour was not acceptable.®

By the forties, a white image of the plack buyer had been set up, within limits

defined by the consumer process. Shoppers who bought staples rather than luxuries

were defined as ‘immature buyers’; shoppers who bought high quality goods were

deﬁnf‘d as ‘sophisticated buyers’. Immature shoppers could be made more

?gsthlsticated through advertising and there was no need to be too careful with the
s

a more idyllic ‘advertisers’ heaven’
e who are on the threshold of a new
cate hues than the facts

In general it is probably wiser to show (Africans)
than is usual for the European market. As a peopl
world, Africans like to think of that world in rather more r0s
warrant.?

2 f"({'{e.ré, Advertising and Radio Review, March 1956.
(LWZI ;m market rgsea.r;h methods were only introduced into South Africa as late as 1947 ..
Bant o Laﬂgschqut, qﬂcctor of Market Research Africa, Problems for Research among the
W E“ F‘” 50(4!’! A_frzca. in Selling Age, September 1959, pl9.) Ancther market research pioneer,
'y .fénkhn of Franklin Research, Pty Ltd, gave the same date {1947) in an article in Press,
g L ertising and Radio Review, March 1956.
9 angschmidt, op cit.
George Clay: .idvertising and Press Guide (o South Africa. 1948, pi8l.




Exaggeration was fair play — audiences expected it and audiences were entitled
to wh_at they wanted. This attitude of ‘give people what they are accustomed to’
with its pseudo-democratic connotations, was the mainstay of marketing’s seif-
image as an upholder of humanist values. Marketing strategy — in its own judge-
ment — played a passive role, doing no more than respond to the tastes and values
of the world outside without passing judgement. Customers might be persuaded to
buy more or to switch products, but the inner urges which drove them to consume
ZV;::— ellther ‘human nature’ or ‘tribal custom’ and thus lay outside the advertiser’s

rol.

The Bantu Press organisation, publishers of some of the largest black news-
I;?ger;, published a guide for advertisers which stressed a ‘whiter than thou’ ap-

acn:

The .featurcs of the African should not be accentuated. Shading should be as light as
POS§1blc .and the lips and nose as close to European characteristics as possibie. The
African is most sensitive to anything he might construe as ridicule and this can only do

harm to a campaign.®

. The unspoken suggestion here, was that advertisers uphold ‘whiteness’ as the
ideal. The unspoken corollary was that blackness was 10 be despised. Advertisers
tvyere being L.xrged to reinforce black feelings of inferiority — with the rationalisa-
lon that ‘this was what blacks preferred’.

Much the same message was still being preached in 1955, as this guide to adver-

tisers in Sales Promotion and Packaging indicates:

¢ African is undesirable, but a

A completely European approach to advertising to th
the African is likely to think he is be-

swing in the opposite direction is equaily disastrous as
ing talked down to ...

® Avoid types with thick lips and flat noses
@ Always dress the characters well. The

.T.he following year, the magazine discussed advertising to blacks once more,
raising what it considered the prime questions about black buyers:

and Europeanise the features of the models.
odd patch for ‘realism’ could offend."

Is the African a sophisticate with a yen for all the outer trappings that go with that con-
dition? Or is he a simple-minded working man suffering from chronic stomach trouble?
Is he weak or strong, big or undersized? s his wife as influenced by the use of a cosmetic
as her European counterpart seems to be when it is used by the wife of a lesser member
of the British peerage? Is the African more influenced by advertisements featuring

African models or is he impressed by a white element?*?

;? The Approach to Bantu Press Advertising, 1948, p7.

. Op cit, August 1955, p35.

2 Ibid, July 1956. The article suggested that the
blacks: prestige, beauty, social consciousness,

re were five possible approaches to advertising to
relief of pain and education.
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mﬂtré Iiltril:;vzr to these questions appeared the same year, with the completion of an
advertisin CIJ)CtoPl:ate study by Dr Hazel Rosenthal on the social psychology of
xper ongih r bc_Jse.nthal, who soon becamf: rccggnised as the country’s leading
that ethaic dii subject and wrote several articles in advertising journals, believed
o show cam llsmns help'ed explain consumer behav‘lo‘ur. Her research method was
Afrikaner. E p F advert?sements to test grougs dmdc.d along ethnic lines into
Africans l,e q f;lg ish, Jewish, Coloured and African sections. The response of the
er to argue that:

pean standards ... At the

Nati : .
Natives are very anxious to behave socially correctly by Euro
the achizve-

Er:'esent time, political goals appear to interest them very much less than
ent of personal success and acceptability.”? '

ViSilei957, Selling Age, in a bid to improve its readers’ grasp of the ‘African mind’,
shared 5‘€Veral township shops. The black store owners who were interviewed
the marketing experts’ opinions that, if goods were to sell, their image had
to be ‘white: :
Mr Nabe (a shop owner) was emphatic that products specially made for the African and

iﬂar:eted to him under an African brand-name — with, presumably, publicity support
n the Bantu press — enjoy little demand ... his customers desired more than anything

clse a European standard of living."

‘ Ina 1?58 article in Selling Age, Hazel Rosenthal again supported the doct
Westernise and sell’:

rine of

Zhe Af rican is eager to adapt himself to a European way of life and advertisements play
h.pal,'t in showing him ways of setting about this adaption. His realisation of their use to
im in this regard makes him more ‘advertisement prone’ than the average European.'*

an/’;hdef:ade later, a text book for South African marketing specialists categorised
¢ inherited consumer lore of the previous years:

::;:Afm_an deliberately imitates the buying habits of the whites because he fhinks they
e uperior and that their goods will give him superior social status among his own peo-
Fr)eanw The African will often buy goods which are above his means and which are Aot
mog’ necessary. He needs evidence that he is a wealthy man ... status-seeking 1S

o ger among Bantu men than women ... Men'’s clothes are the main status products

an mind’ and given blacks

As the advertisers saw it, they had plumbed the ‘Afric
to be white.

what
they wanted. What they wanted, it seemed, was

i R i - . '
WiodsemhaL op cit, Vol 1I, 746, The belief that blacks were not interested in politics was
espread even among liberal whites at the time, as later sections will discuss.

199 cit, August 957, pl19.
4012, September 1958, p23.
4 urvey of the Rerail Trade in South Africa, pp33-35.
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Once they laughed at him...
NOW HE HAS MARRIED

, »_THE LOVELIEST GIRL
«T%  IN THE TOWNSHIP

The girls all
used to 83y,
“John is thin
and miscrable.”
They laughed at
him because he
was weak. John
bought some
Phosferine and

R R N
took it every day. He quickly became

fit and strong and cheerful. Then be
married Lena, who all people say is the
loveliest girl in the Township. :

Do you feel tired ? Is your stomach ill and
yout body thin? Phosferine will make you fit
and well. You can be liked by everyone. Ask
the Chemist or the Storekeeper for Phosferine.
Ask him to-day.

PHOSFERINE

THE WORLD-FAMOUS TONICE
In Liquid or Tablets from afl Chemists and Szore? B S

Dizzributors:
§. C. ENO (5.A.) Ltd.. P.O. Box 1052, CJD.TWCL '

P(N)SO-IR

liquid or Tablets 1/6 & 3/6; Liquid only 6/-

So
cial acceptability available in liquid or tablet form. The Phosferine

adv
e :I"fi departs from the standard ‘macho’ sterectype of the patent
cine advertisements and plays on social insecurities instsad
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'he American negro model

i ‘;rebtacé‘s;hcwyver, thf:re was one problem with the white man’s model: because
N coil cril ed for its mystique upon the assumed cultural superiority of white values,
dinate mrllever fully accept blacks — even westernised blacks — except in subor-
o o Ses. It was a model for blacks to follow, just as long as they did not follow
only asl Some Supp%ementary model was needed, one to which blacks would not
had pire, but which they could also reach. Long before the forties, the model
a alread)" been found: the American negro.
ori?ja 1iasmnation with the negro seems to have intensified d
ng clas y Olnly among the black intelligentsia, but gradually spre
s ses.! The difference in emphasis is apparent in the choice of heroes —
Wastin cines tended to be 1nte.llcctuals like Booker T Washington anq Gem.'gc
Duke EgHPﬂ Carver. By the thirties, these had been joined by entertainers h.kc
The 1f1$t0§1 and Paul Robeson and boxers like Jack Johnson and Joe Lou.lza.z
model aorcligm& appeal of the negro model was partly a response to the ‘white’
won frend partly a form of resistance to it. Black Americans had struggled for and
tellectu:l f‘fm from slayery. Some of them had become respected cultural or in-
igures, proving that blacks need not be inferior to whites. As David
Coplan describes it; : :

uring the twenties,

ading to the work-
the

;‘“;e f\merican blacks, Johannesburg Africans had tribally heterogeneous cthnic origins

fd downgraded these origins as emphatically as Afro-Americans did their ‘slave-
society’ of the past. Both peoples had been in lengthy and intensive contact with a domi-

nant white Christian society which discriminated against black aspirations in virtually
eveq.sphere of life except hard manual labour. Both where faced with the task of
mObll;smg Aftican-derived and European-derived social and cultural resources in the
plbirsuxt gf racial unity, . ‘progress’, and 2 viable modern urban social order despite
Obstructions by white political authority.?

Thema, writing in the
gro is a kind of elder
d inspiration.™

tw;l"up Couzens quotes the black intellectual Richard Selope
brot“h“‘-‘s’ that to the South African black, ‘the American ne
er to whom he rightly or wrengly looks for guidance an

| ;r(;?7C0uzens‘ The New African: Herber: Dhinmo and Black South African Literature in English,

NOTF?) 1956, University of the Witwatersrand PhD thesis, 1980. Pages 334, passim.

durin ' ;‘\lthoqgh the word ‘negro’ is seldom neard today, it was the generally accepted term

thro § tne period under discussion, ard for that reason, [ have opted to use the word myself
ughout this study.

; }$§d- p343 and 372.
c “le Alrican Performer and :he Johannesburg Entertainment industry: The struggle for African
ulture on the Witwatersrand’. In Bozzoli, (ed), Labour. Townships and Protest, pp 189-50.

Couzens, op cit, p354.

(3]
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Fllm was an important medium for the dissemination of American ideas.
Couzens describes the writer Sol Plaatje arriving home from America in 1924 with
4 "vioscope’ and inviting ‘the people - and the native Press — to come and see for
themselves the wonderful progress attained by our American kinsmen at
Washington College and other places’.$ Similarly, the American missionary Ray
Phillips regularly showed films such as Charlie Chaplin at the popular meeting
place of the biack intelligentsia, the Bantu Men’s Social Centreé Gramophone
records were also important, introducing jazz, blues and swing to local audiences.
EML, His Master’s Voice and Columbia began exporting American records to
South Africa in the early twenties and ‘sales of hand-wound spring gramophones to
Africans became appreciable in the late twenties’.’

But it was a post-war flood of American consumer goods that truly tm.'ne:d
‘Americanism’ into a mass-cult. America had always lagged well behind Britain 11
trade with South Africa, and it continued to do so through most of the forties and
fifties. But the difference was that in the forties, American trade made a quantum
leap forward. The government’s official Year Book of the Union of South Africa
gave these comparative figures on trade with South Africa:

Average yearly trade in | 000 pound units
UNITED STATES UNITED KINGDOM

1930-4 7 486 25 100
1935-9 16 652 39 986
1940-4 31 068 37 554
1945 31 149 37 290
1946 56745 74 065
1948 118 325 103 561
1949 76 639 112 552
1950 43 742 113 890
1551 89 073 157 636
1952 82923 135 634
1953 73 930 149 375
1954 ' . 83094 133840
1955 100 430 166 606
2 Q:é’ SQCia! £thos of Black Writing, in Heywood (ed), Aspects of South African Literature, p74.
- Also The New frican, op cit, p352.

8 goplan. op cit. p190.
g
13%‘6"“ from the 1943 Year Book, p1036; 1952 Year Book, P
736-7 Year Book’ Pp696-7

1054; 1954-3 Year Book, pp638-9;
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America w '
narketed oo :u:::}l’_ nums:r two, but theirs was the right kind of trade. America
records, pulp novel goods with instant mass appeal: Hollywood movies, jazz
cheap and could bes, two-tone shoes, ‘gangster’ hats. Their goods were generally
<00 became the eq jg?e? at the township masses, not just the black elite. Blacks
Gogldygar bicycle tym;}’ s largest purchasers of Hercules cycles and Dunlop and

othes, t - -
shrewd guidzoiz ‘;il;}' important status syn.xbols, always on public display, always a
American influence :;monahty and station of the wearer, were heavily under
Battershy, Christ c " ongst the most popular were gangster-style Stetson hats by
President it n ;’ _ Baronet and Wilson,* two-tone shoes by John Drake,
canvs boots by ;!‘emzn;fand, one of the most popular, coloured ‘takkie’ style
Dollar, the favenee nderfoot. The most widely advertised cigarette was Gold

Along with ttC;l.u'lte razor blade Gillette.?
made for consut:;omqunies came the American negro cuit. It was a cul
conscious, its ve er society; street-smart -and populist, flashy and appearance-
tecords to hats a;?c,i existence rc-volved around a series of consumer goods, from
which could b o] wecclidy movies. And, most important, unlike the ‘white-model’
0 all — which me:.wte hslav1shly only by the elite, this cult prociaimed itself open

Speaking at th nt that the consumer market was instantly expanded.

e end of the fifties, Mkele could look back on the cult like this:

t tailor-

er screen and glossy magazines, i3
It is obvious in the ‘Robert Hall
and in
t.14

The Amer; :
still g ;:::?n negro influence, imported via the silv
and 'Gothamo;,1 , fs"",“aﬂy among the younger set.
their penchant ?rk suits _and in the ‘Jameson’ shoes that our young mefl wear,
- or speaking English 4 la Peter Cheyney with an American accen
€ negro-hero | |
Nakasa writes: 0 image helped break down the myth of white superiority. Nat

ee how the image was
Joe Louis knocked out
ed that the black man
lay. So did Louis

destroyedm‘zhilr?lagc of the Superman. And it is looking to s
Max Schm-ﬁnc intrigues me ... For some of us it began when
can also m;keguﬁ the;atff’;ﬁmies' In one biow, Joe Louis prov
Arr grade if allowed i i

fmstrong and Nat King Colc.ue 1o compete on the basis of fair p

S The
4

10 fbig 1;-_';1’:‘;1035!2 Bantu Press Advertising, op cit, p9.
dccording to On:aze lme_d unabated until well into the seventies. Stetsons were ‘quite pricey’

. Ing their biggest {,n arket',“g expert interviewed by Selling Age, but that did not stop blacks be-

~ Sales Promoy; uyers ‘as any outfitter would confirm’. (October 1960, p29)-

12 The ApProa?;:on and Packaging, July 1956, pZl.

13 Safes Pf'om; 10 Bantu Press Advertising, op cit, p9.
Pepular amo:;': f}:’d Paclfaging, July 1956, p21. The canvas

" S;ty Post during m: t;(::iaxf one is to judge by the photograp
MKkele, op cit, pl24. .

15
The World of Nar Nakasa, p69.

Tenderfoot shces were the most
hs in the tabloid weekly Golden
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“merican movie i
neiney of the medisur}:lad an cnonnc?u.s.mﬂuence, perhaps because of the im-
deserption of a 0 and its ac.cess§b1hty to the semi-literate. Sampson gives this
p to a township cinema to watch a gangster movie:

The film ‘Street Wi ame’
before. They iedcm;;-h (I;‘ o N ¢ wasa regular — the tsotsi audience had seen it often
the film cli ied with the villain and booed the FBI. Afterwards th

iches to themselves to look hip. !¢ ' ey repeated

The tsotsi
were ot th;s or;lli':ly have been the most voluble members of the audience, but they
been taken to ti; ones who worst.npped American models. After all, Sampson had
members of the bl:. imc;na by his own reporters, who as journalists ranked as
one of them Arth;r ;;ISI-HThC)’, too, had learned about America at the movies, as
Golden City Post. told me: ane, a formcr'reporter on Drum and news editor on

[ never had : . )
Everything | ;:y Joumah§t1c ugning. [ went into journalism straight from school.
ew about journalism, | learnt from Hollywood movies.!”

The mythical middle classes

The black N
American influence is still very much alive today, as evidenced by the

‘dlSCO-dan 3 )
cing’ craze! and by slick American- style magazines like Pace. But during
increasing in-

the fortj L

ﬂUCnCel;:? i?ld fifties its supremacy began to be challenged by the 1

tion is to dj at was known as ‘the black middle-classes’. The purpose of this sec-
iscuss the symbolic importance of this ‘middle class’ and to raise the

Question o
ing, f whether there was any sound evidence that this class was indeed grow-

The im
o} St . . .
of the Baxp;u:t gce of the ‘rising middle classes’ to advertisers was a favourite theme
ess organisation. In a pamphiet distributed to advertising agencies

16
ed movie-going into 2 ‘learning

Ibid, pp10

exwr?fnc;:iz,; Note the way the tsotsis in this passage have turn

ing can have western values. White adult audiences tend to be passive, since clapping or boo-
no effect on celluloid characters, there is little or none of either. The tsotsis watch

the same f]
ilm repeatedly, acting out the ‘film cliches’ to one another afterwards, thus internalis-
o not simply digest the ‘ways of

ing the .

the whit‘;al:les ,Whlch those ‘cliches’ embody. But the tsotsis d

Hollywod an’, for the values they attribute to the film are an inversion of those intended by

Other Outc;tst hey clap the villains and boo the cops. Outcasts themselves, they identify with

[nterv' . :

'Oecon:“:hm London, where he now works as 3 sub-editor for [TN Television — and has
thoroughly Anglicised. (May 1979)-

Black S .
Lucky l;}nh quca produced one runner-up in the world disco-
Moeketsi) and the wortd champion himself (Godfrey Rase

dancing competition in 1979
roka) in 1980.

gt e




-33-

in irie late forties, the company advised that:

T h°' literate and progressive Bantu influences the buying habits of the native market ...
(which makes up) five-sevenths of South Africa’s total population.?

A decade later, Mkele could be quite emphatic about what he too described as

ilfe .'gf?Wth of the middle classes’.? Local blacks had become famous beyond South
Africa’s borders, proving that it was possible to ‘make it’ in the white world:

The development of the middle class has dealt 2 death-blow to the cuit of the American
negro, which for a long time dominated African value systems. The negro was a symbol
of all towards which the African was striving — education, weaith and fashion.
T°‘?ay¢ although Africans do not have all these things, they have found symbols of their
aspirations among themselves; they have their own political leaders, educated and
wealthy men, their own Miriam Maksbas and fashionable women.

Of course the vogue is not entirely dead — negroes continue to fire African imagina-
tions, as witness the success of films like ‘St Louis Blues’, ‘Stormy Weather’, ‘Carmen

Jones’ or ‘Boarding House Blues'.*

During the late fifties and early sixties, the emergence of newly independent

:IECk States created overnight heroes like Kwame Nkrumah and Kenneth Kaunda,
Ose mystique rubbed off on local black leaders. Nat Nakasa wrote:

§¢

¥ PO VYR )

adThe- rise of local middle-class ‘personalities’ was recognised and exploit
Verusers. In 1956, S4 Packaging and Sales Promotion pointed to a new tre
lling 10 blacks: | |

deghe influence of the middle class on other blacks was a favou
Atable whether, in insisting on the need for an expanded mar

%e“ Nkrumah became Prime Minister of Ghana he started the spiritual revolution

V\VJhICh alfected all black men in Africa and overseas. No black man who has heard of

‘W :;Umah. Kaunda or Nyerere will ever again swallow the story that he is inferior to the
€ man.}

ed by
nd in

:vhen the element of ‘fashion’ enters into consideration as it does with the clothing in-
h‘:‘"{ and, to a certain extent, with the manufacture of toothpaste, haircreams and the
al €, it seems that well-known African personalities have 2 big draw — their likeness

Ways appearing in relation to the products advertised.*
rite theme. But it is
ket, the advertising

T

\4}’: Approach to Bamu Press Advertising, op cit, pl.

kle. op ot pizs.

their David Coplan points out that the tendency to judge the ab
res conception of biack American critical standards’ remancc.

orp: Cted for her success overseas with African children’s and wedding songs ¢
- T Jazz vocals at home.’ (Op cit, pi91).

vakasg, op cit, p69, Op ¢ P

Op cit, July 1956, pl8.

ility of local performers ‘against
ed. ‘Miriam Makeba is more
han she ever was
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community had

was.  best, uns?xgt g::tstswed upon the ostensibly growing middle class’ 2 size that

made this Confessig ted by reliable figures.! SA Packaging and Sales Promotion
n in the course of an article on black consumers:

It is extremely di

d
Indeed, the vgry g?;:it :9 3‘? any 'accurate figures of ‘non- European’ buying power
ferent social classes an‘: is misieading. Buying power has to be analysed in terms of dif-
products.s ongst the non-Europeans themselves and related to particular

The advertisi .
class’ by tOtinlgSlEg :;:Imumty WOltked out a rough gauge to the size of the ‘middle
worked out that ther number of licensed black traders in urban areas. Selling Age
1961, the magazin ¢ were 6 000 such traders in 1959, double the 1951 figure.® [n
Reef alone. 1 The:eanﬂoflnccd that there were at least 3 000 black retailers on the
ing community1 becl;imcular statistics were much touted around by the advertis-
ing, What was not points:dthey appeared' to ‘prove’ that the middle class was grow-
ﬁggel of consequence out was that in a population of millions, 6 000 is hardly a
nly a ti ' .
of ‘owners 2? c‘;u?::le}‘ of blacks could have been bourgeois in the traditional sense
tight gOVemme:t in the means of production’. Throughout most of this century,
houses in white azesﬁ.lc'tlons prevented ownership of black businesses or eating
f’aﬂ'OUS S egl'egationieisi in many areas the purchase of land was prohibited and
€conomic Wildemes , aws pushed potentially profitable businesses back into the
O'Meara Soints ss’ of ‘the townships.!3

untll after World Vo‘;l t that not even the rapid economic growth phase from 1933
Instead, 4 small tr da%r II produced an African bourgeoisie of any significance.
merged, togethe ading petty bourgeoisie, dealing largely with the food trade,
People cgmprisedro\;lth professional, administrative and clerical workers. These
Percent by [94¢ 14 ,2 percent of the adult African population in 1929, rising to 1,2

: ,
its views: ‘A new mid-
in Western countries.’
tu Affairs. (October

For ex
ample, in .
le clags is Cmer;ignsg Sdll{!g Age q}xoth a government official to back up
g, earning salaries equivalent to those of some whites

: Prinsl i .
1939, 522, 0o, Chief Information Officer of the Department of Ban

A view fy
elled b
y popular folk-lore. For example, one fifties myth was that there were pienty of
nflated by several decimal

ack millionaj
- air )
zlomts. for, as Nisl:ciut {he salaries of such people were probably i
9 though ‘tho\JSand,‘n-rp?mts out: ‘There are a few Africans who are regarded as millionaires,
es’ would probably be a more accurate term. (Op cit, pi26.)

S4 pg
0 . d¢kaging and S ;
t a‘j’dclt. October 195‘;1“ Zf;’ommwn. op cit, Avgt 1955, 925
e~s§)ctober 1960, p'lg |
, Me set of fj ' ,
3 gl A Survey of Ullgu;;s were being quoted by marketing specialists as late a3 1967, for example
onner. T :c ’F!ad Trade in South Africa, 1967, P36
Ourgeois; ransvaal Native Congress 1917-20. The Radicalisation of the Petty
4 o ie on the Rand'. pl9 '

M
*ara, op cit, pl52,

T R e T




Tom Lodge, in his study of the Western Areas of Johannesburg,!? has found con-
siderable disparities of wealth among urban Africans. Two percent of the popula-
tion owned land, but many of them were heavily indebted to bondholders.¢ Most
landowners owned only one stand, but a tiny, rclatively wealthy minority, owned
between five and ten stands. Lodge describes the petty bourgeoisie as:

. consisting of professional people, teachers and ministers, clerical workers as well as
traders, craftsmen and landlords (a minority of landlords depended upon their property
for their sole income; they tended to be extremely poor as a result). This group corm-
prised in the case of each suburb roughly 11 to 14 percent of heads of families. This
group was very amorphous; it could embrace on the one hand A B Xuma, the former
President of the ANC and a weathy medical practitioner, whilst on the other hand there
was the itinerant trader or craftsman who earned less than an industrial worker."?

In 1951, 82 percent of Sophiatown dwellers in regular employment held down
bh.le'coual' jobs. Over half of these were unskilled labourers, the rest were semi-
skilled factory operatives, service workers, and lorry or scooter drivers.’s Lodge
Uso estimates that between ten and fifteen percent of the potential workforce was
inemployed,is

Yet the small size of this ‘middle class’ did nothing to dampen the myths about it.
s importance derived less from its wealth or power than its social status, measured
"1 particular by the ability to consume goods. As Lodge, describing landlords, puts
!, the majority were not much better off than their tenants and differed from them

MOre in their social aspirations than objective situation’®

In-fg;ﬁsadvertising industry played its part in fuelling the myth of u:; midfgedcizs‘i
3,84 P - [ ided its readers with a guide
ackaging and Sales Promotion provided 1 . which

at was described as a ‘typical mi :
revm‘e d the following about the lifestyles of the kind of consumers the advertisers
Were interested in:

John Mokwena and his wife and their four children live in 2 municipal house in the

Orlando district of Johannesburg. Their house consists of a living room, dmmg rc‘;on;i
bedroom and kitchen and is furnished with a smalil lounge suite, carpets. occasion

ables and fern stands. They have a dining-room suite, a radio and radio dxffustgn ;::rs a
bed Seitee, bedroom suite, coal stove, paraffin refrigerator, kitchen dresser an .:39 e;
Working for an international travel agency in the city, John Molcwena camsf fis-
month, a salary which he augments by £30 a month as manager of a stable ¢ :ro >
Yonal boxers, Against this gross income of about £60 a month, the Mokwenas Dave

Meet relatively high living expenses: ’

ot
id, pg,
17 Ibig. s
;g Ibig,
Ibid, ps.
2y [bid, D6,

ruction of Sophiatown. Seminar paper, 1981.
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- £1:t1s. Insurance,
Reat 17/6. Meat: £5. Vegetables: £2. Paraff;r;: £1:1s. Wood, coal: £L:t1s

bural: £1:7s. Groceries: £7. Transport: £2:0:3d ... , o Joko
The foliowing products were in the house at the time of the 1nvest1§ztlc:g- IB(armssooo’nerVC
Tea, Kolynos toothpaste, Royal baking powder, Laurel gax amg’lish pro:

powder, Zebo stove cleaner, Gillettes’ Javel, Sunbeam floor p Mr; Mokwena orders
With the exception of coffee, mealie meal, jam and tomato szuc-:'sisted on Royal baking
by brand name. For example, although not quite sure why, she !

Powder — not just baking powder ... . Mokwena. He
How some of the balance (of the money) is spent can be Juchled tb:hiztsmEnsign suit, In-
dresses well: hats by Battersby, underwear by Jockey, Presiden ’

vincible shirts. All branded, advertised lines ... . Their use of
The Mokwenas' way of life is not unduly cramped or in any i;:jf srta:nvaard of living
@blecloths, cutlery, adequate crockery, all demonstrate that ta.st;s as consumers are
does not differ materially from many Europeans — and their

largely identical, ; we have said
The Mokwenas and people like them form a tremendous market which, as

before, has not yet been properly explored.™

' ant sentence
But for the magazine’s advertising industry readers, the most “;‘:fa: ded goods in
the article would have been the one that read: “The majority 0

. ; azines and new-
the house featured in advertising in the African’s national mag
SPapers’ 2

n

. . ifestyles of

Selling 4ge was warning its white, suburban readers not to judge :,?cbliliziz lived
U blacks by the lifestyles of their own servants. Large numb;mot too dissimilar
‘Omfortable |ives which, judged in consumerist terms, appeare . Battersby hats,
TOM Uheir own, The fact that this family of six lived (despite tthut Selling Age
“"™ and radiogram) in a one- bedroom house, was skated 0"; r; John Mokwena,
Was not telling the fu]l story. White readers would never kno“ft : Soweto socialite
far fro being an ‘average, representative’ black, was a pror.mneﬁie Zonk. And his
10 appeared not infrequently in the social pages of rfxagazmes f the fifties, Jake
Stable of boxers included the likes of one of the sporting heroes O her Selling Age
Tl.lh* the local boxer who went on to win the Empire uﬂe.‘_’ Whte; t the error was
Misled readers deliberately, we will never know. It is more hkely' lzf the mythical
40 innogent one, caused rather by the magazine’s blind pursuit

ewithal to
Wellto.dg black.** The notion that large numbers of blacks had the wher
2} O cit, Aug 55, Pp29-35,
=< lbid, December 1954.)
3 Mokwena wag Tuli's manager until he left for England. (Zonk, De ation into black income
** The biacy magazine Zonk did a similar (but far more thorough) mves@! none of them with in-
levels i 1952 and came to rather different conclusions. Four famo:jc sc;f several months. (.)'nc
-Omes near thay of the Mokwenas, were investigated over a phe nla.st £20:11s. All the families
amily earneq g9 per month, the second £10, the third £13:19s. t :)nl the best-off family spent
Vere deep i debt, spending more each month than they ‘a{ned' AfZican families simply can-
dny money at ail on luxudes_ The invcstigatOTS COﬂCludcdl Most or hover pc,-pctuaily in the
"0 live on their earnings. The spectres of debt, iliness and hm}grced to indulge in illicit ac-
oag. ground of the average African mind ... many Africans are.Omme being illicit sales of li-
HIVities to make up for the shortfall ... the main illegai source of in

. ced.’ (October 1952).
0T Gambling, especially Fah-Fe, is extensively practised.” (Oct0
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. : ' too
pend lavish sums on any consumer items brought to their attenu(;n, wa:odly
Mpting to resist. And indeed, even if not everyone was converted, a g
roportion were, as Mkele pointed out:

The autitude of the advertiser has changed. No longer is the ﬁfx;ican l:gt;:d;?u:;ﬁ;
Qepository of kaffir truck. Today we find the advertiser — and I mea

: ) ‘ their
“ompanies — sedulously wooing the African with all the arts of mass persuasion at
¢Ommang.»

Ionclusion )

"he 4dvertising specialists, those hard-nosed manufacturers qf soft-focus ;wenti;zi;
-Chtury Nirvanas, proved themselves as susceptible to their own myt S as i
Wdiences. The myth to which they clung most dearly was the one °°n,°°rm:: 5 s
" Pover. During the forties and fifties, advertisers tended to classify re 21 ne
10 more thap passive consumers of messages. Given the nc.ed, adv«:r-u'snnf1 0 :
Y3 capable of changing culture itself, or so the markctcr; peh?ved. But ;nt ;1 c:l.slz
I the uryay blacks, what happened was not that advertising introduced radically
o fements, but that — in tandem with a good many other socialising agencies
4e cinema ang gramophone records — it latched onto existing ideas and tran;‘
formeg them 10 its own ends. It took symbols which arose mx.txally as forms_o
"Sstance — the fegro musician, the black heavyweight champion, the black ":
‘ellectyq) the black politician — and incorporated them into comrpodxty—centre
lestyls, | '00k outward symbols of rank and social status — whiteness, educa-
N wegly _ and put price-tags on them. Behind the seemingly egahtar;lan‘
¥sture of Offering ‘respectabilty’ to all, it helped legitir_msc the structures t ;t
IDelateq thoge hierarchies. Advertising’s second delusion was the myth of t z
Mddle clagges. t was not only advertising that fabricated this notion — it suite
Flgny blacks, for it was a symbol that could be aspired to; on occasion it even
STulted the Overnment, for it seemed to prove that apartheid was 19decd humane.
e neeq 1 °Xpand the consumer market had camouflaged the reality of low black
tVage& Not Advertisers were convinced, but there were enough converts to
“hange the shape of the black media, as the next section will discuss.

.
~5
Mkele, op cit, ply7,
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Rent: 17/6. Meat: £5. Vegetables: £2. Paraffin: £1:1s. Wood, coal: £1:11s. Insurance,
burial: £1:7s. Groceries: £7. Transport: £2:0:3d ...

The following products were in the house at the time of the investigation: Brasso, Joko
Tea, Kolynos toothpaste, Royal baking powder, Laurel paraffin, Aspro, Karoo nerve
powder, Zebo stove cleaner, Gillettes' Javel, Sunbeam floor polish.

With the exception of coffee, mealie meal, jam and tomato sauce, Mrs Mokwena orders
by brand name. For example, although not quite sure why, she insisted on Royal baking
powder — not just baking powder ...

How some of the balance (of the money) is spent can be judged by John Mokwena. He
dresses well: hats by Battersby, underwear by Jockey, President shoes, Ensign suit, In-
vincible shirts. All branded, advertised lines ...

The Mokwenas’ way of life is not unduly cramped or in any sense raw. Their use of
tablecloths, cutlery, adequate crockery, all demonstrate that their standard of living
does not differ materially from many Europeans — and their tastes as consumers are
largely identical.

The Mokwenas and people like them form a tremendous market which, as we have said
before, has not yet been properly explored.

But for the magazine’s advertising industry readers, the most important sentence
in the article would have been the one that read: ‘The majority of branded goods in
the house featured in advertising in the African’s national magazines and new-
spapers’, 22 .

Selling 4ge was warning its white, suburban readers not to judge the lifestyles of
all blacks by the lifestyles of their own servants. Large numbers of blacks lived
comfortable lives which, judged in consumerist terms, appeared not 00 dissimilar
from their own. The fact that this family of six lived (despite the Battersby hats,
ferns and radiogram) in a one- bedroom house, was skated over. But Selling Age
was not telling the full story. White readers would never know that John Mok\yeqa,
far from being an ‘average, representative’ black, was a prominent SowetO socialite
who appeared not infrequently in the social pages of magazines like Zonk. And his
stable of boxers included the likes of one of the sporting heroes of the fifties, Jake
Tuli, the local boxer who went on to win the Empire title.?* Whether Selling Age
misled readers deliberately, we will never know. It is more likely that the error was
an innocent one. caused rather by the magazine’s blind pursuit of the mythical
well-to-do black. The notion that large numbers of biacks had the wherewithal to

2l Op cit, Aug 55, pp29-35.

22 Ibid.

33 Mokwena was Tuli’s manager until he left for England. (Zonk, Decembe _

24 The black magazine Zonk did a similar (but far more thorough) investigation intd black ncome
levels in 1952 and came to rather different conclusions. Four families, none of them with in.
comes near that of the Mokwenas, were investigated over a period of severd months. Qlﬂe
family earned £9 per month, the second £10, the third £13:19s, the last £20:115- All f‘hc 1{ amilies
were deep in debt, spending more each month than they zarned. Only the best'_o.ff am t‘fSpem

any money at all on luxuries. The investigators concluded: ‘Most African famil®s L‘“ﬁ? can.

not live on their earnings. The spectres of debt. illness and hunger hover p‘ﬂm. 1y in the

background of the average African mind ... many Africans are forced to ind”,lg.c.:r;:lhc“ ac-

tivities to make up for the shortfall ... the main illegai source of income being Jhieit saes of Jj.

quor. Gambling, especially Fah-Fe, is extensively practsed.’ (October 1952)

r 1954.)
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spend lavish sums on any consumer items brought to their attention, was 00
tempting to resist. And indeed, even if not everyone was converted, a goodly
proportion were, as Mkele pointed out:

The attitude of the advertiser has changed. No longer is the African regarded as tt}e
depository of kaffir truck. Today we find the advertiser — and | mean the blue-chip

companies — sedulously wooing the African with all the arts of mass persuasion at their
command.®

Conclusion )

The advertising specialists, those hard-nosed manufacturers of soft-focus twcnuett.x-
century Nirvanas, proved themselves as susceptible to their own myths.as thel}'
dudiences. The myth to which they clung most dearly was the one con'cermng their
own power. During the forties and fifties, advertisers tended to classxfy'rfeaders as
10 more than passive consumers of messages. Given the need, advertising alone
Was capable of changing culture itself, or so the marketers believed. Butin thg case
of the urban blacks, what happened was not that advertising introduced radically
ew elements, but that — in tandem with a good many other socialising agencics
like cinema and gramophone records — it latched onto existing ideas and tran-
Sfo.rmed them to its own ends. It took symbols which arose initially as foms.°f
esistance — the negro musician, the black heavyweight champion, the black in-
tellectual, the black politician — and incorporated them into comqlodlty-ceﬂtfed
Westyles. 1t took outward symbols of rank and social status — whiteness, :j-du.ca-.
ton, wealth — and put price-tags on them. Behind the seemingly egahtan:ﬂ
festure of offering ‘respectabilty’ to all, it helped legitimise the structuresft ;t
Pefpetuated those hierarchies. Advertising’s second delusion was ghe myt_h oft ;
Mddle classes. It was not only advertising that fabricated this notion — It suite

many blacks, for it was a symbol that could be aspired to; on occasion it even
Uited the Government, for it seemed to prove that apartheid was “?deed hum?nek.

he need to expand the consumer market had camouflaged the reality of low blac

iVages. Not all advertisers were convinced, but there Were enoug
“hange the shape of the black media, as the next section will discuss.

s
S Mkele, op cit, pll7.




White ownership and the
economics of concentration

The ,ad"emsmg industry has, in less than a hundred years, turned the scale,
Prorities and structure of the newspaper business upside down. Advertising sup-
plies the money that makes up the bulk of modern newspaper revenue. In effect
advertising ‘subsidises’ the Press, and the manner in which this subsidy is dis-
tributed has shaped the economic destiny of newspapers, putting some companies
out of business and building others into giant cartels.

* Modern commercial Press publishers consider advertising their lifeblood. The
idea is one that advertisers themselves favour. As the Society of Marketers pointed

out in its submissions to the Steyn Commission in 1981:

Mass Media, the Society of

In its evidence to the Commission of Inquiry into the :
{ various media not

Mark.ete“ put forward a caiculation on cost to the consumer Of .
leng advertising ... Secondly, they showed the effect of the media not carrying any
advertising ... Daily newspapers, says the society, would cost between 50 cents and

RL50 if they carried no advertising ... !

The claim, then, is that advertising has saved the newspaper industry by making
Papers affordable for mass readerships. Which is trué in a sense, but only half t.he
truth. What the advertising subsidy has done is cut Costs for the customers and raise
them for the owners.

For most of their hi
eir history, newspapers have made o
rather than from advertising revenue. In the nineteenth century, advertising usually

took the form of smails, rather than display advertising. A former Group /.\dvertis;_
g M?ﬂager of South African Associated Newspapers Sus up the history O
advertising this way:

their profits from cover prices

y 1981

Clarion, Journal of the South African Commuunications {ndustry, Jul

#: s

¥
et e b
.
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White ownership and the
economics of concentration

The advertising i .
Priorities Si?ns%nindmtry has, in less than a hundred years, turned the scale,
plies the mone t;mre of the newspaper business upside down. Advertising sup-
advertising ‘Sul}alsi d,at r:nakes up the bulk of modern newspaper revenue. In effect
tributed has shaped 1 the Press, and the manner in which this subsidy is dis-
out of business p e'ec'onormc destiny of newspapers, putting some companies
Moders o and building others into giant cartels.

idea is one tha’:’merc@ Press publishers consider advertising their lifebtood. The

advertisers themselves favour. As the Society of Marketers pointed

out in it issi
s submissions to the Steyn Commission in 1981:

Mass Media, the Society of
sumer of various media not

f the media not carrying any
50 cents and

In its evi

Markera s (0 the Commission of Inquity b ©0°
carrying a dg erti orward a caiculation on cost to the con:
advertising glar:lg .. Secondly, they showed the effect 0
RL0 if they ly newspapers, says the society, would cost between

ey carried no advertising .... !

wspaper industry by making
in a sense, but only half the
for the customers and raise

The claim then |
Papers Zl;l m, then, is that advertising has saved the ne
truth, Whg?tr d; ble for mass readerships. Which is true
the advertising subsidy has done is cut costs

the;n for the owners

Or most of their ki , ,

father thantf?t their "ﬂSt_Ory, newspapers have made their profits from cover prices
om advertising revenue. [n the nineteenth century, advertising usually

took th “

ing Maenform of smails, rather than display advertising. A former Group Advertis-

adver; lager of South African Associated Newspapers sums up the history of
Ising this way:

Clarion
. Journal of
ournal of the South African Communications [ndustry, July 1981.




Zefore 1900 (So
, uth Afni .
ind that was from meciﬁzﬁwﬁmﬂ derived their revenue from only o
advertising-orientated. Most of e of copies and commerce was n o ealarly
means of handbills News st of the advertising in those days was by word o; partioulasly
41?26 because Waées andpaszl:;sicv: e Vlalble in those days from the sale %frﬁg:;l;:; t'g
Although a certai were low and ¢o - ¢
) ain A st of material .
the economy of thimnc::“ of advertising was carried, it was not arsl x\;,na;o:toat : ?CCSSIVF.
sophisticated, proprietors solz_aper ... As costs escalated and commerce becnamactor o
to look to a gre newspapers realised that to remain viabi ¢ more
greater volume of advertising for profits.? viable they would have

‘What advertising di
with high adve :1511;:% did was change the scale of the industry. It allowed new
of business. The fi n'sgt pgrcqntages to undercut their competitors and drive thS et
C{Hd Witwatersrand Adngh§h-language newspaper on the Reef, the Di er:n'\l[out
time.? S0 did its ear] .Vertzser, sold for sixpence, a relatively,high pfife fojr i;;v:
technology, live han)ésﬂVaIS, all owned by individuals with little money, using chea
0 the number of trad et type and manual presses.* By the 1890s. witi; the increasz
vaal Leader and Sta ;rs in town, newspapers like the J ohannesburg Times, Trans-
{0 cut prices to 3d CV;" d and Diggers News received enough advertising revenue
3 too? In 1916 th. 4 en the .larger Rand Daily Mail was founded in 1502 it cost
after, a price that 1:st an I?azly Mail cut its price to 1d, going up to 2d n’ot long
provided by advertisi ed until the late forties. It was entirely thanks to the subsidy
that of 1902, des itlsmg that the Rand Daily Mail of the forties could cost less than
spiralling pa pite almost half a century of inflation, a much expanded staff and
The morepne:\,wmk and machinery costs. ° ”
t?eCame o run T?:PCI'S came to dgpend on advertising, the more expensive they
tions and erniaers I;eed for ad\'/cmsing pressured proprietors to increase circula-
machinery and Jar of pages. This required larger staffs, more efficient typesetting
needed, which couglfjr, high-speed presses. To pay for this, still more advertising was
Xpenses up stll fu r(t)tllﬂy be att.ractcd with larger circulations, which in turn forced
Papers became inc er. Having first become dependent on advertising, news-
soared, What adve:'a?mgly sO. The capital costs of starting a new newspaper
Was 10 prevent thei 152115 did by making newspapers cheaply available to the many,
ir being owned by any but the few. The one-person newspaper

became 3 I'arity
¥as parti igni .
Cover price of b‘;:iiﬂ)’ significant in the case of the black Press. By subsidising the
newspapers, advertising made it possible for these to reach

Wider audj

: audiences. : .

198 priced newsp aB); forcing up the capital costs of newspaper operations, advertis-
pers out of the range of even the wealthiest black entrepreneurs.

Gerald Sw
‘anepoel | ; :
poel in the journalism handbook News Exira, (ed: Phillip Jones), pp47-8.

Hed]e .

y

Theo Cli?ﬂﬂ:”cr:’[gut of the Crucible, p249

_Irises.s 9D36-58. istory of the Press in South Africd,

! unday Tim

(Press, Advepris es was launched in 1906 by ‘four people with a hunch and fifty pou
ing and Radio Review, March 1956.)

e o b9

MA dissertation published by NUSAS,

nds each’.
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It made it possi :

ready cash I:osf::(l: é:r white-owned companies with better access to loans and

managed.* The pu er and. reach. laeger audiences than black editors had ever

Press was swallo;pge bo; thx:li section is to examine how initially the black-owned
white-owned pa :

s ) ers, a

wallowed by still larger corporations. pap nd how these in turn were

1 . .
The beginnings of white ownership

One mornin . \
Mr Be I‘tramgp:,r;et;me in 1931, the eyes of a young advertising space salesman
the corner of g ﬁl" ell upon a f"ew long forgotten copies of ‘Bantu’ newspapers ir;
familiar with blackn;g room. Like most white South Africans, he was quite un-
impressed. They SCC;W;Papers. Intrigued, he glanced through them. He was not
written, He might h ed wretched, poorly printed, poorly presented and poorly
them if one thing h :Ve tossed them back into their corner and forgotten about
of advertising %o aP not struck him forcibly — these papers were virtually devoid
himse]f COUld'devot aver 1t 'seemed absurd that advertising representatives like
Union’s tiny whit e all th'eu- energies to directing their consumer gospel at the
Noticed.! ite population, while the huge black population went all but un-
[t was a .
Africa, Pa\:le,?: iS;rvauon that was to change the face of the black Press in South
take-over by wh':a W°lf]d lead to the ‘commercialisation’ of the black Press and its
The African-ow nleii ;aplta'l for the purpose of making profits from advertising.
?een established b ress is not the subject of this study. Suffice it to say that it had
ideals, and the oy men of ideals, whether they were Christian ideals or political
primary aim was the propagation of 2 message.? Paver had a dif-

newspaper, Bantu World, was

hin months of starting up it
f 3d, then cut back to

6 For ex
I exampl
0 quick 1y ponr, Fe2son why the first whitc-owned, commercial black
could cut back ,tl: 8 ‘?ack its black-owned competitors, Was that wit
4 in October thep::;. It began in March 1932, priced at the going rate.0
Donald Hare e year.
arriso .

n, The History of the Bantu Press, unpublished Argus Company in-house docu-

ment, no d
' ate, . -
pl. Paver has confirmed this anecdote inal975 interview with Tim Couzens 11
te, educated at St Johns in

which he . .

Phannesb:er;c::?: »512-1 s youth (born 1904 at Reitz in the Free Sta

(in amongst aj) th ' '"g,s“’°°d _ in Grahamstown); his brief career as a maize farmer in Bethal
¢ travelled to l;uJ;w“h go-go farmers’); and his failure during the depression due 10 drought.
Irican urban m kr an, hoping to set up a cycle company which would sell to the growing

failed and he w arket through ‘tied houses’, using 2 method pioneered by the breweries. This

ent into advertising, then still in its embryonic period. (Tape recorded interview,

un ubli
2 ‘JOTJr:gli:;d{eP;n"ingtom Natal, 1975.)
nded to be philosophical and moral commentators rather than reporters in search
and Other Black Papers. op

Of COntent.
. iou : ,
cit pl7. s local items.’ Couzens, A Short History of the World
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ferent ind of newspaper in mind, one which aimed to make profits first in?fC:;lt'
vert sou's second. If political comment proved marketable, he would run it. ’
he wouldl find something else.?
. : ; ck
Paver was not a man to let chance ideas go to waste. He investigated the bia

: ) ‘el i i the
Press ard found that there were no ‘satisfactory’ advertising media reaching
black population:

Such newspapers as existed were either organs of sectional interest, extremely ;méii tlﬁ
Scope, or wretched sheets, almost illegibly printed on wom-m‘n presses by
proprietors without the capital to develop their papers properly.

i i could
Advertising rates were a matter of bargaining and not even ghe prqpne;:ogso iele
do more than hazard wild guesses as to what their circulations were.

] a to
money was available, that the future of black journalism seemed doomed
Perpetual penury:

i it i the
Until there is sufficient prosperity among the ordinary Bantu, it is hard to see where

' : i i better
money is to come from to pay for better machinery, and, still more important, for
raining of journalists.$

Paver did his homework carefully. He visited in turn each of the propm?fsegf
the major black papers to find out what problems they faced. And he ma ; o
quirjes among manufacturers and retailers about black spending powe, w::;c ve
him 1o the conclusion that ‘goods to the value of £25 million were being S0 : ;rcz
Year to the natives.’ * To his mind, the figure was sure proof that the blac ,
Promised an untapped fortune in advertising revenues.

He moved up to Johannesburg,® where he managed to interest several bustu:‘-;so
Men in the venture. He even set up a meeting with General Smuts,' a contac oy
Y3 10 come in usefu] later.? On February 27, 1932, he set up 2 lmtcd c:ompnin
¥ith the name The Bantu Press, (Pty) Ltd, with the aim of ‘acquiring a controting

_ —
? Although the subject of Paver's politics is discussed at greater length eisewhere, this poin

da
$hould perhaps be qualified here: although Paver was a businessman first and foremost, he ha

. . ious
2‘f0nger belief in the need for Press ‘responsibility’ than did some of his more profit-consct
UCCcssorg.

B[ac/; Gold, op cit, p3.

H‘“?’”ft OP cit, pl. Much the same attitude had prevailed in the white Press soml°9 g‘;;‘yagj‘:?

::rhen Adventising rates were higher in those days (the 1880s) than they are now ( o cit p38)

E; TeNts were not canvassed — they were brought to the office ...’ (Theo Cutten, op ¢it.

H;Roscmhal., Bantu Journalism in South Africa, 1947, p21.

‘W_.Ason, Op cit, p7. . nis own words:

) 4 only £300 in his pocket and an idea.’ (Black Gold, op cit, p3.) Or, in 10 Jo'burg
12d 10 start wigh really nothing. My wife had to stay with her parents while [ went

O .
5 lbnidmy flat feet 16 look around." (Paver interview, op cit).

()

-1 O~

oo
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. . e -,,w; %fmfé fwﬂi} :
. ina’ 3 - S LS . e
interest 1 the native Press of Southern Africa’. e S,
Pave: leased business premises in a small shop at 12 Vo Weilligh frea

of town ‘favoured by traders doing business with the Banty'n Wﬂ’

*

World, ;0id at 3d. The driving force behind the paper was the aditord
ing director, an Afrikaans journalist named Izask Le G“W"wm“f ",
convincs Paver that he had ‘a lot of money’ B Le WMW
on a study tour of America to gc;:d effect IT’PM“W? ewIpepY
owners hoped — attractive to advertisers. SO
Their ho%es were premature. Paver's ideals were at h& 15 yeans sy -
time. To white advertisers, the black market was merely a W Pl
rick’, Paver would have to wait for the post-war consumer boom before

significant advertising interest in blacks would begin. Mum,hq@ pould learn

'Wo painful lessons and learn them over and over: the m““mmwd
'okeep a newspaper going were enormous: and the lesson mmm ¢ush shor-
2ges would mean an endless search for new sponisors, 1 &r -

OWners, new policies.

—
-

2 Consolidét?ng the white ._glonqpfplzf_‘

Ats® M e o e

1 lite known paper written for publication by the Argus ¢
"ored by them — a former Managing Director of the Saum

Harrison, hag detailed the financial structure of the MM

0 Harrisop, op cit, p2. A capital of £2 000 divided unoﬂmua i
first Meeting of the company was held on March 4, 'lﬂ the New |
auditing company Howard Pim and Hardy. Present in the room
Howard Pim_ who had lent Paver much of the initial cagh, Izsak Lo
and politician Rjchard Selope Thema, and Paver Bimself, ‘

dotted a follows: 251 to Paver, who was appointed manager,

Secret,

a1, 350 1o Le Grange who was made mtnqing director | ﬂ
Wortd), ang 30 r0 Selope Thema (later made associate editor of Semm »,

intcrvicw, op cit, :
Black Gold, op cit, ps. |
Havex" interview, op cit. Le Grange's ciﬁmmm obe s
4TS0n, 0p ¢it, pp2,3. The was stylishly modern — at ig
= With news on the front p:::«unumd at the time, Le Gm wig
Y and Selone Thema (Whose career is discussed in the fing sectin
Polnted egjtgr 1 Grange later became editor of the counry

fgggf lectric ppess, (Letter from Le Grange to Pregs, 4

[SURr S

wdol
March, the company had produced its first newspaper, & weekly : m |




R e P

-42-

z,rez;;ist iln the native Press of Southern Africa’.!

“dVET e 1 : . :

of town ‘f::ce)grbgsgless prermises in d small shop at 12 Von Weilligh Street, an area

arch, the company traders doing business with the Bantu’ Before the end of

World, sold at 33; a—% had. Qroduced its first newspaper, a weekly named the Bantu

ing director, an A.frike dm-,mg for'cc behind the paper was the editor-cum- manag-

comvinee Pz;.ver f aans }otxrnahst named Izaak Le Grange, who had managed to

on a study tour of it he had ‘a ot of money’.2 Le Grange used what he had learnt
_ merica to good effect in i

ow producing a news —1
?ﬁ:rf;fped — attractive to advertisers.!? ; paper that was — s .

(o) ™ . ;

time. To w&ii ‘:;;e premature. Paver’s ideals were at least 15 years ahead of their "

truck’. Paver woul;“:‘“, the blfick market was merely a dumping site for ‘kaffir

significant advertisi ave to Vymt for the post-war consumer boom before any !

90 painfy] le ising interest in blacks would begin. Meanwhile he would learn N

to keep a news oans and }earn them over and over: the lesson that the sums required |

tages would mi;:‘-l;iomi ;vcrc enormous; and the lesson that constant cash shor-

e
owners, new policies. ndless search for new sponsors, new sharcholders, new

~ | .

-
e e -

2 COHSOHdafiflg the white moﬁc;polil

In a litt .

tored bl; tlgnown paper written for publication by the Argus company — but ig-

Harrison hemd“ a former Managing Director of the Bantu Worid, Mr Donald
, has detailed the financial structure of the Bantu Press organisation from

b v e

000 ten shilling shares was issued. The

Harn ,
ITiSon, op cit, p2. A capital of £2 000 divided into 4
the New Street South chambers of the

first ;

audit?:lc;?grgn()f the company was held on March 4, in
Howarg Pimpfvnh);fgoward Pim and Hardy. Present in the room were the leading liberal figure
and politician Rit:haig lent Paver much of the initial cash, [zaak Le Grange, black journalist
alotted a3 follows: 25 Selope Thema, and Paver himself. Shares in the new company were
secretary, 350 to SL | to Paver, who was appointed manager, advertising manaser and
World), and 50 +o Sel Grange who was made managing director (and later editor of Bantu
interview, op C;t elope Thema (later made associate editor of Bantu World). Ibid. Also Paver !
g;?,(:k Gold, op cit, p5 |
er : . Do
Harrz'sg:‘e;:?:' op cit. Le Grange’s claims turned out to be 3 ‘W

— With news on f}: 2,3. The paper was stylishiy modern — at least
Year and Selone T}: front page, unusual at the time. Le Grange resigned in August the same
pointed editor. ema (whose career is discussed in the final section of this study) was ap-
. Le Grange later became editor of the country newspaper, the Worcester Stan-
ing and Radio Review, February

dard Electrs,
ctric P .
1957), c Press. (Letter from Le Grange to Press, Advertis

ashout’ according to Paver.
by South African standards
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; ec-iest days until the nineteen seventies. Harrison is a businessman, not an
istortan, so his paper concentrates on the movement of shares, company costs and
irculation figures rather than on issues or controversies. Indeed, he is at times 5O
1addeningly ‘discreet’ that one wishes he were less of a loyal company man and
10re of a gossip. But the value of his paper is that it gives an inside view by a man
enior enough to know what was going on and trusted enough to have the con-
idence of the people he writes about. By piecing together snippets of information
lotted about his paper, one arrives at a picture of a newspaper perpetually short of
noney, buying into papers with even less money, whilst being bought into by
yrganisations with more money.

szer had started off with £2 000, but very soon needed more. In Harrison’s
VOrds:

Capital was extremely difficult to come by during this time (1932) and, through Dr
Edgar Brookes, Paver obtained an introduction to Mr Charles Maggs of Pretoria. In ac-
tal fact when Paver arrived at Mr Maggs’ office, he was busy and asked his eldest son,
Mr Eugene O’ Connell Maggs, to see him. Mr Charles Maggs was interested in Paver’s
venture and agreed to guarantee a bank overdraft of £100 with an option to acquire 200
shares in order to give the company some financial relief. In December, Mr Charles
Maggs increased the bank overdraft to £450. At Mr Charles Maggs’ request, Mr Eugene
Maggs joined the Bantu Press board in August 1932 ... and in December ... took over as
chairman, a position he held for over 30 years.}

Charles Maggs Investments Limited, the first of many outside companies to take:

an interest in Bantu World, was formed in 1929 as 8 public investment company.

The older Maggs began his career as a recruiter of mine labour before becoming &
' ers of the

mining financier. All the major sharcholders in his company were memb
Maggs family, including his wife, his two sons and his daughter-in-law. By 1955, the
company had investments in some 34 companies, most of them in gold and coal
mining (including major companies like Anglo American, Central Mining and J CD
and in industry. Bantu Press was the company’s sole — and by its standards, rather
minor — venture into newspapers.’

t The Bantu Press’s technology was, to begin wit
yPe and a flatbed Wharfedale Press, all scrounged

h, rather primitive — hand-set
y Paver from contacts, usually

—

; H?}I‘T‘ison, op cit. “HSF'SI
Ibid, p3. Maggs died in January 1983. Edgar Brookes, ike Howard Pim (who 8277 Paa\;er Lwhcl:‘m
10031;1), as weil as Rheinhalt Jones (a good friend of Paver's) and Orlando Lc:f :s E,f :;: liberal

es;aa;g was named and who also gave Paver money
woul hment. But they were business contacts of Paver’s
(P 4 d“_‘ remember me any more than | remember them pecause the O

] aver interview, op cit.)

ﬁ:ﬁ?’f of the Commission of Inquiry into the Press, Annexure VI;:l
com op cit. The Maggs interest in the Bantu Press had no politic
mercial’ according to Paver. (Ibid).

pp59-64. Also Paver inter-
overtones and was ‘purely
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or wredit. With some difficulty, he managed to negotiate an agreement with the
wiites-only South African Typographical Union, giving Africans the right to
oprrate composing machinery. Paver, in turn, had to agree not to branch out of the
newspaper field, a decision he later regretted because it prevented him moving into
beok publishing.s

Meanwhile, Paver was devoting himself to the less-than-easy task of convincing

White entrepreneurs that the African market was worth taking seriously. As he put
1

whatsoever. [t was just 5O

It wasn’t that there was resistance. There was just no reaction
people thought you were

unheard of, something so out of its time and context ... [ mean,
mad. It was heartbreaking trying to make contact.?

, Paver may have been a budding Press entrepreneur, but he wasn’t left much
time to concentrate on newspapers. For the next two years, he spent all his energies
on promoting the concept of the African market to manufacturers. He organised
two trade exhibitions, housed in a warehouse borrowed from an engineering com-
pany. Only through a mixture of guile, persuasion and discount deals did he

manage to attract exhibitors at all. But the promotions did make some converts:

Some of the exhibitors who had been sceptical about the value of the ‘Native trade’

were astounded at the buying power of the visitors.

Paver also organised a cookery demonstration for housewives and sent &
demonstration truck on a 6 000 mile tour of the country, introducing the news-
Paper — and the goods produced by it — to more than 50 000 urban and rl{ral
blacks.” The truck was fitted with a slide projector and at each stop slides showing

consumer goods were screened.t
 The circulation climbed to 4 000, a satisfactory figure for the time, and distribu-
tion problems, including the problem of getting back money from newspaper
sellers, were overcome. Paver had to build up his distribution system from scratchl,
Modelling it on that used by ‘small newspapers in tae (American) Middle West?

*  |bid.
5 Ibid,
g:cgl;efoalj ‘tﬁp cit. The figure of two trade exhibitions is
7 Ibid. ree. (Op cit, p4.)

Couzens, World, op cit, p9. The idea of a mobile van was

: er’s spiritual heirs in the advertising industry. who were eVl ‘
i . : : new
Pioneering efforts. An article in Press, Advertising and Radio Review 10 1956 described 2

Project for sending a mobile cinema, equipped with a movie projector, into rural areas as
pioneered by the Tea Board years ago’. The article said that the van sattracted afoﬁcfa%;
aleenc ¢ of 2 750 per show. At the biggest attendance, police made a count of over 12000 pe
lp) : — 2 000 of them behind the screen’. (Op cit, November 1956.)

Ver interview, op cit.

given by Black Gold. Harrison gives the

resuscitated more than two dccadgs
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Bunc zs of papers were sent to local agents in particular areas, usually teachers or
businessmen, who were then responsible for distribution. A team of African cir-
culation managers from the head office went around the country keeping an eye on
the agents and looking for new recruits.o

But the capital problems continued, forcing Paver to make a decision with enor-
mous repercussions for the future: he went to the Argus newspaper organisation
and asked for help. He would turn to them increasingly in later years, and their
‘help’ would one day lead to an Argus monopoly over most of the black Press. As
Harrison describes the Argus arrival:

Lack of capital, however, continued to retard the paper’s growth and in October,.19§3,
nger disposed of the share capital of the company to the Argus Printing and Publishing
Limited for £2 500. Simultaneously, the firm of Charles Maggs [nvestments took up £1
000 shares and with a fully paid-up capital of £5 000, the Bantu Press, in January 1934,
launched its campaign to build 2 united and influential Press. n March 1936, the capital
of the company was increased to 17 000 shares of 10 shillings each, with Chayles Maggs
Investments holding 4 000 shares as proxy for the Argus company for obvious policy
reasons which existed at the time.!

The same pattern was repeating itself at another level — while Paver was per-
suading others to buy into the Bantu Press, he himself was buying into smaller
Papers. As he describes it:

Either we went into this thing as a commercial thing entirely and just k“°°k,°d out tg ose
Other papers that had been struggling for years and years — but that wouldn't have been
¢ricket — 5o we decided that they had to be picked up.?

The older black papers were easy prey for any entrepreneur willing to pump 1
‘Capm.ﬂ and buy new machinery. As the Switzers point out, the blaf:k owners were
deprived of the opportunities to own land ... lacked newsprint, equipment,

b”ﬂdingS, skilled tradesmen and distribution agents.’

 took just six years for Paver, armed with his superior access t0 funds, modexl'n
Machinery and national advertisers, to swallow the whole of this black Press. In

i‘;ltyhl%“ he bought a majority shareholding in M ochachonon:,b(ﬂ';: %’af?:tf);n:ﬁ;
e earliest black -edi rs, founded by the
ack-owned, black-edited newspape o would hold 476 one

of Maseru in 191114 The agreement was that Bantu Pre

10 funny little huts’. But

Ibid. As Paver describes it, parcels had to be flung off moving train3 & istri
Iherc was very little inefﬁs:isncy. according to hini and rarely any C?mplmnt:‘lnf:r‘;‘i‘:ﬁ;?;‘)‘
" 10N snags. ‘Sometimes we'd have readers cycling miles to get copies. (Pa‘-'gf lthe Argus com-
artison, op cit, pd. The 'obvious reasons’ are less obvious today = po;mpr);”
5 gzny‘ aS a ‘white’ organisation, wished to distance itself from the biac .
3 VEr interview, op cit,
Switzers, op cit, p7.

14
Couzens, woryg, op cit, p3.
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pound shares, Mr N
editorship. M Tlale would hold 474, and Mr S Tlale would retain the

In Janu

paper, Imigyzljjj;, tl’av;r bought tl.1e country’s oldest and best-known black news-

the black Press, Joh 3“_1{' u, started In 1884 in King Williamstoyr by the founder of
. John Tengo Jabavu. The paper cost Paver £867, including the

cost of the : .
rofitable b&rc:olfezy;lnlgunc the same year, he bought into the largest and most
Dube. flanga w:s ;t?l r, llanga Lase I.Vatal, founded in 1903 by the Reverend John
which Bantu Press hgladt ;,d as a public company with 1 500 one pound shares, of
$00 shares for cash and 50 and Dube the rest. Dube very soon sold Paver another
nis death Ho was k nd gave Paver the option to buy the rest of the company after
In 1936, Paver b cpt on 8 MaTegEr of the paper at a salary of £15 a month.”®
and Publishing cg,ﬁ“gh‘ the Native Mirror, published by the Rhodesian Printing
in 1939, he made anp:rx:y, for £900. He changed the name to Bantu Mirror® And
tion, and Umthunyw a_;‘lgcmen.t with Um-Afrika, 2 Natal-based mission publica-
them for nationalyada’ a fanskelan weekly, that the Bantu Press would represent
in all other respect ‘;fhfFlslng but that the papers would retain their independence
‘white’ papers ‘:Nh's'h ; is arrangement was similar to one made in 1932 by various
SA Morning G " Om.lec.i an advertising and editorial ‘pool’ system called the
g Group — still in existence today — as a means of fighting off Argus

8“:;;}31 competition.?
at Pa P .
ver had done was to buy up every significant black paper in the country
mber of Mines publication

with j :

Umteilellsit utlwo exceptions — the white-owned Cha

the influen g Bantu, circulated in the compounds and st
e of more radical black papers’;* and the communist weekly The

Guardian,
By 1939 -
, therefore, the independent, black-owned Press in South Africa was ef-
rietors gave up

fectiv

their ;:gei‘:%:;-: But one should not imagine that the black prop

tions were eithel:cte \qullngly. They sold out because they had no choice — the op-

with mor er to join the Paver bandwagon of be crushed by an organisation
e capital and more marketing clout. As Paver himself put it

6 froison, op cit pS
inter Paver also agreed to take care of the educ
17 Bagn o oP it
18 The Mol.:;.-s"l sold its BhOdesian interests in 19
exception mfg Group includes all South African
Dispatch (%.l the Sunday Express) as well as the Natal Merciry,
19 David Brist aine Potter, The Press as Opposition. p43.)
Chamber Zf,:iv- in the Star, May 11 1981, p35. Paver did however manage to persuade the
source of ines to give him the printing contract for Umteteli, which provided an important
p23) ncome for Bantu Press until the paper was closed down in 1955. (Harrison, 0P cit,

ation of Dube’s children after his death. (Paver

53 for £14 000. (Harrison, 0P cit, p21.)
ith the

Associated Newspapers publications (w
Natal Witness and Daily

arted ip 1920 to ‘counteract
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as it did in 1888.

amond diggers

ECI ’
C L RHODES replaced the confusion of individual di
. dand small competing companies oy a singie corporat.on.
ordi
ination of effort put South Aftican diamonds on the markets of the

world
and opened up the Rhodesian te. ritories.

ion has given place to

IN ADVERTISING to the native market. confus
weekly, 1 fortnightly,

cordinated effort. Let the unity of 12
d with the Bantu Press

T m
onthly and 2 quarterly publicat.cns associate
onan averagé

carr
o :’2 your sales message !0 eleven million consumers who.
/6d. per month per head of population, constitute 3 marke!

of £82500,000 per annum.

Write or Phone for Serves south Africa
{pecimen coples b
y
promoting Raclal Harmony

Advertisement Rates
Languunge Detalls
L Advice on Media

peveloping # New Market

and Guiding 8 people

P,
0. Box 6863 Johannesburg.

itis explained,

odio (who,
by creating a8 monopoly),
ty. This 1948

Th

en;:::}:: .Pr.“ uses the analogy of Cecil Rh

to boost iu‘:anfu“o“, in the diamond industry

advomsem.;w“ value to advertisers as & Press monopo
appsared in the trade journal seiling.

o o bl bt e e s OH
A - e AR B




-49-

They (th ;

asked(m ::}l‘icrlec lp;’oa;:rlx)ctors) were very suspicious at first. 1 always remember Jabavu
e With D b:m and he smiled and said: ‘Can any good thing come out of the
basis and only muchulat:-.xt'hfv Ic:nly l:vay I cquld come to terms with him was on a 50-50
some pretty tough rows.”; en he was eighty, because he had diabetes. But we had

3 Friends in high places

EVC 9
marrgetiy::r;e:;\::' s dream of creating ail.viablc medium for black consumer
advertising rtwcmmcn.e step.closer to fruition. But for all the improvements in
Paver had boens £ ’h cxr;ulatlon and technology, the dream itself proved elusive.
white’ goods: the g tb: at there was a need for an African market to consume
lo sustain its ’o - ?l‘o. em was, that there was 1o need yet for a market big enough
seriod 1 have del tnstg;‘mons. The !Bantu Press d'gd not pay its directors during the
dend. In the years WV;’:t gnd there is no record either of it ever having paid a divi-
back into the com en it made modest profits, these were immediately ploughed
pany.!

As Harri .
son puts the problem, ‘retail advertisements were difficult to come by

because Y
of colour prejudice, but national advertising continued to grow. Harrison
d circulation:

provid ;
ides the following tables recording the growth in advertising an

- —

193
2/33 £2622 (1 _paper)
1933/34
£3 144 (1 paper)
1934/35
o7 £3814 (2 papers)
1935/36 £6 425 (five papers)
1936/ 37 £7052 (five papers)
1937/38 £8 184 (five papers)
8/39 £10 049 (five_papers)

20 Paverj
18 pr .
probably referring to one of Jabavu’s sons — the old man had died some years earlier.
hed since. The plack-owned

Very few
new black-owned and published papers have been launc
1 . (hirtics until its demise in the.

and edited
Inkundla wa Bantu which was published from the nincteen thirt ,
d the ANC Youth

earl i .
y fifties. More radicai than the white-owned papers, it supporte
weekly Voice, launched in Oc-

League. (C
tober l9‘(76 0;?"'3 W"”dz op cit, p12.) The black-consciousness
, closed down in 1982. (For an advertising industry discussion of Voice, s¢¢ Insight,

Jou _
| H rn.al of the Institute of Marketing, March 1979.)
arrison, op cit, po.
find no record of this in the period |

2 StLe
have %:l'e:ags tt}e WO_’ {d *once paid 2 dividend’, but I can
ealing with. He may be referring to the sixties Of seventies.(St Leger. 0P cit, p78)

. o ey




But i 1938, Bantu Press found itself a new ally to help it out of its financial
quagmire — the State. General Smuts, whom Paver had met earlier, was tern-
porarily holding the portfolio of Native Affairs. Paver arranged a meeting with him:

I said to him: ‘Look here, this is extremely confidential. | don’t know what you feel but
l’}r{n dar;m sure we're heading for war. they constitut the only
‘Here | have a group of new . They’re small, but constitute '
(African) mass mcdiapin the co?na:ym and ye{ there is no contact with Native Affairs.
That's got to be broken down.’ i d
He first asked me why I thought there was going to be war and then asked me'lf g
any ideas and | said: ‘Yes, | have. | would like to start on an information campaign. Ue-
fOﬂunmely, it would have to be paid for. But (it will carfy) articles on destock 08, 9;
agriculture, on a wide range of topics which Native Affairs can start on.’ And Re $2C

‘And then” And | said: *When war breaks out, we have a bridge.’ And he said: ‘Leave &
to me.™

Soon afterwards, an arrangement was made allowing the Department of Natiy®

Affairs to make use of space in any Bantu Press paper, in return for P?'Ym"g‘: ‘\’:;
regular grant of £400.4 The deal became increasingly important during !

years and was to last right through into the early years of National Party rule.

When the w with patriotic enthusiasm.
ar began, the Bantu Press was swept up P dered slightly

Any white business which dealt in ‘native trade’ at the time Was consi. biack
seedy, vet here was a chance to win establishment approval by showing that d; cate
Sapers, t0o, could be responsible. The following paragraphs in Black Goldin

Ome of the tone of the Bantu Press fervour:

When war broke out in 1939, the Bantu Press Group rallied t0 its Fespon’“bﬂ;t;:;
Wrongly guided,the teeming millions of Bantu people in Southern ATICR 0 ot
won over from a bloody and warlike tradition, could have besn a grave 7
cause of the United Nations. i
Not only did the Bantu Press present the war news in its OWI colurmns with it un”
Sanity and commonsense which gave its readers confidence in their leaders, but by 0
dertook to print and distribute on behalf of the Union Government & 85 5}“’3 and
weekly War News bulletins in all Bantu languages. It also developed, edite g i
groduced Indhiovu Tlou, a first-rate weekly newspaper for the Bantu men igr;‘selfiﬂ
t: uth Africa’s forces — in the Native Military Corps which guthered ROUO%E
T}: Eagt African, Mediterranean and Italian campaigns. 1 remained
€ mighty force of the Bantu Press asserted itself and the Bantu peoF & look
cam, loyal, co-operative. *Fifth Columnists’ and enemies of the United Nanon:d from
on angrily, powerless to stem the flood of reason and common sense (02t o

the Westdene buildings of the Bantu Press week bY week.!

i Pavc; interview, op cit. oauth orised
toa;?ic;p » Op cit, p1S. Bantu World carried prominently on its masthead the W rent’.

3 Opeit 15}71 Government prociamations and notices of the Native Aftars * Tp did try — t1°°
b0 p7. The Fifth Columnists (members of the Ossewa Brandwag) certalnl 3; e, the se-
sond ; :;erc lobbed at the Bantu Press offices, the first one causing only aﬂiirl?faﬁ anger as "

wrecking several offices and part of the plant. Smuts offered an paver int erview, OP

por: . 4
Cit)al')' accommodation, and the Maggs family financed puilding repairs.




Bantu Press took over several functions on behalf of the Government. Every
fortnight its newspapers carried articles on the war written by the Department of
Natve Affairs. Paver himself organised a circulation system, using the Bantu
Press's own distribution network, to help the Government Printer hand out 90 000
free war bulletins every week. Harrison estimated that half- a-million people
feceived war news from the Bantu Press, either in the newspapers themselves or in
the government bulletins. And the cost did not hurt the company’s finances either
— the Native Affairs Department picked up the £10 000 a year tab!

The close co-operation with the State paid off in other ways too. When the war
started, paper was severely rationed. The two major employer organisations in the
publishing trade, the Master Printers Association and the Newspaper Press Union,
were authorised to ration supplies for the whole country. Since the Newspaper
Press Union was a whites-only organisation,’ the Bantu Press papers had no
fepfesentation and were left out of the paper quotas.t But Paver went to see Smuts
again, who agreed to exempt him from the quotas, provided he used imported
Paper. Smuts also decreed that the paper be allowed into the country duty-free.
Since Paver had business contacts in Canada, he managed to keep Up 2 healthy
Stream of supplies throughout the war years. The little organisation which had been

Subbed by the white Press establishment, ended up with better supplies than
dnyone ejse.?

1 The grants continued after the war, Paver managing to persuade J H Hofmeyer,
fader of the “liveral faction in the Smuts cabinet, to increase the gract 1c £10 600
0 19489 Even when the National Party came to power, Paver remained in favour

—~fora while, at least. In 1949, for example, Bantu Press was given a grant by the
Rhodes Trust in Britain, but due to foreign exchange restrictions, the deal needed
e Prime Minister's approval. According to Harrison, Dr Malan’s agreement Was
"dily given’ !t The same year, the annual general meeting was told that ‘the

Harrison, op ¢ ; . ted both in Cairo and Johannesburg — ‘the

Son, op cit, pil. The war bulletins were printed DO -

first time [ know of a newspaper being printed simultaneously on both endg of the c%nt;nfent .

(tPavcr interview, op cit.) Army transport pianes were used to transport matrces, moulded from
Ype set in Johannesbur Afor the purpose of casting plates in Cairo. .

7 The Newspaper Press Ugr,mn was li?mmded in 1882 at a meeting of NeWspapPer proprietors, to

further ang protect the aims of Press owners. Membership was confined to whites only. (Press

3 Ommission, op cit, Annexure Vi1, pl.)

L —_ idn't exi ike the Arabs and the
l:gcl?c Spapers were persona non gra they didn’t exist. It was like
8

— they don't exist. So the result was that these twO associations’solen_ml)’ Soat doitw)n and
dpportioned what their quotas were. Well, we had damn all.’ (Paver mterv(l)ew, P Bcrand
1bid. Much of the precious paper was destroyed later in the war when the Ossewa wag

fire-
0 “zbOmde the Bantu Press building.
' e favour did not only work in one direction — the Under-
‘g the Smuts era, Mr F Rodseth, was given 2 seat on the
I Mencan representativs in 1954. ‘
armison, op cit, pi7.

Secretary for Native Affairs dur-
Bantu Press board as an Anglo
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South African government considers our policy to be above party politics and of
value to the country as a whole.” 2

[n 1950, Paver had a meeting with Dr Malan himself and the newly- appointed
Secretary for Native Affairs, Dr Werner Eiselen, and succeeded in persuading
them to renew the grant at the same rate. But the Bantu Press relationship with the
Statg came to an end when Dr Hendrik Verwoerd was appointed Minister of
Native Affairs. He called in Paver and gave him an option: support apartheid or
lose the government subsidy.4 Paver describes the meeting like this:

5iselen wa.lked me down the corridor and wheh we got in he said: ‘Mr Paver’s here.’
erwoerd just waved him away as if he were an office boy. He said: ‘Just sit down, you

know what [ want to talk to you about’. [ said, yes, 1 did, and he said: ‘Well, it's as simple
You have got 10 support

‘Do you know what's

3 this: We are paying you for these information services.
apartheid.’ | said: ‘Well, I'm sorry, the answer is no.’ Well, he said:
20ing 10 happen? We're cancelling right away.’ “

4 Cutting back the deadwood

Newspaper monopolies — like any other monopolies — 80 through a period of ex-

pansion. followed by a period of contraction. The American Press, for example,
61 of the 1 461

‘Z‘Opp;d frqm 2 600 papers in 1906 to 1 750 in {947. In all but 61 O
Bmeﬁcaﬂ Cities with newspapers, one monopoly owned all the paper3 in town.! In
; Mtain, the tbree biggest newspaper chains, which accounted for only a small frac-
blsnl gg 65221135 in the 1890s, controlled 46 percent of all sales by 1948 and 64 percent

The expansion phase is propelled by the ability of large chains © undercut cor-
petition, install more sophisticated technology, and dominate distribution chains.
Constantly rising production costs become prohibitive and the market leaders

b .
ecome so well entrenched that smaller publications are forc»ed to sell out. The

1

13
14

S Leger, op cit, pi 12,
yormson, op cit, pi7. lin
erwoerd's own father had a ratrer different opinion of the PaPeE “The ony news agent == gf
:e Woridin Brandfort, Orange Free State, is MrwWlJ Verwoerd, the fat.hcf. of the M;dmstcr;
vac Affairs ... Asked what he thought of the World, Mr Verwoerd said: ‘It 183 go Afi?an;
\ ‘°§° should be sold.’ ... Mr Verwoerd is one of the most popular Europeans "“‘3°‘}?,,; World,
lJn randfort, He has helped location residents solve some of their probiems ... ( '
anuary 21, 1956.)
E‘JLE?“» op cit, pl 2.
‘ ieblj )

ling, The Press, p2, 1o, 17. (6.7, Also Curran. Capitalism

James Cyrgp .
and Jean Seaton. Power without Responsxbzhf)" PP ) .
and Control of the Press, 1800-1975, in Mass Communications and Society, op it p224.
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i;g:ignfczmzcbfoﬁithc contraction phase, on the other hand, is the spr'ead of cost
e scconey melods, MO U1 S0y eficiency ¥
dependent compan e elimination of ‘waste.. The u'lcre_asmg mabdxt‘y.of rival in-
tribution panies {0 d'-"}“ the monopolies’ domination of advertising and dis-
The B. makes large empires unneccessary.
evera] ‘ffﬁwpégfs period of contraction was during he forties and fifties, when
out “inefficiency’ apgpers were closed down, VIgOTOUS attempts Were made to root
Commission Cha’ra::. Fomml by ﬂ}e major shareholders Ughtened} As the Press
erised the period:

Bant .
ki n‘;:“:s; Lti experienced considerable difficulty in financing its npewspaper under-
. A number of shareholders could not meet the calls on the shares they had taken

up and t ) ) :
1 he company’s financial resources were insufficient t0 meet the aeeds of it8
ews-papers.*

Bet
etween 1945 and 1948, the Maggs and Argus share capitals were twice in-

Creased . .
were: , but the parity between them was continued. In 1948, the shareholdings

ARGU - Press Trust 46 564
S GROUP Argus Printing and publishing 16 328
Argus New Issue 6 702

e —

69 594
—
36928
20 000
13 298
- —

70 226

Charles Maggs [nvestments
hY i )
[AGGS GROUP Charles Maggs (New Issue)
E. O. C. Maggs

e

OTHERS | 4812
144000 °

TOTAL

The maj | N
the ;t:i;;:hang“ in the Bantu Press empire were @ cestructuring of it interests in Rhgdesg»
White' news of Izwi Lama Swatzi for one hundred pounds; and tbe purchase of the i_gr;\:g : ; a.l?'
unpmmabls"am the Times of Swaziland. for £2 450, (Harrison, © pl6. 18)- o duﬁn'
the fiftj e newspapers. Mochochonono, Mphatialatsane an 95_“1 0 8

ies. (Press Commission, Annexure viL, op cit. P29- at, mission noted, even

without th
¢ lbid 31 ese papers, overall circulation grew.

5 Tab . '
tWol:;* from Harrison, op cit, p13. The Pr=ss Trust wes ‘intimately connected with Argus 5"%‘;‘
its three directors Argus officials, 38 the press Commission pointed out- (Op cit, P
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In May 1

£100 OOOy e?tsh 2e f ?Ze:hlcf; on a five-month trip to Britain with the object of raising
British companies to e form of 'grants, loans or shares, and to persuade major
(he biack Press.$ He I:ressure their South African subsidiaries to advertise more in
the Colonial Dévelo r:turned to rep'cort that he had persuaded Imperial Tobacco,
Rhodes Trust and ¢ hp; Sc;x;t Corporation, the British South Africa Corporation, the
(W;lv e thousand pounds :;t:h'l;rust to make grants which varied between nine and

ut Pay "
0 Sir Em::talg‘;;:::lhmed with something even more significant — an introduction
time, due to personal ;gncr. Anglo American held no shares in the Press at that
the mining world, Joh itterness between Sir Ernest and his most powerful rival in
Company As a ciir;)ctn Martin, who also happened to be chairman of the Argus
even approach the O or olt; an Argus-allied publication, Paver did not feel he could
Interest the directorspp: n °1mf‘=rs fora l_oan. But while in London, he managed to
ties to Anglo Ameri 0 Impeqal Chemicals, a major British company with close
approval, As Paver can. Imperial agreed to help him — but only with Sit Ernest’s
remembers the meeting:

of line. You must se€ Sir Emest.’ So ! said:
1 arrange it’. And that's how [ came 10 meet
ady been briefed by them. Marvellous old

sting. 1 want you 10 say all of this to my
man — this is all going back quite a
11 sit in, pretty mas

Th ‘.

‘B:t)’{,svécld. We couldn’t possibly step out
St Eres s%otv;lo contacts.’ So they said: ‘We
chap Anci \ ent. to see him and he’d alre
Sonf'Han-y e saxd ‘Well, this is all very intere
fong time ::gle in. Ifiow Harry was quite a young
vty Wl we chckcq. [ liked him. And they said: ‘Alright, we

, it caused a bit of a flush in the dovecotes Wi

pany, but they couldn’t say no.
little, for reasons

Relati :
ationships on the Bantu Press board had begun t0 cool a
n to form, with Paver on

which wi .
the On:;?dbe discussed further on. Two camps had begu
e and Maggs, allied with the Argus company, on the other. Signiﬁcantly,
(Maggs had offered

Harriso
him ajont; ;"ho was closely associated with the Maggs camp
o the Bantu Press while they were in the army together during the war)

Offers a : . .
quite different interpretation of the Anglo American arrival:

Early i :
Y in 1952, Mr Eugene Maggs was talking to Mr Harry Rissik in the Rand Club,
Press was facing. As a result of

Joha
nnesburg, and mentioned the difficulties the Bantd

oods manufacturers like Cadbury Fry,

6 Pa { i
ver had in mind major consumer 8
op cit. p18)-

COlman . !
T Ibid, pl§ Bovril and Gillette. (Harrison,
8 Mari '
‘Pr;;;né:::o* more than any other South
of the Cha:,’ was (among other things) chairman of the
Compan d'ber of Mines and a director of the Bank of En
lnvcstmey irectors were from the Cornet House Group of
Paver ; nts. (Press Commission, Annex

er interview, op cit. ,

director resembied ¢

Central Mining CO
From 1910 to

gland.
Johannesburg Con

from

ure |

Reckitt and

African newspaper he Bp’tish

ini rporation, president
1951, all Argus
solidated

A
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this i
conversation, Mr Eugene Maggs received a phone call from Sir Erest Op-

?r;r_lhe\i/rlner asking him to call on him

ls . . L -

madexitrcl?:;gtis dlﬁ, and Su-. c_mgst offered to take up shares in the Press. Mr Maggs
at there was litile, if any, liketihood of the Anglo American Corporation

receivi ir i

e 1:::gtoag); rditttimec:in tk;exlr investments for many years, if at all, However, Sir Emest
) rred afn i '

masm o T sh c:! March that year the issued share capital of the Press was

The i
shareholding was arranged so that there was parity between the Argus com”
[nvestments and E O C Maggs; and the

ia;gyl Oaxzi the. Press Trust; Charles Maggs
merican Corporation plus a subsidiary and an associated company. The

position then was:

A -y &%

C;gus Publishing and Printing Press Trust 28.96%

) arles Maggs Investments 28.96%
0 )

: glO.Amencan, Rand Selection Trust, New Era Consolidated 28.96%

mperial Tobacco 11,33%

Others 1,7947

9%

aggs that he could continue as

An
Chainil:nmad; a verbal agreement with Colonel M
and that Argus would choose the deputy chairman.’t Harry Op-

penhei
Anglzu:;r’e:.‘::na“ MP, and W Marshall Clark joined the Bantu Press Board as
penheimer empi representatives. Gavin Relly, later t0 become heir to the Op-
The Bantu p?/m’ wes appointed an alternate director.?
in 1945 and £1 7:;14 drifted between years of profit and years O
£494 in the “ in 1946, It made a profit of £1 357 in 1947 and
years 1948 to 1950. n 1951 it made a loss of £165, follow

i loss. It lost £2 276
average profits of
ed by a profit of

ng in size from one to

son, p20. The ‘others’ included 12 blacks who heid interests varyi
ad been plack. (Press

fiveh
COmr‘rleir:: a:d fifty shares. In 1932, more than half the shareholders B
il Ibid, p30. , Annexure V1, op cit, p30, 31 and 49.)
4 Op . . .
w:f:';:ha?:“ Elelmgned in March 1954 to be replaced by Mr F Rodsetd Oth
. still managing director; H W Paynter, the Argus Company secretary: who was
estments (soon to be

mad .
e deputy chairman of the Press; Mr C O' C Mass of Maggs 1nv
ofmeyer), Mr RH Nethersole (who repiaced
y which

re

Pf\}:::? L by the Maggs’ secretary, Mr M B H

also had aﬁ;:s Argus SCCTFtary); and Mr P U Rissik, 2 director of Syfrets, a compan
A speech del'ge Sharehpldmg in the Cape Times. ‘ _ .
dicated that ﬁve;ed during this period bY Harry Oppenheimer (in his capacilty as an MP) 1n-
sumer, but st e firmly supported the new orthodoxy about the importance of the plack con-
that he said C;Fpe‘d short of a belief in racial equality. The §tar reported on 15 January 1953
ideologies Ot at ‘the solution to the Native problem had more to do with economics than
problems ' A aly if the standard of living were raised would there pe a real chance of solving
. All people in South Africa stood for social and residential segregation. That was 2

cardi i
dinal point of United Pazty policy -’
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{32 the next
the loss was ﬁ :a; 43:4ndfa loss of £220 the year after. Its worst year was 1954, when
followed by a loss of £9 912 in 1955, The Press Commission

provide : .
s this table of circulation and advertising revenue:

Bant

ntu World 1945 1946 1949 1953 1955

CIRCU

ADVERI:TAIg[ITSg 16000 17000 25000 28000 33647

REVENUE 5576 . 6954 15443 19592 29 974

(pounds) | '

llan '
£a 1945 1946 1949 1953 1953

PROFITS -

(cpmm &) 626 288 317 .528 2552

IRCU

ADVER SIS Estimated 13-15 000 24000 27490

REVENUE 4416 4893 9076 19529 22127

(pounds)

What th L
more to th: E‘Zleks do is vindicate the belief that advertisers were turning more and
ck market. Advertising revenue in the Bantu World went up almost

600 percent |
nt in the ten year period after the war, and llanga's revenue went up
ple relationship

more than
between ns?go percent. Unfortunately for Paver, there was 9 sim
g revenues and profits. What kept [langa afloat were the cost advan-

tages Of a Sman .
er staff, small circulation, smaller distribution area and less editions

thaFf1 Bantu World.

rnest .

did not. A?pf enheimer may have shrugged off the losses, but the Argus Company

of the first i is _pressure on Bantu Press’s management steadily increased, and one
ctims was Paver himself. In March 1953, Mr C L C Hewitt, 8 senior

Ar Tus executi
cutive,'s wrote to Eugene Maggs, suggesting that ‘2 thorough investiga-

tion i .

Oppo:etg ?;e affairs of the Bantu Press plus a little re

Harrison ra&mp‘m building, may completely change the pro
er coyly puts it, ‘he indicated to Mr Eugene Maggs that it might be

worthwhil .
e encouraging Mr B G Paver to move t0 Salisbury, vacating the manag-

was paid to the Bantu

13
34000.' (Op cit.

nsiderable attention

Hams .
on describes 1954 as ‘a year in which co
d by October it had risen t0

Wofld's c' . |

522) irculation, which had ... been lagging an

Prs -

Latzsr (t.'.oor:mxssmn, Annexure Vil, p84.

Harriso ecome managing director of the Argus Company:
n, op cit, p25.

14
)
16




:“’ S Moleko, acting editor of Bantu World after Selo
8 interviewed by Zonk’s chief reporter, Simon Sekgaphane
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ing «lirectorshi ;
hip of Bantu Press but remaining on as a director.”’

r 1

rivals, particul
arly of Eugene Maggs, whom he considered the chief obstacle.

Complainin
g about the '< indi
them. he said: board’s indifference to the new schemes he suggested to

ospect, my misfortune

The A b
rgus Company wouldn't play. Nor would Maggs. [n retr
.. The oid man Maggs

was deali .
is a dear_n %:_:, l:h p’eople- who couldn’t see the wood for the trees .
gene’s basically a nice chap, but not creative.

For the time bet
e 1 si :
being, both sides circled warily. But Paver was outnumbered on the

board and hi ..
were on thv}:u :éfjgﬁn.had clearly become shaky. The first Argus troops to move in
Fields Advertiser, w side. In June 1955, Mr D Brecht, 2 journalist on the Diamond
editorial depmm’e;s;;t::rllded to Bantu Press for three months to re-organise the
managing editor anéi l\'; bert Fick, an assistant editor at the Star, was appointed
since the war ve r K E L Hooper, who had been Paver’s editorial adviser
But the w years, was edged out.® ’
was compe tl"tfj: year of crisis for the company was 1956. The immediate problem
had appeared on thaa new tabloid rival to Bantu World, called Golden City Post,
Press flagship in cirw streets the year before and was already outstripping the Bantu
problem that had bCulathn' Golz{en City Post was only the |atest manifestation of a
of the glossy m a;gun in the nineteen forties and early fifties with the launching
tons, at the masses rat Zomk and Drum,® aimed, unlike the Bantu Press publica-
boast substantiallses rather than the elites. Worse still, these new rivals could all
problem Facing tgle lgghe; circulations than the modest Bantu Press figures. The
thes new challenge. oard was how to restructure the company’s policies to meet
0
was ;llznogfeah: solutions were cosmetic. In Janu
come to hay o World. The official explanation
between th f derogatory connotations. Which W
e lines, one could detect another, more ¢

ary 1956, the name Bantu World
was that the word ‘Bantu’ had

as true enough, but reading
ommercial reason too:

are sometimes cailed
ed its real universal

The nam ) N
¢ ‘Bantw’ has come to be a new designation for what
_The World is for

‘Naqus) "

mcaning' :1 dﬂz;mc which became unpopular as soon as it discard

everyone, Af) Decame a discriminatory label for a particular group -
, Africans, Europeans, Coloureds and Indians to read .2

t; Ibid,

9 ;avcz.' interview, op cit.

0 ap o 0P et p22
Al

2 The %Eth?f these rival publications are
more ax li.c-January 7 '1956. A gossip column in the
read thepa it, recounting the case of a coloured man wh
buy it. paper because the word ‘Bantw’ appeared in the masthe

discussed in greater detail in latet sections.
same issue, “Talk of the World’, was stiil

o had in the past always refused 0
ad, but who was now happy to
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no?ifi:l;urirzss board was trying a new circulation-bqosting tactic — a'lttracting
tle m;Dre wasi errz. The strategy was never pursued with much .enthumasm and
e other cha eard or seen of the idea, other than the change of title. But some of
board level. P ges were more permanent — for a war, of sorts, had broken out at
o COmpe;titaver attemgtgd to persuade the board that the best way to beat the
Drum and by Ors was to‘ join them. He was keen to amalgamate »Ylth Zon{c and
(hat the markng out one sgpcr-maganne’ under the Bantu Press aegis. He belisved
attle bety et was not big enough to support both Zonk and Drum and that the
nagazine, een the t_wo would damage both. Bantu Press could also offer t.hese
Maggs norn;}?re capital and a well-established distribution network.? But neither
chairman w ¢ Arg}xs company were interested in the scheme. The Bantu !.’r'ess
Was 10 turn a;,/ COn\{mced thgt the logical next step to beat back the competition
Paver : o_rld into a daily. This difference of opinion was t0 spell the end for
» 3 he himself remembers it:

I i ' i 1 . i3
didn'’t believe the time was ripe to start a daily. [ was very opposed to 2 daily on logical
here sufficient news could be

g‘;z‘:‘:::.dl didn't feel the African had got to the stage W

chan ed to produce a balanced daily and that pressure on reader interest would

grow%: thg whole structure, the whole nature of the newsglapers, which were gradu.ally

would %1 with th; pcqplc. It would introduce a lot of disturbing factors too soon — tney

which ave to inevitably compete for news, would have to carty all sorts of articles
would have been counterproductive. But unfortunately 1 couldn’t get Maggs to

see that. He had this idea ‘| want to start a daily, this is what I'm creating.™
bugieiir: re ;N ords make clear, there was a second division of opinion as well —
cial pressuan irst as he was, there was a limit to how far he would allow commer-
sionary re:? to Fake him. He may not have believed that thg Press had any nﬂa:s-
titmatedor didactic purpose, but he could not stomach tl:le idea of a Press that
board hadl'ather than informed.® His more profit- conscious colleagues.oni e
their ow no such qualms — they were quite willing to head off the new rivais on
publi o b1_°°d 'n guts’ territory. The ideological wrangle t?etu'reen these two
shing philosophies would dominate the Bantu Press organisation for years to

cogl:\;e? later sections will discuss. ‘
Ped the ’ end came at a board meeting in March 1956, when Maggs ﬁr'lallgff sc.rf.:e-
Prospectmanagm.g director’s magazine ideas and the board committed 1}57 tothan
eXpans of a daily Worid.»* Harrison, always the good company man, is less

pansive about the behind-the-scenes intrigues that must have accompanied the

Oust; : ,
usting of the company’s founder and guiding spirit He notes only: ‘In March this

Pl
- PaVer‘ .

i .
33 ibid, Dterview, op cit.

¥ e detail in 2 later

Thc . . . M
secti;&h between these various ‘schools’ of journalism i discussed in mot

28 )
Paver interview, op cit.




year (195 i
(1956) B G Paver resigned as managing director to take up full-time duty as

chairma i imi

e Pre52 :igfzxn Newspapers L}m1ted in Salisbury. He remained a director of

yeuts The man graqted a pension of £500 per annum for a period of three

e v appointed to replace Paver as managing director was Maggs’s
y — his old army comrade, D H Harrison, himself.

It to ’
ok Paver’s successors several years before they could put their daily paper

pians i ;
into operation. In August 1960 the midweek edition of World, which had
was scrapped. In

dro :
JanEZ:: lbg:;k :z' :ll 500 in advertising revenue the year before,
day — there w:s oid daily World was produced, running from Monday to Thurs-
datelined Saturda ﬂ;h Friday edition — with the weekend broadsheet edition
cions — it was a Zh e launching of the daily seemed to confirm Paver’s suspi-
frd;; e e sem:l; :;ght pages, padded out with ‘canned’ foreign news bought
joustie:;"t‘;l}::e, rtht‘. grgus tak?-over Plans, set in motion with the behind-the-scenes
chairman of tﬁ eze ed Paver’s demise, continued. Later in 1962, Mr D Ollemans,
take over the Be rgus Company, sug.gcsted to his board that the time had come to
thirty years ca ?ntu Press. §ome of his reasoning was rather similar to that of Paver
clsewhere in A;‘ ier. He pointed to the profits made by papers catering to blacks
Argus <o rica and the success of /langa, despite poor facilities. He said the
mpany’s papers were ‘t00 advanced and too expensive’ t0 appeal to

black
in s ms’ l‘;“; that blflck newspapers provided an introduction to the English language
ple form. Finally, growing African nationalism might increase black interest

in newspapers.:*
o) ,
llemans’ plan was to buy out some of the s

speci - :
gpi’::‘:;‘lca“y decided against buying out either the Anglo or th
e company a total of 53,8 percent of Bantu Press. But the other Argus direc-

to

th:,s Af\elt lthat 53,8 percent did not give sufficient control. Ollemans then persuaded
2 58 31;8 o and Maggs groups each to sell their smaller shareholdings, giving Argus
.39 percent share. In return, Maggs was allowed to retain his chairmanship.®

A i :
rgus immediately took even tighter control of the man
jly News, was appointed to investigate the en-

Ki )
tir:ﬂey’ assistant manager of the Dai
company and suggest changes.* He recommended that the Saturday editions

maller shareholdings — he
e Maggs shares — to

26 Harr .
Ch"::rri':o“* op cit, p24. The decision to allow Paver t0 remain on the board was not an act of
couldy' The articles of association of the Bantu Press made him 2 permanent director who
030) not be removed, even by a special resolution. (Press Commission, Annexure Vi, op cit,
;he choice of Salisbury was
7 sz§papers company. (Paver interv
Caanzgn{ pp24.5. Harrison puts the date 0
ate is Ja i
ig Ibid, p26. nuary 8 1962, which appears t
Ibi
10 1213 p28. Maggs eventually retired as chairman in 1969.

Paver’s own — his brother was managing director of the African

iew, op cit).
f the first daily as ‘late 1961".

o be issue No I

But the carliest copy I

R et e

o s
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of the World ,
also sugECStezet;Carta?;Cd and that a Friday edition be introduced to replace it. He
centrated in urban rar.hmacmar pages be scrapped and that circulation be con-
Within months of thiseix than ‘rural areas. His suggestions were accepted.”
casualty on the board rgus ‘second-wave’ takeover, there was another senior
was replaced by Mr Lm the non-Argus managing director, Harrison himself, He
general manager.® H a)fton S.late_r as managing director, with Kinsley appointed
ever — he makes n arrison, in his discussion of his own ousting, is as discreet as
He notes only refe:dCXCuses., points no avenging fingers and gives n0 explanations.
S Harrison was tr 1;8 to himself in the third person: ‘T owards the end of 1962, D
The new Ar ans errf:d to the Star.’?’
frmly in the gus team did at least have a sense of irony.
World a q grip of the country’s largest white Press mono
ew slogan: ‘OUR OWN, OUR ONLY PAPER".

With the black Press very
poly, they gave the

5
Zonk and the new mass-market journalism

k South African Press was
tor turned publisher named
lication he produced, he
South Africa. He gave to
and self- confidence

The first whi ,
Bertram I"Z:lrl:: I;1? make a major impact on the blac
lke Brooks. Wi he second was a musical show direc
changed the: di “h,the very first issue of the first pub
2 slow, cauti irection and meaning of the black media in
that appea| gus and paternalistic industry a new razzmatazz
Yet his n:m to the new kind of advertiser.

his most imp:::pem in virtually no nistories of the black press. And the name of
Leger's major w UL publication, Zonk, seldom moves beyond the footnotes. St
shrugs the m ork on fhe black press refers to Zonk once! Rosalind Ainslie
books that h:g azine off na single phrase.? Barton jgnores it entirsty The three

ve been written on Zonk's better-known rival, Drum, give scant at-

i
32

hed to compete with Golden City Post.

In 1968
y Weekend Worid, a Sunday paper, was launc
as a ‘nursery school’ for Argus Company

ltisi .
exec\itii:cs::ig to note how World functioned almost
chairman of :mg‘ Some of the company’s top men were «weaned’ there — Slater is now
Paper’s last m rgus, and Liff Hewitt, mentioned carlier, is a former managing director. The
anager, John Marquard, was being groomed as an heir- apparent to the Argus
ley, after rising rapidly through the

throne '
Argus r:nh:sn h? chlde_d instead to emigrate. And Kins
3 IS now man;;::tcgf:d sides to join the rival South African Associated Newspapers, of which he
HamsOm op cif p;z)e.c:or and deputy chaimman
papers rather than

The Afr[
can Press | ] i ‘ . !
, iy ress in South Africa, op cit, St Leger's P perest B 1
e .
Y T ﬁ::ss in Africa, Rosalind Ainslie.
3S in Africa, Frank Barton.




tention to their chief competitor# To date, the only historians to give Zonk any
recognition at all are the Switzers, who give a brief account in their recent
bibliography.* .

If Zonk were just another fly-by-night black magazine, the indifference would be
understandable. The industry has, after all, sprouted any number of black
magazines that have suddenly appeared, attracted middling reader interest and in-
different advertising support, then quietly expired. '

_But Zonk was not just another magazine. It could lay claim to 2 place in any
history of the black Press for these reasons alone:

h. was the first successful mass-circulation black mag
audiences. ¢ Most magazines that have followed it have to a greater or lesser extent
continued its basic formula. It was the first black publication to capitalise on the
American negro influence on South African blacks. It was the first black pUbl‘lc?f
ton to break away from the obsession with white models and stress — albeit in
nudimentary form — a version of black pride. It was the first South African
magazine — white or black — to make photo-journalism rather than text its pnme
focus-, It was the first South African publication to run 2 photo- comic book.

With Zonk, the black Press moved away altogether from the form, content and
StrL{CtUre of the early black Press. No black ever owned shares in it or held_ down a
senior editorial position. Where the early black Press played a vital role 1n black
political life, Zonk deliberately avoided overt politics. Although it did have some
didactic overtones, its primary emphasis was on entertainment.

Like so many other black South African publications, Zonk began almost by a‘:
c{dem‘ Its history starts during the Second World War with an estate agent.tum;
NCO named [saac Brooks Baruch, (he later referred to himself as Ilfc Brooks? w:ho
made a pame for himself organising variety shows for his fellow soldiers. Late uilf .he
%ar his commanding officer, Major Myles Bourke, sent for him and asked :
would like to teach African soldiers music.! He jumped at the chance and Wa:;l;
'ached to the Native Military Corps at Driefontein in the Transvaal, with the

?f lieutenant, There he auditioned some 179 would-be musicians, gradually ::i:‘{.
g them down to twenty-two. For almost nine months he trained them as enter

azine aimed at urban

i eat 0
Drumpeg, by Anthony Sampson, /n The Fiery Continent by Tom H:ﬁ)kmson and The Beat of
?hrum‘ edited by Angela Caccia. Only Sampson refers to Zonk :m.
Br;oilsack Press in South Africa and Lesotho, 0p Cit- The Switze -

. , an
But not the first black magazine. The first was Umiindi We Nyange afl:emwn:t:nh:ingmpany "
London publication started originally as a promotional exercise b’: Bd' t:lack Press: ‘storics from
934, then revived from 1945-52. Its content resembled that of the ‘ol

| tes, knitting parerns.
the Bible in picture form, English lessons, agriculture, health-and s?‘z)rttxsort‘:d in Switzers, OP cit,
C‘;mon strips and biographical sketches of prominent Afrcans:
§3L Also: Rosenthal, op cit, p23).

‘age and Cinema, July 7 1950.

the only ones t0 name

~4
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tainers. Th .
them on S;r;g: f_oﬂm‘-d them into a group named the ‘African Flashes’ ! and took
enough Colouredn; Zr;fly _camps t:hroughout the country, wherever there were
i nd African soldiers to make up an audience.’ As he himself puts
Amon
Knew i::gx group were some who were positively brilliant. They were virgin soil — they
ng. But they learnt so damn fast it wasn’t true.

agent and was, he says, ‘pretty

Alt
er the war, Brooks returned to being an estate
had other ideas about what

ix?:he;iflzrs But several members of his old army band
e doing. With the war over, they were unable to find jobs and wanted t0

start u Al .
p a civilian version of the old army show. They managed to persuade Brooks

10 join the
m as manager and to write a black musical. The result was the show

Ca.lled ‘ZOH I
kP, named, as was to be expected from an ex-soldiers’ revue, after an

”T;Y nickname.!®
he sh
show was enormously successful. It played to half-a-million viewers all over

the cou .
ntry. The Schlesinger company even made 2 film version of it in 1950,

scripted )
“ripted by Brooks and with the same cast, which ran for ten years at black

Clnemas, 12 ,
as.? [n the words of the man who wrote, directed and produced the show:

It wo
uld knock you flat on your ass. It makes all those later black shows look sick.?

In 1948, one of the |eading members of

B
ut the Zonk saga had still hardly begun.
plack American

the cast. i
t, Simon Sekaphane, showed Brooks some copies of the

8
] ;ﬁles Starl, May 21 1943.
lsaa;;cnon celies heavily on information supplied in separate interviews by Zonk founder Mr
tooks and Zonk editor Mr John Lee.

0 ‘Wh
confz: :;iocs the name ‘Zonk’ come from, peopie oft
ce of generals in North Africa ... at which, after some long SP

ge "
solx:ici:ls'f the one in charge called on the silent Danie Pienaar, idol of ev :
Mamh’ 1;;9?13 opinion. The opinion came very briefly, ‘Let's zonk ‘em.' (Rhodesia Herald,
Th .
ere was also a follow-up show called ‘Nu-Zonk’ (Stage and Cinema, July 7, l950).
‘ims Production Ltd, of Killarney,

ceches by some of the

1

2 itw
hav:s ﬁ?ne of the carliest black films in the country. Africal '
Kirst med Zork as a full-length feature ... Mr Baruch is producer of the film, th Hyman
|3 prsen .. as director. (Ibid).
iew of the time:

Br ; )
T}?l:?n:? :‘::-wa op cit. A typical newspaper revi ‘ _ i
Apart fro fold its own with any concert party in the Uniot: There is not 2 pa;seng nalitv.
It is am m ability and enthusiasm, I have seen no performers with such power of persona it
these anaizslt?f:;nrmem that, except for an odd m;n h;;;)and there, Lieut. |
) raw material.’ (The Star, May 1 1943). e _ '
gz‘ﬁeC_oplan, an authority on biack music, writes of Brooks that ‘despite his %atexjnahsa: d(l:;xs:
natm_ermg theatrical venture at a period of transition 0 the ag?ncxcs of pro uf:uor; he
coQ °f- the audience for Black performing arts, stands as one ot thg fcyv exampies of genut
peration between White and Black, creatively and financially satisfying to most of the peo-

l ’
Ple concerned.’ Coplan, op cit, p200.

Brooks wrought

e L



::.ki"ﬂ the movie version of the ‘Zonk’ show: ke
9 Cantre, next to the cameraman. (Photure: Co wa sRos



PiCtp?:‘ magazines Our World and Ebony and suggested to him that he start local
equivalent. Brooks replied that the idea was absurd — he knew nothing at all about

journalism:

So he challenged me. He said, ‘Basie, you wrote the number for the show ‘We'll never

:Fail’.“ Well, you're failing now before you try.’
You know, he really got me. I told him to get stuffed. But this kept annoying me."

The idea was, however, not altogether new to Brooks. He recalls that before the
war he was asked, informally, to give advice to a group of British investors in-
terested in buying into the Central News Agency. He told them that the future in
pubh§hiﬂ8 lay with the Afrikaans and African markets, which would become in-
creasingly valuable to advertisers. The idea had stayed in the back of his mind over
the years. Now he decided to take up the challenge.

He began by asking around for advice on magazines. He found 2 British jour-
nalist named George Smith, who suggested that the magazine be centred around
glCtmc journalism. He gathered together various friends and acquaintances and,

ctween them, they scraped up £6 000 to start 2 magazine.'* -
w A C_OmP?ny named Zonk Publications was formed on May 13 1949.7 Its offices
toetr? in a single back room in Annan House, a building in central Johannesburg. A
X al of 6 600 shares was issued, shared between 15 people, all of them white, each
. Old”?g between | 000 and 100 shares. The first directors were: [ Brooks (Manag-
:jlg Director and Editor-in-Chief), G C Smith (Editor), GM Walford, F H Hughes,
8 Garden, L Berman and H Braveman. The asticles of association made both

tooks and Smith permanent directors ‘as long as they heid no less than 500

shares’ 18

prTﬂat Zonk was going to be a very different publication from those of thetlizr;t;
W:SS was made clear by the first staffing decision the new mgnagcme:imed ai
th;. ere Bantu World aimed at a small, educated elite, this publication wi;?t rate —
\ masses. And, so the belief went, the poorly educated — even €
OWnship workers would appreciate pictures more than words:

Smith ~ firs-class Press photograpit
y and [ decided that what we needed most was 2 <llow waiking down the

But we weren’t i fi

sure whom to hire. One day | saw 2 young : . s
street carrying a camera. | said to Smithie: “That's our new photographic ﬁ‘g:e:::
said: *You're mad.’ I said: ‘No, I've got a hunch.’ I got out of the car and W€

the chap and said I couid give him a job. He took it."?

14
{5
16

-; refergnc: to the South African forces.
\ Yrocks interview, op cit.
m: m-latcr‘ someone tol¢ me | should have had ab
Preg;wne' But | told him that my ignorance had
Press' ‘*dVeftfsing and Radio Review, March 1959.
Bro;kcqmm’"T’iO"v Annexure V1l op cit, pl03.

s interview, Lee confirms the story.

thousand pounds t0 start a

hiny- ven .
out t - d stead.’ (Ibid)

. stood me in 890
18
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The n . .
then mn:‘;:f:i:toographxc editor was Jo}m Lee, a former airforce pilot who was
make ends meet T;mdphowgmphxc business, Fotokraft Studios, but struggling to
also take PhOtog.ra ; feal was that he wpuld continue to run the studio®but would
be paid seven oupds or Zonk a:nfl train blacks as Press photographers. He would
‘We were paidpn nds and ten shillings a month.*! Not even Brooks earned much:
that was al] 2 ext to nothing. I had a sports jacket and 2 pair of grey flannels —

The ,
at that“:i:l:reh:ry t:;w bla?k journalists in the country in 1949. Rosenthal, writing
time — Can, probstl that ‘the number of professional African journalists — full-
fully-trained journaal'y be counted on the fingers of two hands.™ Since recruiting
train their own. A d‘StS seeme.d out of the question, Brooks and Smith decided to
cast of the show Zﬂ lt(he handiest people available for the task right then, were the
people who were onk. SO_ began an extraordinary staffing arrangement: a group of
during th , journalists by day and musicians at night (and movie stars too,

e making of the Zonk film):

orter. Certainly not anyone who could
ns. They would go out, look for
Then we would write the story
to be a reporter and what the

Th

ds;r:a::f no-one then you could buy as a rep
tories 1 e a camera. At first, our guys were just musicia:
and de th:n come back and tell us what was happening.
idea was pictures. Gradually they learnt what it meant

one was expected to take pic-

The i . .
e integration of roles went even further. Every
ected to help out with circula-

tures as .
well as write words, and journalists were €xp

tion, \
Not even the editors were exempt.?®
st 1949. The difference .

fr O?ihgrgacopy of the new magazine came out in Augu
staid, grey :::aﬁf ess publications could not have been great
vellow CO\;er . hy pictureless Bjantu 'World, here was a mag
tom.2 That » & Nuge, bold calligraphic title «Zonk!" emblazoned
exclamation mark was in itself an indication of chang

er. In contrast to the
azine with a searing
across the bot-
e. Bantu World

dios. Of-

hn Lee of Fotokraft Stu
studio

20 A .
ﬁcni ;chn in the September 1949 issue of Zonk announced: ‘Jo :
portr photographer for Zonk magazine at your service — weddings, social functions.
AL aits and whenever you need top class photography’.
22 ee interview, op cit.
3 g"OOks interview, op cit.
% LOse'nthal. Bantu Journalism in South Africa, 0P cit,
Oee interview, op cit.
A:" the years, other staff were added, most of these freelance of occasi
fro ong these was the country’s first black woman photographef. Mrs Mabel Cet
m Port Elizabeth. (Press, Advertising and Radio Review, November 1936) _
i door-to-door in the

25 L
loe; says he often loaded magazines into the boot of his car and sold them
nships. The only exception to the role-integration was advertising, which Brooks handled

26 EIl‘lrr,“ self: 1 sold every penny's worth of advertising.’ (Brooks interview, op cit)
e magazine always called itself Zonk! African People’s Pictorial .

p20.

onal contributors.
u, a midwife

i
i
R
3
s
e
'
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AFRICAN PEOPLE’S PICTORIAL

Y

The fire
t cove
r of Zonk. A huge cailigraphic title and a picture of a less-

than-
bashful beauty in tribai regaiia
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would ; . .

- az_have: considered it undignified. But this was the first of a new breed of
< ﬁhelggst that fsaw all of life in exclamatory phrases.

J‘ istory of publishing in this country is full of fal '

fem. As Brooks describes it: ry se starts. Zonk was not one of

That i

thcacf;:r;f p;mt-ordcr was fqr 20 000. It hadn’t been on the streets more than a day when

— phoned up and said: ‘Hey, Ike, bloody wild-fire! Double the print order.’ But
ays a cautious fellow. So the next issue 1 put up to 30 000.#

The a fed . )
reseed ctivc.msmg community gave a cautious nod of acknowledgement. Selling
o its readers that the new magazine would be no militant muck-raker:

A : -

pubr;icsv}: gl;otomagazm.c called Zonk, designed mainly for the African reader, was

dCI‘Stan:i ;‘Jr the first time at the end of July. It is a monthly publication and has, we un-

n , the full approval of the Department of Native Affairs. It is non- political and
on-controversial

arketing techniques. It ran

Zonk was the first black magazine to adopt modern m
beauty contest,?* a contest

;zfu;a: riii?/rl;np.etxtli)ons — for example the first-ever black
beloved b r:;y u'rsary“ and even a male ‘beauty cgntest’..’l Contests are much
response iZ bCIchlcsiers. Not only fio 'thcy push up CUFUIat10n§,31 the sizc' of.thc
Advertis leved to give some indication of rcader. interest in the publication.

ers also conducted their own ‘surveys’ by running their own contests or by

including clip-out coupons:

stances kept a note of the
and. say: ‘Christ, lke, it’s
¢ with catalogue offers.

a to ring up and say ‘Come

3;2;0&'?5‘:’:;5612 — the big companics, that is — in many in
overwhelmin ct;: advertisements. They would phone up
Then they st g. dc response we're gsttmg.’ It was the sam
4P 10 the arted their own competitions. They had occasio

¢ office — look at all this bloody mail. A fantastic response.™

M
uch as Paver had done twenty years earlier, Brooks kept knocking on advertis-

2 < .
7 Brooks interview, op cit. The printing was done by T W Hayne Ltd, a Dagbreckpers sub-

Sidiar)r_

2 elling, August 1949.

0 Zomk e in Zonk, Aprl 1950.
undcr‘gra(z!v:ar?bcr 1952. A man and woman were
about black : yl;ars at Fort Hare. This also boosted the mag

31 Called &1 welfare. _

alled *King of Good Looks’. The names of the first winn

32 The
cludye force casual readers to buy copies rather than just bort
s a coupon which must be cut out. Some of the contests required readers to have a stock

Z;id:vk.-mp,’cs — which gave the magazines longer ‘reading lives". ‘Incidentally, from time to
amusinc ve adwsgq you to keep your old copies of Zonk. You'll necd them !:or an upus_ual and
again e Ckompc"“o”' with vaiuable prizes, that is coming up soon. So we're reminding you
Brooks—imccP- your °lq Zonks!® (Zonk, September 1952).

erview, op cit.

¢ throughout their

ponsored by the magazin
f being concerned

azine's image O

ers appeared in Zonk, April 1952.
ow them, because every contest in-

i3
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in¢ doors, spreading the new gospel that the African market was of increasing value
to consumer industries. If Brooks was not completely successful in convincing the
majority of advertisers, times had moved on and he certainly managed to make
more converts than Paver:

L k?Pt .teiling the advertisers: ‘Look, you’ve got to keep hammering away at these peo-
ple’ (biack readers). I think in a great measure my talks to the ad agencies paid off. 1
would say | encouraged advertisers to recognise the huge potential of the market.}

and;

I said.they should stick to institutional advertising. Get the reader used to ti}e names.
Get him used to seeing, say, Chrysler, and he’ll buy a second-hand car, even if he can’t
afford a new one.’

George Smith left Zonk in March 1951, to return to England. He was replaced as
editor by the only woman to edit a black magazine, Janet Eliza Hasted. Smith’s
Rlacc as second biggest shareholder was later taken by Hubert Ponter, a R.hf)de-
sian, whose stake in the magazine rose to over cighteen percent by the mid- fifties.’
P_Omer. together with his brother Bernard,”” promoted the magazine in the Feder.a-
tion, where it soon became a big seller. Rhodesian stories became more frequent in
Zonk and Brooks himself visited the country several times.* The magam.le’s
feputation spread elsewhere, too — letters were received from Algeria, China,

England, America and Denmark.® L
The Hasted editorship did not last more than a few months. Following disagree-

ments with the directors® she left, to be replaced by the man who Was o become
the magazine's longest- serving editor, John Lee. He describes it this way:

morrow, you are the editor

(Brooks) called me i - *As from to
) me in late one afternoon to say: ‘As n.’ “Well, he said,

?f Z,O"k-’ “You must be mad,’ I said. ‘I don’t know an em from an
You've got tweive hours to learn.’

3; iglg Zonk aiso produced its own market survey for advertisers.
id.

H Press Commission, op cit, Annexure VI, pl06. Ponter, who joingd
;v:s d;"cﬁbed as a director of seven other family-owned (c::ompamcs.
ater became chairman of the Rhodesian Chamber of Commerce. '
38 Later a mayor of Salisbury and Rhodesian Front MP. He also held shares mlezfv’;tld rer
% Zonk did not publish any separate Rhodesian editions the way Drum, fCor cxar.npim,‘ vould 19!
publish separate East and West African editions. And the Press ommedmin .- "

although the circulation spread over a wide area. the bulk of sales remain

(Annexure VII, op cit, pi03.

An example, the r!r,mn 'ufner '31 one issue: ‘Zonk in Yugoslavia. Thank yo;l v:g ﬂ;ﬁ?;f:;:z::

Magazine Zonk that I accept every month. 1 know no many English, but -nlgsyz)

with greatest interest — Wecrik John, Maribor, Yugoslavia. (Zonk, Apﬂlh as. ditor, was
¢ main reason, according to Lee, was 2 disagreement over whether s Ztcd on Zz;nk.

responsible for doing advertising as well as editorial a

Lee interview, op cit.

According to Brooks, he

39

41 dummies, as was €
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ight, with the cast of his se-

Ike Brooks,

(Picture: Courtesy IKE BROOKS)

Th
8 raturn of the ‘Zonk’ show

con@ show, ‘NuZoni’.
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Brooks : .
rooks has the highest praise for the man he made editor:

With :
out John Lee there would have been no Zonk. Apart from being a brilliant Press
man. He transferred

iiojf\?;xai?:t:c l;; ﬂ»\i@s also a brilliant editor and a brilliant lay-out
el @ ties to our black photographers and they became damn good jour-
By the mid-fifties, the board of di i

ies, the board of directors and relative shareholdings had changed:

39,9 percent
18,3 percent

[ Brooks (Managing Director)

H Ponter
MBL
RN Tazar 6,2 percent
I\
= 2,3 percent
J Lee
1,16 percent

Seg?;:;yf?zrel;oldem Wcrc.the auditor, A Van der Bijl (6,28 percent); the company
G Katz (5.8 ;s and, F T Ziervogel (8,72 percent); H Braveman (9,88 percent) and
shareholde:r percem').u In_ th_c mid-fifties, therefore, all the directors and all the
Connccﬁons were private individuals, all of them white, none of them with any

In 1954 E with major corporations.
Note, @’edTDOb began a second publication along similar lines to Zonk called Hi
at coloured readers. The editor of the magazine, which emphasised

short stori
ories, was John Lee. But Hi Note never became 2 second Zonk. In its first
back to 24 825 in the next

twom
onths, the average circulation was 29 636, dropping
4“

SX m .
Zoslrcltihtsséén s ﬁr§t year, it cost the company close on .
it made a lo was doing rather better than any of its rivals, however. The only year
ss was the first one, when it lost £3 853. In 1951 it made a profit of £416,
tal profit of

Which o
£11 szgoi;efrap‘d‘y 10 ten times that amount by 1955, aggregating a 10
ive years.4s That five year period made Zonk the first black publication

10 mak R

The :ncons.lsw,m profits over any extended period of time.*
ticularly :1g azne’s f?rmula. had taken shape by now: regular crime stories, par-
ong-running series about 2 black James Bond figure called Ray Malaga;

brief ph
0 i 1 4 .
inclugin to stories in which models acted out pre-prepared scripts; '
g snaps sent in by readers, entertainment and sport. There were occasion

Campaj . .
paigns, panticularly against theft, violence and prostitution.

42 H
tooks Interview, op cit. Vi, op ! Zon
11, ci 106, L1D. kin
B - t, PP 06 i 1957.

43 Al f
“ Pfcsslg(‘:l;: from the Press Commission, Annexure \
12 Ibid, p1] Sim‘ss“’ﬂ, Annexure V11, op cit, pL17. Hi Note was incorporated int®

O 3 .
L:: ;gpuld be careful with this figure though — Zonk was by 00 means a money machine. As
ints out, profits were just enough to keep the venture going:

ane — 11 ’
¥ — just enough to keep our heads above water.

«Zonk never made any real

B s ST TR
R T e RO
e

e 5 X )
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The next important figure to entet Zonk's history was Marius Jooste, managing

irector of Dagbreekpers, which owned the firm that pri?lt..ed Zonk. Joost: ‘;1)3:
nen the rebel of Afrikaans journalism. While advertising manager ©
£, Dagbreek,

/aderland, he had broken away in 1947 to start his ownl rival newspape

™ . [ . H ad
inanced i i . interests, The original intention b
ced largely by English capital and mining 0 few years the

seen to publish a ‘politically independent’ newspaper, but wi
shares in the company had fallen increasingly into the hands of Transvaal

Nationalists and the paper became openly pro- government.”

[n 1955, Jooste paid a visit 1O Brooks to ask him for some advice on blar_:k

pubiications:

that
Marius said: ‘Ike, the Minister (of Native Affairs, Dr Ve"“"’f‘d) has suggems;idr;xpw_
we start a magazine for Africans in English, Zulu and Satho. He told ¢ i
ple had been very discouraging about the project- ' What co : ks says
Lsaid, *"Marius, go back to the people who've beenl dhcou@ns .and 2y ifi:i::\):ith us?'
il be a roaring success.’ Then he asked if | objected that it wes in COTP
said, ‘Not at all. Competition i8 2 good thing."

In 1936, Dagbreckpers started Bona magazine,
only in the vernacular, in separate Zulu,
Brooks had predicted, it was indeed 2 success from the start. 1he
was 45 000, rising to 94 000 by 1959 — the pighest circulation of & e
magazine 4t the time % Bona’s formula, as was tO be expected fro 2 o ies the
ment printing house, was innOCUOUS good cheer. As Brian Bunting descrioss
early editions: '

. ; life ... Society
All 64 pages of Bona are devoted to the pleasanter "d:o:;”m:]zw 1o conduct 2
Africans who make good, happy children, weddings and mﬁms women.”*!

choir, the pros and cons of witcheraft, musical ands and 8

~ Within a year there was a row over Bona’s circulation,
in the Sunday Express in October 1957.

pecome man ing director of the

agin
47 politics. (The Press a$ Op-

Jooste's maverick im: the sixties he had
) age soon faded and by . !
giant Perskor chain and something of 2 \King-maker in Afrikas®s
PBOWION, Elaine Potter, Chapter 2). .
tooks interview. , words for commer:
Bona means ‘Look’ in the vernacular. The magazin® stressed plcac a: v:;itions. text requi
cial reasons — pictures could be re-used in the different ‘ll;;:) .
transiation. (Press, Advertising and Radio Review, March A inistration and Deveiopment
Figures supplied by Dr Werner Eiselen, Secretary of Bantd
10 the Second Advertising Convention, OP cit, p103: . then 71 000, then © )
Press, Advertising and Radio Review BiVes different figures: Daébrcekpen and prooably %
the first three months. Both sets of figures Were S“Pphed by
aggerated.
SU The Story Behind the Non-White Press, Bria® undng, 1959 7

8
49

0




-74-

Though privately run, Bona benefits from pubiic funds, for Dr Verwoerd, when Minister -
of Native Affairs, had made it compuisory reading :n Bantu schools which in 1957 were
taking about 35,000 copies a month. Thanks to this sizable state subsidy, the total cir-
culation of Hona i in the region of 85 000 a month:*? ~

The row flared up again two years later at the Second Advertising Convention in
1959, when Mr John Fairbairn of the Rand Daily Mail accused the Government of
subsidising Bong. Mr G H van Niekerk of Dagbreekpers admitted that about
20,000 copies of Bona ‘and other publications’ were supplied t0 schools.?

Meanwhile, Brooks had a surprise for Jooste — after urging him to start Bonra,
he now decided to take the lucrative Zonk printing contract — worth between f_our
and five thousand pounds each month — away.* He approached the rival

Alrikaans printing house of Afrikaanse Pers and ‘they jumped at it.»* The mOvE

would have a significance for Zonk that would only be apparent later.*

Zonk was encountering stiff competition from another rival, Drum maganr;e,
circula-

started in 1951 (discussed in detail in the next section). Although Drum’s
tion remained well below Zonk’s for several years, by late 1953 it had caught up®’
Drum editor Anthony Sampson has said that his magazine remained behind Z onk
until it was decided temporarily to change the policy to include political campaign-

in_g and investigative journalism. This lifted the ‘fog of suspicion’ that lay between
his magazine and its readers, who until then had suspected that it was run by the

Fhafnbcf of Mines.® Thereafter, Drum pulled shead of Zonk, which continued 1
o }tself as a non-political entertainment magazine.* A 1956 survey of the Press 1
Africa by Ruth Sloane Associates gives Drum &0 average circulation

g:ote: by Bunting, [bid, p6.

Secon Advertising Convention, op cit. ' i

! w,e nt to Marius and said: ‘it’s tigle to leave you. There's an 0 Id Africa adag:iit;l - s:zzc)::

;an t have two bulls in one kraal, You're starting Bona and it'l just be 27 extraa% a‘liayct:idewl'l
ut my stuff is laid out in your shop. Let’s just say this might lead 0 ‘

plagiarism,’ N
55 Ibﬁ m.” (Brooks interview.)

Afrikaanse Pers Be : i i the African m

perk was also showin some interest i 1o )
company brought out the first Afrikaansgbook py an African, Jol_zanm.e G:;r Dx;og;eivdshjg
;Oun,mt"metcr Arthur Nuthall Fula. Die Vaderiand described it a3 thc irst
bescnbes. objectively the life of raw Natives who arrive in the Golden ¢ity;
d‘;g: :’hlzl'll attributes the difficulties of urban N o954
ot blame Europeans for it.’ (Vadertand. 15 Jan ' < no 1953

o e T o ot
igure for Zonk, but the 1954 figure is 62 556. (Op cit- P28 96 and 103) 8O an ABC audit,
m‘:"k ; significant Rhodesian circulation would not be included in 3 S0U

ugh.

zg fmmbeat, Anthony Sampson. cofitable, &t
ronically, aithough Drum had a bigger circulation, Zonk was more P ’

this period,

i arket. In 1954 the
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South Africa and a further 12 000 in the rest of Africa, comgared to 62 000 for
Zonk 5

Brooks, however, has said that aithough Drum had more buyers, Zo.nk's‘
readership figures were higher,é and that this impressed a good many advertisers:

For example, | spoke to an executive of African Amalgamated Advertising, the
Schlesinger Group ad agency, and when [ sat down wanting to teil him about the mex:its
of Zonk and went on to circulation, he said: ‘[ don’t give a damn about circulation. I've
done a little research on my own and I know that Zonk has 2 colossal readership per

magazine. | want my people to advertise in your rmagazine.'?

But even Druim's advertising was moving ahead. An advertising ax_lalysm by Sell-
ing Age gave Zonk an average of 34 pages of advertising in the period Jangary t‘f;
June 1957, compared with 40 pages for Drum® Yet Zon{c never u}ade rum ‘
huge losses — partly because Brooks, a businessman all his life, ran 2 tighter opera
tion than his rivals.# N

Zonk had managed to impress at least one important group of peopl.c — 1
printers. In 1958, Afrikaanse Pers decided tO move into the ble'mk ?ubhcanons'
market themselves. But rather than start their O%T publication 1n the w;?_
Dagbreekpers had done, they chose to buy out an existing one. After doing 2 c:uld
vey of the magazine market, they came tO the conclusion that thc_best.bu); “1,- .
be the magazine they were printing already — Zonk. Their managing directof,

lan Victor, approached Brooks:

- e to
He took me to lunch and asked me to sell. [ said [ was not a dictator, [ would hav

speak to the board. They were all in agreement. . L
n addition to the commezrcial aspect where we all got some monetary f'°'§";:;a§§2,,d
let's be open about that — we all felt that @ giant company like Amkt;:m could do more
the means to expand Zonk. They had enormous financial resources, 2y O ie to do on
for the magazine, more for the African, than we maYy perhaps have been

our own ¢

‘ pumber which Brooks con-
Afrikaanse Pers bought all shares except @ smanondiﬁons of purchase and sale

tinued to hold. He also remained on the poard. The ¢

60

" The Press of Africa. Edited by Helen Kitchen. Page 45.

: Les confirmed this.
6§ Brooks interview, op cit.

Selling Age, : o
oy 4 egy ;;S::i::rwl:linm during the period for being strong on editorial,
management. | |
IB,rooks interview, op cit. h the same: -
ress. A view said much the Saie . tial financi

fres. e ungd :::aﬁ,di?laﬁt :ﬁn not be long pefore Zo"_k, w;‘?l t::l;‘::sﬁers and four
backing of APB, will stride forward with bigger papers: possibly tm field, is likely tO look to
colour advertisements. APB, now with its first magazte faen 19 |

' ias. 59.
wider spheres of influence, possibly in the RhodesiZs (March 1959)
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61 The Press of Africa. Edited by Helen Kitchen. Page 43-

o o confirmed this
63 gf?loks interview, op cit.

elling Age, September 1957. N on
8 The Bailey group was well-known during the period for being strong on editorial weak

Management. . :

gr°°k3 interview, op cit.
Press, Advertising and Radio Review said much the same: , : al
Press Review understands that it will not be long before Zonk, with the subs‘t:zr‘ll:: S::f:&r
backing of APB, will stride forward with bigger papet possibly full colOUr HE 7 ok to
colour advertisements. APB, now with its first Magazifc in the African field. is B€Y
Wider spheres of influence, possibly in the Rhodesias. (March 1959)
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irection of the magazine and ¥
included an agreement not to change the dlr;:t:i);self, Lee and the phot
contracts for the senior white staff — Broo "

i indeque # : , had given
edlé?)rni? eir’lull;licati%ns, like its prcdecessol‘b.B_az:::smm And'i:ts u‘z“ |
dependence to become part of one of the 1%1 the resources for expansion;
been similar too — only a large chain offere mposition of the sew Zomk

There was a certain splendid irony to the cr:, icior Dr Ben Havengs (iree
Apart from Brooks himself, there were Mr Jan one’Of the founders of Afeilad
the Afrikaner politician N C Havenga who Wal-; ter as the firs Herstigte Nesig
pe) . and Dr Albet. Hertzog, better krmw‘:hen all members of the board of ti
Party leader & With the exception of BI'OC{ks : t,hc Afrikaner establishment, And
black publication were senior representatives o ed African publications wat s
in those days, the Afrikaner establishment treat Was never any inerforence 1,
suspicion. Yet both Brooks and Lee say tg‘:; Zonk did not
editorial policy by the new owners.#® And inde hasis on short
during the late fifties, There was a greater emp

Stories and comic
: ‘ tertainment formula remained. the same.
Strips than before, but the basic en " i
Readers were assured that the policy ban on overt political commen r od h'
tact.

appear to change

As promised by the new owners, Zonk still m'anagf.d ;o do some mngm ?;
the technical side — it was the first black magazine Wltihs;l:r-cqlour comic strips ®
and the first one to offer full-colour advertising on inside p

ages™ It was also 8
leader in full-coloyr covers, which considerably .b‘.’°s.ted adv'emsmg.’.t ) :
In 1962, Brooks fell i} with a recurrence of old injuries Sustained dupng his army
days. While he was ip hospital, major uphegwals occprcd n the Afrikaang Press.
Zonk’s* new owners, Afrikaanse Pers, were in financial troube,

largely as a result

66 Brooky contract wag
sistence,

67

Hertzog's fay

her, General Barry Hertzog, was the first chairmap of Alfrikaanse Pers, Brooks
describes He rZ0g a8 most Tr:);nablc- While Mlmsyer of Health, for cXample, he gave the
magazine every assistance on a story they were doing on the fight 33ainst kwashiokor,

68 Brooks and Lee interviews, op cit. :

69 Zonk wag the first magazine for non-whites to wntroduce full-colgy, comics for readery ... *
(Zonk, March 1959)

requested by Afrikaanse Pers. The other twq 80t contracts at his ine

0 *Zonk made history in their March issue with two full-
the magazine, (ke Brooks, MD of Zonk Publications,
that any non-Europegn paper has reproduced full- cojoyr adverts g ity inside pages. Mr
Brooks agded thay tpe reproduction was so good th

at it impresseg cven the most critical of
*dVeTtising agents. One of 1rem is reported 1o have said: ‘Now we have got 1o go for colour’.
(Selling 4g¢, March 1961.) (Both adverts were for Ponds Cream,)
Sedling Age, September 1960. *lke Brooks, manager of Zonk, told Sellx'ng Age that the ine
troduction of colour (spot colour) on the front page had ap appre
the last six months. He feit that the introduction of full-coloyy v,
(September 1960).

Ciable effect on circulation in
ould b

€ even more effective.’

colour Page ads o the insid of
told Selling Age that thi he g

at this is the first time
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the magazine. [ke Brooks, MD of Zonk Publications, jour adverts o its inside pages:
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Brooks added that the reproduction was SO good tnat Now we have 80t 10 g0
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of attempting to start a Sunday newspaper, Sondagblad. There Were rumours that
the Argus group would move in and take them over. But then, in an effort to pre-
vent an English language Press group taking over an Afrikaans n_eWSPapef
organisation, Marius Jooste made a bid to take over his old rivals. The bid was ac-
cepted and a new Afrikaans Press giant, Afrikaanse Pers (1962) Beperk Was
created. The trustees of the new group would include the Prime Minister, Lt
Verwoerd, three Cabinet Ministers, or¢ National Party Senator and the Ad-
ministrator of the Transvaal.™ Jooste himself became managing director-

Zonk had no part in the machinations at the top of the newspaper et d
yet it was destined to become the first victim. Still in hospital, Broo'k.s decided @e
had enough of journalism and wanted to 80 into freelance advertising consulting.

His resignation was accepted with reluctance.™

, . . s dis
ke Brooks, founder of Zonk ... has severed all cor:nection with the publication art s

to set up as a consultant on African marketing and advem:ung ... he stresses s

departure from APB is on the most amicable of terms .. Wxth.U years :it: éma::ff ol

?ociation with the African market as a background, Mr Brooks is now c:f }cm y

ing his services to advertisers and others mterested in marketiog t0 ricans.

i well as

The new company now had two black magazines — zan ?.nd B;::ar;, 22 v
the newspaper Imvo. Lee was made editor of all black p\.lbhcam'ms.imil e n
20"7; putting the emphasis on urban, rather than rural blacks, 1 S

onk.

In 1962, Zonk came up with its last innovation, 2

Picture stories — the photo-comic. A small pull-out booklet Was stitc

ck-
centre of each magazine. It had its own cover and readers ?ould pm;gﬁ: ::oks
Copies separately from the parent magazine. The photo-corx.ncs were comuc &

Without drawings — they used actors posing for the camera
il romance plus dastardly intrigue, Were dreamed
Fleischer, who wrote under a variety of black pennames-
Comic was originally an Italian one, but Zonk was the first 59
ton to import it. It was an instant hit — indeed, ph
Staple reading matter of vast numbers of South Africans, blac o
WaS an innovation that cost Zomk dearly = the Hyman br | Drum, moved
publishers of Republican Press and Jim Bailey, publisher of the iV ’

12 Potter ; :
) , op cit, p71l. , ‘nterview, OP cit.)
;i They were very sweet about it. They didn't want me to leave: (Brooks 11

% Is’ress. Advertising and Radio Review, June 1962. sical
ample: Separated Hearts, by ‘Neo Thabo’. ‘Jim Nhiapo, medi€
ams that the university offered him a study grant to study ?m-ggry ove
Sammy, Jack and most important of all, Winnie Temba, Jim

say goodbye ... ' (Zonk, January 1963).
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into the market, producing cheap photo-comics which cut into Zonk’s  cir-
culation,’e

For the time being, Zonk continued as it was, in direct competition t0 its new
stablemate Bona, But the advertising was dropping off and so was the total aumber
of pages per issue. The days when Zonk produced 200 page magazines were over
— the average issue during 1963 had only 56 pages.

Lee explains the problem this way:

First, we couldn’t keep up with Drum. Second, the powers-that-be kept a close watch
on expenses. They kept our costs down so much that it became t0 the detriment of ’the
magazine, Eventually it was decided ‘why have two publications fighting each other? so
Zonk was turned into an English version of Bona.™”

ob.The last issue of Zonk appeared in July 1964. The magazine had to write its own
tuary: -

V_VC wish to announce that this is the last issue of Zonk to be printed as a separate edi-
tion. As from next month, Zonk will be incorporated into a new English edition of the
ever-popular Bona. ‘

We look back proudly over the past fifteen years; fifteen years of dedicated service t0
t.hc African peopie, fifteen years in which we achieved s0 much — pioneers of so many

firsts in the field of African journalism that even we have forgotten some of our magnifi-
cent achievements ... ™

6 Drum: The black media come of age

Had pohtlcal d ' . , , s States D
. evelopments not Balkanised Africa nto ¢0 cting =3, rum
Magazine would have been even earlier the sales brochure for Africa and Jim Bailey

"ould have been the Beaverbrook of Africa.!

0 - . .
Ql:lcg one man could have written the sentence above — Jim Bailey h1mself.d Ttlgc
© encapsulates the cool self-confidence of the man who has all but turned tne

76 Mo -

! IbidSt of this information comes from John Lee.
8 Eitnn

| iortal, July 1964,

Ut¢ ffom 2 § R A Bailey Organisation document announcing changes to the structure of the

A pers. (Hereafter referred to as Bailey

Mmpan .
Repopy ‘; No title, no date (probably 1966), no page num

1t should be

to be interviewed for this study, was
Somewhat reti

by one of his employees that this was
anisation himseif. Whatever the
ad on discussions with past and

entioned nere that Bailey, the first PC"’T‘;‘
cent in his replies to my queries. [ was to
eC . .

s he wished 10 write the definitive book on his OB

feason; . . 4
pres S 1 have made little use of this interview and relied inste
en[ Srmvalac, o . A .

L A |
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black Press in South Africa into his personal plaything. This man has made and
broken newspapers, magazines and printing companies; he has spent larger fqr-
tunes than other entrepreneurs ever manage to earn; he has shrugged off one dis-
aster after another, to remain, after more than thirty years, his own boss and the
only pioneer of the commercial black Press still in the business.

His empire confounds all the normmal rules of publishing — he has lost vast sums,
Yet keeps going — and one can only understand why, by beginning with the man
timself, James Richard Abe Bailey is the younger son of the mining magnate S.lr
Abe Bailey, from whom he inherited the fortune which allows him to dabble in
Publishing, indifferent to the vagaries of the market place. He is a former Battle of .
Britain pilot (where he learnt a certain chilly self-control and relish for combat) and
Oxford University student (where he picked up an enthusiasm for ancient history
a0d lterature.) He leads a Bohemian life-style, dressing in worn corduroys aqd ]
polo-necked shirts to attend board meetings; he surrounds himself with an eclectic :
caterie of friends — black and white, working-class and aristocratic, ruffianly and
fesptfctable. He stays at the very best clubs in London, yet is at home in some of the
secdier shebeens in Soweto, Lagos, Nairobi or Dar-es- Salaam. He is both Man of

Hers (author of several scholarly books on ancient history, collections of poetry
42d 2 novel) and Yellow Press Baron (accused by many of producing the most
*curmlous publications the country has ever seen). He will, on the spur of the mo-
ment, make decisions of the sort most people muil over for months; he is capab1‘e
° e’ftravagam kindness and sudden crueity. His employees are in awe of his
~OMineering personality; many fear him and a few bear him grudges. Yet at bot-
. the most plausible explanation for this wilful indifference to the norms of
>Wge0ls benaviour seems to hinge upon money: this is the care-nothing life-style
Of the English country gentleman, sustained by wealth accumulated by his elders
*d cushioned by it from the slights of ordinary living. Such cavalier inciiffertmsi.c to s
TETe reality helps explain the eccentric history of the Bailey publishing empire. k-
0 Jim Bailey did not actually start the publishing venture of which he is now so.le
S:mer' A company called African Drum Publications was formed in Cape Town in
aﬂgtemb“ 1950 with three sharehoiders: Mordaunt Milner Pty Ltd, Edna Jaffes
ch_MRab-::rt J Crisp. The nominal share capital of the company was £1 000.2 The
X ng force behind the company was Bob Crisp, a former Springbok fast bowle;,

TUch-decorated war hero and a radio broadcaster popular for his debonair ‘7
— in short, one of white South Africa’s favourite sons. There was one thing 3 ‘

\

Cns:}fl“ked — he did not know a thing about publishing for the Africar.l mal"k?;-’
o 80d Milner dropped out within weeks, and Crisp started peddling his | d°a
°F 2 magazine which would sell right across Africa — to others. He interested d

= Preg Commise;
Tussion, Annexure VII, op cit, pp90-91. . L

ry i : | ’ iley, * nie ou

of thp g, 0P Cit pl4. Also Sampson, *The Early Drum’, pi3 and Bailey, ‘Letting the Ge t

© Botle', 0123, both in The Bear of Drum, ed: Angela Caccia.

.......
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prominent Cape Town advocate, Mr Robert Stratford QC, and persuaded him that
a mere thousand pounds would be needed to launch the new magazine. It was
§tratford who then approached Bailey for a loan. Bailey seemed 2 good choice of
banker’ — he was then one of the executors of his late father’s estate and as such
one of five directors of Bailey’s Nominees Limited, formed in 1941. He was also
one of five directors of the family mining corporation, Union and Rhodesian Min-
Ing and Finance Corporation. These two companies in turn held the Bailey
group's majority shareholding in the second-largest English newspaper organisa-
tion, South African Associated Newspapers, and appointed three directors to its
board, one of them Bailey himself.? .
Q“ February 13 1951, both Stratford and Bailey joined Crisp on the bgard of
Alrican Drum Publications. They produced four ‘ssues on cheap newsprint of a
pubhcation named African Drum, priced at sixpence. The magazine (as later sec-
tions will discuss) showed no understanding of the slick picture formula pioneergd
by Z onk and was aimed at rural, rather than urban blacks. Not surprisingly, the cir-
chanon plummeted with every issue, beginning with 24 000 and sliding down to @
dismal 16. 000. Equally predictably, the company soon ran out of mqney-‘
Following rows with Bailey over editorial policy, Crisp sold his share in the com-
Pany to the other two and resigned in January 1952. In October 1952, the now-
bankrupt African Drum Publications was liquidated and ;mmediately replaced bya

S;ratford»s interest in the company graduaily waned however, and he sold out his
share 10 Bailey in June 1954.% Bailey was now the sole owner of the

which he has remained to this day. |
B The publishing philosophy of the new company, like everything else al?out
axleyt was rather more flamboyant than that of Paver and Brooks. South African
advertisers, as mentioned in the first section, had pinned their hopes on two
ma:kets_to expand their trade. The cne was local black consumers, the other was
ﬁfﬁ“‘“m trade. Bailey hoped to take both markets with the same Strateg) —
it th ; maga;ine that would appeal to Africans all over the cont;nent, carrying "
© advertising messages of South African manufacturers aming at the expori

mar .
ket. The Bailey Report makes this clear:

Press Commission, Annexure [V’ pp397,4m: Annexure vil, p89

> lbid, p90.
Inh; magazine was first printed in Cape Town by Unie Volkspers,
d printed by the Sunday Express Ltd. o ’ was called
_Cnsp emigrated to England where he went ‘mink and duck f 81 Ngﬂik (}’t::.:s Advertis-
‘;1' by tt;e London Sunday Express as a special War correspondent during 3¢ '
g and Radio Review, July 1957.) . ive i d. ‘[
As Bailey caustically puts it: ‘Stratford decided to leave South Afn_ca and .hve ll;ﬁﬂSlan .
want 10 talk to dukes and earls, he said to me. (Bailey, The Genie, op cit PRZ%

then moved to Johannesburg

Qo




Commercially, Drum wa¥ intended to be 3 vehicle for South African manufacturerss to

sell manufactured goods t0 the African continent ... Drum does present 10 manufx}c—
speaking

turers the only worthwhile media to advertise their goods throughout English-
independent Africa?

This marketing strategy caused some caised eyebrows at the time. Paver, for €
ample, considered it ‘pioneering at the wrong time’. He predicted that Bailey 3
‘continental club’ would be a disastel, pecause ‘what was good for Keny2 wasn't
good for here’19 As this section will discuss, the idea never did work out quite a3
Bailey had planned it — but it was far more successf’
Bailey’s second aim was still more ambitious. This son of 3
not going to defect from his family’s comfortable financial packground merely 10
produce any magazine — he was going to produce 0n¢ of the
the world. A letter he wrote to Press. Advertising and Radi
plained that ‘we have been endeavouring 10 lay the Iou
world's great papers’ !t The Bailey Report repeat
tended to perform for the continent of Africa the
other great magazines in the world for their respective countrie
Armed with these ambitions, Jim Bailey set
Magazine. Whether he succeeded is @ matter hotly debated ?.mon
the very fact that the subject is debated 2 all is some indicatio :
Where Bailey differed from Crisp — and from Paver, or even Brt?oks - was 1o}
attitude to s readers. His predecessor had fill i
that they believed the readers would — oOf shoul
preferred to ‘sound out’ the market O find out W

first editor, Anthony Sampson, has described how Baile
Henry Nxumalo, to give them 23 guided tour aroun

Drum. ‘A : o said aman Wi W or”
g, why do you dish out that st_uff. man B Chicts! We don’t care about Chiefs!

Py American suit .. ‘Tribal music! Tribal history® oward, that's
Give us jazz and film stars, man! ... You're just trying 1o keep us D€
what "3

-y o imali : <

Thls kind of ‘gut-level’ market research, OF mn}ghns with ‘hf ::n?:;’ o which 2

?a.\}ey trademark. He also started 2 regular series of Drum bp'mvitc 4 plied with

variety of township people from different social srata c
ine. HO

drink and asked their opinions about the m

9 Bailey Report, op Cit-
10 Paver .u‘ltgfview’ op cit.
Il Op cit, April 1957.

12 Op cit.

{3 Sampson Drumpeat, 0p cit, p20
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were of *grassroots sentiment’ and how much they influenced the content, 182 mat-
economics,

et for discussion in one of the later sections. For the purpose of this,
ection, it is sufficient to note that {hese meetings convinced Baile that the 3P~
propriate strategy was to aim not simply at 2 Afric
class 23 2 whole. He took the advertising trade’s oWn class-based grading gystem 10
ts ﬂatyurai conclusion and aimed at the down-market
tempting to appeal L0 Africans, Coloureds and Indians
lsing and Radio Review, (0P cit) explained that his P |
imed at the ‘Banty’ market — ‘they aim to provide readin material for the new “ }1
South African urban working class’. : o

Bailey's first move towards expanding his empire came in Jan 1954, %
launched a West African edition, which was to prove pis financ
venture. The history of the West African edition (an
which joined it later) s interesting enough 0 warrant 2
outside the scope of this study. In March 1954 ne launche
magazine called Africa/ based in part 00 the Zonk moC="
and was incorporated into Drum from August 1955. H
gurban and Cape Town which gradually pecame MmO i

°¥h“ Pg’ducing its own version of the magazin®

e Crisp legacy was soon fof otten and Drum .

fast, passing that oyf Zonk first, th%n that of every other magazin® the °°“m§z' :
Sales jumped from 20710 i 1951 0 60024 in 199312 36570 19554 12 May 1956 i
Bailey was able to announce 10 the marketing e, thr ugh the pages of :{”s;.
Adverrising and Radio Review, that Drum's ¢ ulation tstrl ﬁd the s °:e2_
every other magazine in Africa, white of aon-white i rikaans °rn & in
nacular.'¢ Selling Age, which began recording e er of asjes peraéno ising
South African magazines from 1957 onwards, gave highe* ve
percentage than many white magazines. e number
?“ from the mid-thirties in 1937 %0 ine mid-fifties
1gures for the time. The overall number of pages 18
mined by the advertising pudget, not by editori
pages by late 1959, which Selling A8 ascri

14 lm-eﬂli oW . . . . C it o
in London with Frank Bartof. former ettt and author
1960-63. Now a lecturet at the lnternation [nstitute in London
The Press in Africa: Persecution and Perseveram:e .

l{ Pr""ss. Commission, op cit, Annexure V11, p96- ced ond averafng
6 Op cit, May 1956. Elsewhere :n the same issuc it was a08OUTE T rum in 50U  African sai€>
sales of between 71 000 and 80 000. Bona would i fact s00" e of 3 Senel'OUS 'S“b”ﬁpdon,
The difference, of course, is that prum did not nave the advant®
a X vious section)

; from ‘the Department of Native Affairs. (See Pr®
Op cit, November 1959.




interest | ,
in the Bantu market’ 1 By 1957, the Bailey empire included branch offices

‘from Cape T .
pe Town to East Africa’ and distribution systems ‘across Nigeria, the Gold

Coast and Si :
Sierra Leone,’ and Bailey was cockily predicting that Drum would soon
' 18

be on .
sale everywhere in Africa ‘up to the borders of Abyssinia’.

Drum’s st ,
cluded thesﬁt;g:; Xasthm the calibre of the people it employed. The editors in-
nthony Sampson (now a best-selling author and sought-after

columnist ' :
) and Tom Hopkinson (a pioneer of photo-journalism during a long and

distinguish )
ed career as editor of Picture Post and one of few British journalists t0
hotographers

be kni ht .
such ai Iaef)é:he white staff included international award-winning p
rry and Jurgen Schadeberg and highly regarded journalists like Dave

Hazelhurst )

regarded wglrozvo:anagmg editor of the Rand Daily Mail ), Bob Hitchcock (highly

Argus )But it was °;P°nd=nt), and Humphrey Tyler (now assistant editor of the
the black reporters who were perhaps the most remarkable, for

their tal
umalo, ;;t:niz":jﬁ?wth%se W,ho have followed them. They included Henry Nx-
vestigations which bror rum’, who was responsible .for a series of courageous in-
tion); stylish and ught V\forld-fame to the magazine (discusse i
much-copied feature writers like Arthur Maimane and Todd
agubane. The literary

Matshikisa; : A
world tr::{'sa?f the mdf’lY' acclaimed photographer Peter M
e magazine’s writers with reverence — the Drum School is con-

Sidered a .
Motsitsi, g:elcsn age in black fiction, including names like Can Themba, Casey
¢l Mphahlele, Bloke Modisane, Nat Nakasa and Lewis NKkosi. AS

Frank Barton puts it:

On L '
jou:n:ia;t:o l}:“;‘d it to Jim — he financed the training
nalism.’ act that, I'd say, was Drum’s greatest contribution to South African jour-

ground for plack South African

Ye . . _

maki;;o;:g its success at attracting and holding r¢ rum

1951, £20 54;3? Between July 1951 and June 1955, it lost £71 568. IF lost £7 029 in

fortunes until ;} 1953 and £21 092 in 19552 It WO e costing Bailey vast

in his new ay 1965 when he closed it down and m .
spaper Golden City Post.* Any other entreprent in the same position

18 Ab ’ |
4 dv::;t Wwhich the rise of independent Africa prevented him from ever living up to. (Press.
Bart sing and Radio Review, OP cit, April 1957
Presgn interview, op cit.
Commission, op cit, Annexure VI p95. _
{ zD,.k-compcmion from photo-comics-

2l Th
¢ reason for Drum’s demise was similar to that ©
from the film-book type of
me two years

gl?ggi:lmsclf blames it on: ‘peing assailed DY S i eti

before. °Ba“f1 Radio Banw, which had bee! introduced by the Government 50 :
busines ( h;:ey Report, op cit). He le i ~veat into the photo-comic
Since s himself. starting a company called Impald Pub :0 produce these booklets.
the overheads on producing photo-comics 2re minimal, they pecame his most proiitable

venture. (Interview with Jim Bailey, 1978)-

19
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Henry Nxumalo, seated at the

with Mathew Nkoana

ather typewriter,



career in a bankruptcy court — Jim

would have sold out long before or ended his
put it to me, ‘Drum was 2 rich

Bailey simply carried on publishing. As Barton
man’s plaything’.?

Bailey's money is something of a mystery. As
under no ob.hgation to issue public statements OF
and close friends are not entirely sure how much money he has or how much he

has spent on publishing. What is known is that he receives 8 regular income from
blishing business, but also for

:: tAbe Bailey Trust, which is used not only for his pu

beinWO very large farms and for his personal requirements. Arthur Maimane recalls

Bailg sent on errands to the Trust offices near the law courts for his boss: “The

T ey Trust controlled all the finances and paid all the bills. 1 had to rus t0 the
toﬁszéfﬁces every week to collect my salary. 1 didn’t get the impression that they
X im what to do, though.” During the fifties, the Bailey Trust was administered
y a group of trustees whose number did not include Jim Bailey, although other

m?rmbers 'Of the Bailey family were on the board.
c'alhe Bailey Report of the mid-sixties, which is as close as onc can get to a finan-
ial statement on the organisation, reveals that all losses were made good by Bailey

himself from his ‘Director’s Loan Account’

sole owner of the company, he is
company reports. Even his editors

?e‘:tUM PUBLICATIONS (Pty) Ltd: Authorised share capital — 2 000 shares of 50
Acci cach. Issued share capital — 3 shares of 50 cents cach, fully paid.

o mulated losses to 30th June 1965 amounted to R106 499,92¢c, and the necessary
orking capital was provided by Mr J R A Bailey's Director's Loan Account.

amounting to R119 577,80c.

b Thcr,e seem to be two theories as to why Drum could at on¢ and the same time
ca Cl’rculation success and a profit disaster. The first is the ‘managcnal. con-
spiracy’ theory subscribed to by every editorial staff member ] met, but succinctly

summed up here by Barton:

allingly badly managed. It lost

Although Drum had the pest editors, it was 8PP
astronomical sums through sheef mismanagement®
oanh; re is likely to be some truth in this claim. Although each publication had its
individual editorial staff, a single management structure co_ntrqlled the whole

d all publications. The most

organisat; (
rganisation. This meant that any weaknesses affecte ] t
en the business manager, who discovere

seri A .
rious case occured during the fifties, wh

3 )
7% Bar.ton interview, op cit.
23 Maimane interview, op cCit.

4 ane in
"I':;‘e right-wing commentator Ivor Benso ‘ ' ‘
odes Trust in London. The Rhodes Trust, whose directors durng the fifties were peopie at

the very centre of the British establishment, had links with Argus, SAAN and also }with Bantu
Press. Benson, The Opinion Makers . cf Press Commission, Annexure Vi1, op <, p95.

25 Op cit.

26 Barton interview, op cit.

n has suggcstcd that the Trustees are appointed by the
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he had made substantial losses due to errors in his calculations, tried to conceal
these by ‘cooking’ the books. Bailey puts the matter in his own inim table fashion:

When the balance sheets giving the correct figures appearcd I spoke to the manager,
who then spent some days in hospital.” '

Bailey himself nad no business qualifications before going into Drum — unlike
his predecessors, Paver and Brooks. Although neither Paver nor Brooks knew any
more about publishing than Bailey when they started off, they at jeast had solid
business backgrounds. Paver had been a space salesman, Brooks an estate agent —
and they were both adept at corporate hustling. Bailey went into Drum as much ‘for
the adventure as anything else, and adventure appears 10 have remained more im-
portant than bookkeeping.?? g T

The second theory as to why Drum - like most of the Bantu Press publications
and Zonk too — never became financially stable, has to do with the structure of the
a_dvertising industry at the time. As was discussed in the first section, enough adver-
tisers were interested in the black mass media to get them started, but not enough
were interested to keep them afloat. It was not sufficient that Drum Was _packed
with advertisements — the only way it could lure them was by offering un-
eccnomical rates.

Further, there were some flaws in Bailey’s advertising strategy. As Paver 1_‘ad
pointed out, one could not market a single magazine to a whole continent. Bailey
had got around this by ‘regionalising’ — offering quite separate editorial for each
country. Some of these regional sections Were profitable in their oWn right, but asa
whole, the strategy proved enormously costly. It involved the expense of running
separate bureaux throughout Africa and airfreighting in vast bulk frpm’ London
every week. It also negated the whole idea of the ‘continental magazne — what
Baﬂ_ey was offering were several separate publications. The rise of the independent
African states also negated the fundamental premise of Bailey’s credo — Fhat
Drum, through its advertisements, would be the «qales brochure’ of 'SOUIh African
eXports to the continent. Although he himself managed (but only just) to keep 2

foothold in independent Africa, the South African companies upon VRO he

banked his hopes, had no such luck.

Similarly, the strategy of aiming a single editorial product at the whole .‘Sout.h
African working class’, regardless of race, never materialised. BY keeping s
Coloured and African versions of Drum separatc, Bailey was implicitly admutting
to flaws in his own marketing strategy.

Like its predecessors in the black media, Drum was launched upon the tantalis-

27 Bailey, The Genie, pl32. The losses were so SEVET on this particular occasion that Bailey

to sell his house.
Asked why it was that Zonk made more money with less readers
that it might have had something to do with the relative quality ©

than Drum, Brooks suggested
f the managements.
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ing dream of solid advertising support. Like them, it had to learn that large as this
support seemed, it was somehow never large enough.

7 Post: Beaten by the monopolies

[n March 1955, Bailey launched the tabloid Golden City Postin direct competition
with Bantu World. The contrast between the tWO papers could not have beent

greater, both in content (puritan vs libertine) and in sales (modest V8 meteoric). The

irony was, that after a sixtesn year battle in which Post’s market c.lominaflcc was
never in doubt, it was World which triumphed. The history of Post is the history of

a losing battle against monopoly power. | . ol
The Press Commission calculated that in its first year of existence, Post stole

from the Bantu Press papers 38,26 percent of ‘the total annual circulation of Bantu
newspapers’.! The reason, Or SO its proprietor and editors thought, had to do with
its go-all-the-way-and-damn-everyone philosophy. Frank Barton, on¢ of the few
people to work on both Drum and Post, told me that he left South Africa ‘because
of the shame [ felt at working for a paper like Post’.

It was the most scurrilous paper on any bloody continent. There Were == literally, ll tel
you — standing instructions to lead pages, say three, five and seven, on & FEpe: ook
back in shame on it. It was bloody disgraceful.’

Post, in Bailey’s words, was to be " tabloid newspaper for the South African
'3 The man behind

masses which would be racy, modern, hard- hitting and honest'” pen
Post, one of the few Bailey editors to manage 2 relatively harmonious relationship

with the proprietor, was a British immigrant called Cecil Eprile. Eprile a“',“’“‘b‘?i
South Africa a sober enough gentleman, ‘with a grey Homburs hat and a little
of the Edinburgh Evening News' ¢ He went 10 work on the Sghlesmger organz:sa-
tion’s Daily Express, which entirely changed his attitude to journalism. e £x-

press, edited by Arthur Barlow, was South Africa’s first taste of racy, mﬁhmﬁiz
journalism in the Fleet Street style? It used photographs and headlines

PT=S§ C_ommission, Annexure VII, pi21,124.

Bmon interview, op cit.

ziule\!. The Genie, op cit, pl44.

.19‘5c80)rd ng t5 a former editor of the Express. ( Press, Adver
For this information | am gratsful to Saan archivist Charles Bloomberg, who is working or a

history of the Express group. The history of the Express i3 remarkably similar to that of Post —

it made such damaging inroads into the circulations of its chief rivals, the Ram.i Dq:’ly Mailand
Star, that the two big newspaper groups colluded 7 buying it out and shuting i down.

W —

rising and Radio Review, March

i
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@ there arc over 1.260,000
literate urban Africans

@ over 1,263,000 African
children at school

@over 25,060 African
teachers
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(ESTIMATER) IT'S YOURS, ALL YOURS—FOR THE ADVERTISING

Bailey organisation advertisements for prum and Golden. City Post,
aimed at marketing executives, which appeared in Selling Ag® in 1988
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PO‘dness and regularly ‘scooped’ its more cautious competition. Eprile became an
important member of the Express staff, rising in rank to Chief Sub-editor. At Post,
’Ep“le and his assistant editor, Hank Margolis, also 2 former Express employee,
took the Barlow-formula further than ever before — Of ever since. Post’s
philosophy was summed up in the advertisements that appeared in Drum early in
1955 heralding the launch of the new tabloid as if it was a major title-bout rather
than a newspaper: ‘It’s what they’ve all been waiting for. IT'S NEW. IT'S BOLD.

ITS FEARLESS!' S

Unlike Drum, Post has not been the subject of single book or major academic
study. This is an extraordinary oversight, because, in terms of influence alone, it
must rank as the most important black newspaper to appear. As the first successful
mass- market black publication, its format and sales policy (discussed in the next
section) have mesmerised subsequent generations of publishers and editors to the
point where the Past style is not ouly the reigning orthodoxy, it i3 unthinkable t0

use any other approach. The Bantu Press, a3 the next section will discuss, was

almost immediately thrown into a tizzy by the appearance of the new tabloid, and

any number of different ‘copy-cat’ versions of World were produced over the years.

In the late sixties and early seventies in particular, it took a practised eye t0 tell the

;mferegce between a page from Post and one from World, Similarly, the Rand Dat-
v Mail and Sunday Times ‘Extras’, aimed at township readers, were staffed by

former Post employees who were considerably influenced BY that paper’s style”

It is some indication of how much capital costs had risen since Paver’s day, that
even the wealthy Bailey could not afford to buy his own newspapet compositg

room and press. * Part of the problem was that, iolike Paver, he was unable t0 get

permission to use ‘cheaper’ black works staff, ? Post was typeset instead by South
Beperk. Contract

Af_ric-an Associated Newspapers and printed by Afrikaanse Pers ontr
printing caused a number of problems; in particular, awkwardly long deadlines im-

posed by printers who gave priority t0 their own papets.
Post reached the 70 000 sales mark within months of its launch, and then became

L b e ot .
e e L

Drum, January and February 1955
The same applies to the ‘Extras’ published as black adjuncts of $0me white newspapers. The
man hired to do the original feasibility study on the o iras was the former deputy editor of
Post, Dave Hazelhurst. The first two editors of the \Extras’, Gavin Stewart (Rand Daily MaiD
?nd Jac.k Blades (Sunday Times) both arrived straight from Post.
‘jf ,G‘“"" Stewart, The Development of the Rand Daily Mail as an
Unis2 BA Hons dissertation. 1980.) S

e did set these up some years later, nowever, when the pew photo-setting and offset-litn0
technology eiiminated some of the enormous costS involved. One should stress the word some
t;;)wever — the value of the piant was R350 000. (Bailey Report, OP cit). ‘

¢ complaired bitterty about this in Press, {dvertising and Radio Review: "'We have so far beenl
unable to obtain permission to use non-European labour 0 i apers, although there
is supposed to0 be such a thing as positive apartheid.’ (April 1957.) i

[nter-Cultural Newspaper,

. é"; ‘



the first b .

telling real.acﬁsp;? er to b’reak’ the 100 000 barrier® In 1958, Selling Age Was

g Pors Bat Post’s mmmmg circulation was causing the printers,
been installed to ceper‘kl, production headaches and that a new rotary press had
15 own press whi:g?. 1Th¢ production problems con :nued and Bailey installed
trol called Tr{Mty Pﬁ;n- 963 was tran!ferred to a separate company under his con-
¢imbed above the 700n§d%and Pubh"{m&“ During the mid- sixties, the circulation
cond only to th § m.ark and, in 1971, Posthad 8 circulation of 235 000, se-

e Sunday Times among English language newspapers.’

But beneath Post’ .
Post’s public image of triumph-following-upon- triumph, the paper

was actually i :
y in serious trouble. The first problem had to do with the fact that the
ount to pookkeeping embellish-

i‘h:t:t?%;ef:ulation. figures owed a certain am
nation-wide S::;:; ‘:difa_":" two Posts. The first was the one everyone knew, the
on Thursday, was call 200' T.he,“°°n¢ rather smaller editiof, US y published
advertisements and Sinfil the *Midweek’. The midweek edition carried the same
were different. There i ar fea:tures to the Sunday edition, but the front nEWs pages
week — Bantu World :ig othing unusual about one newspaper appeari
that the midweek and so for years. But what was controversi
conglomerate ﬁgul.: Bs:ﬂnd’ay sales were added together and pu

. Bailey’s explanation was that these were merely different ‘edi-

tions’ of the
same newspaper, added together in the same way that sales figures for
are added

the ‘Sto
Press’ . .
tOge&her?Th:;srg and Lﬁ“ Final' editions of evening newspapers
Star, for exampl ument did not convince everyone — some pointed out that the
ple, does not add together its Tuesday and F

Was a sec

editorial cg:tc: §r0blem too: Bailey had to carry the circulation, printing ‘and

A still more two editions in return for the advertising 1€

hands of Baile Jerious probiem was that distribution of Post was always in the

and Circulatio: Sfcme rivals — the Bantu Press and Argus. BY the 1950s, the sale

by a single com 90,8 percent of black newspapers and magazines was dominated

over national dg:ng t.hc Bantu News Agency, which exercised such tight control

understand the ribution that potential competition Wés effectively shut out: To

Bantu Pres problem, one has to go back
s. An American missionary named Dexter

better-kn
own ii ..

liberal missionary Ray Phillips, asked Paver t0 empl
hich Paver took ovet, thinking that

he did. Th
it would beeszn had Startr:d a small bookshop, W
useful adjunct to branch into the pookselling field. 14 In 1938 he

Microfile
SA | ;
td. South African Newspapers and their Histories, pamphlet, 1971.

Sell;
ga,-;:g Age, September 1959
Microtie aa P & “
e SA ‘. _ .
l; 159), Ltd, op cit. Bailey gives the 1971 circulation figure a3 260 000.
aver intervie .
w, op cit. The agreement with the Typographical Union (mentl

prevent.
Prevented the production of books bY Bantu Press, but

(The Genie, op <it,

oned previously)
er from selling

did not prohibit Pav




founded the Bantu News Agency, the original intention being to limit the company
{0 the distribution of Bantu World and Imvo only, branching out into the book field
la‘c}‘, rather like the Central News Agency.t Distribution had always been 2
serious problem for the black Press, a3 Rosenthal has pointed out:

The main problem ... is that there is nothing in the field of Bantu economy cor-
responding to the corner news agent. Every publisher so far has had to build up @ chain
of distribution points on his own, a most wasteful and costly method. For many Bantu
journals, this has meant ruination.!¢

Using a distribution system based on paid agents in each aread (discussed 1n
previous section), Paver soon managed to build up an efficient circulation network
which grew to include all the newspapers in the Bantu Press group. But .the
bookshops idea never materialised. As Paver explains it, Bantu News Agency falled
to “take a leaf out of the breweries’ book and get tied houses, SO W€ had °“ﬂ°t5’_'" )
[n 1952, Paver began talks with the CNA, the organisation which monopoliset
the distribution of ‘white’ newspapers, magazines and books. Paver had 2 close as-
sociation with A V Lindbergh, one of the owners of CNA, from whom he hac
borrowed money previously to buy the [langa stand in Umgeni Road, Durban. '
He believed that the CNA'’s expertise and capital would be an advantage to the
Bantu News Agency and that, in return, he could offer them ‘an opening n the
field for the development of African literature ... schoolbooks and that kind of
thing' 3 The share capital of the Bantu News Agency was substantially increased
and CNA bought a 75 percent share® with Bantu Press retaining the other 25 per-

cent and the right to appoint three directors.2*The agreement,
mission pointed out, gave the CNA 2 monopoly on

country* The interlocking shareholdings Were still m

Argus company owned a large share in the CNA, which in tur, (via its own lgrg‘::;
shareholders, the Lindbergh Group), was the second largest shax.'eholder in So

Affican Associated Newspapers.®? As the Press Commission put it, bers of
scope of the CNA monopoly has tended t0 increase ... in respect of numbe

copies handled and the importance of the newspapers it delivers’.?

112 i"‘"‘““' op cit, p7.

¢ Rontal op i 7L

18 Ibid. interview, op cit.

19 IBid.

30 Harrison, op Cit, pZO.

# Z?SIC"mmiSSion. Annexure X11, The Central News Agency Group:

n i . .

22 1bid. ngg;cmgc:{: g:‘?fg’sﬂagozp&"; mompany. The CNA's role is in some ways
similar to that of W H Smith in Britain, which, a3 early as the mid-nineteenth century. acqumg
‘strategic control’ over the Press. The company has been accused of censoring newspapers

books. (Curran, Capitalism and Control of the Press, OP cit, p222.)-

Press Commission, Annexure XlI, op cit, p347.

its Distribution Activities
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R Bailey followed in the footsteps of Brooks in deciding that the Bantu News
gency™ was the only efficient distribution agency, that it was not possible to com-
‘1’;;; with it, and that it therefore made more sense to use its services. In February
worlz tgercf ore, he .swm':hed from CNA to Bantu News Agency. This arrangemcr}t
oot adequately while he published only Drum.for the magazine was not in

ect competition with any Bantu Press publications. But it became far more
serious when Golden City Post came dut in direct competition with Bantu World.
For, as the Press Commission pointed out:

;h; {;Ct that Bantu Press is represented on the board of Bantu News Agency means
q ¢ ‘a_fSCSt customer of Bantu News Agency, viz, the Bantu Press group, has a say in
etermining the conditions of the distributing contracts for all other owners whose
news-papers are distributed by the Bantu News Agency. If the Bantu Press uses its posi-
tion ... to obtain better terms (for its own newspapers) than can be obtained by another
owner, Bantu Press would be making use of CNA’s monopoly 10 protect its papers
%_Ehaln;t the competition of Golden City Post or a new newspaper. _
b ¢ fact that Argus Printing and Publishing is one of the controlling shareholdf:rs.m

oth t1.1e Bantu Press and the CNA ... mean$ that a company which has a financial in-
terest in the largest customer of the Bantu News Agency has & say in determining the
conditions of the distributing contracts of all other owners ... CNA of Bantu News
Agency can prevent other owners of the native Press from being able to negotiate ... 01
equal terms.

H'B ailey would have agreed wholeheartedly with the Press Commission’s opinion.
7015 problems with the circulation of Golden City Post began when sales .topped the
900 mark and the Bantu News Agency raised its distribution fees. Bailey had no
option but to raise Post’s cover price, which caused a drop in circulation:

Post proved an immediate success from inception and, in 2 short space of time, reached
a circulation of 70 000 copies. However, the growth pattern was to be abruptly checked
when our publishers forced a price increase from 3d to 4d and this inhibited growth for 2
number of years.? o

By the mid-sixties, circulation was climbing again and the Bailey Report could
Conf_"demly predict ‘substantial profits’ in the future. But the war was not yet over,
particularly since it had its personal side too — 2 passionate enmity between Bailey
and the Argus company's Layton Slater. In 1968, the Argus company opened 2 3¢
cond Front’ in its war against Bailey — 2 Sunday pape’s called Weekend World,
was started in a deliberate attempt tO muscle Bailey out of the market. The

editorial director appointed to run World and Weekend World was Mr Charles

Stills, a highly-skilled journalist in the Eprile mould who produced 2 newspaper

with the change of Bantu

) ncy in 1956 to coincide

The name was changed to Banner News Age
2 World 1o World.

% PT{‘-SS Commission, Annexure X1, op cit, p349.
: Microfile SA Ltd, op cit.
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remarkably simi .
aimed 2}(?{1153;111&;0 A’;":’" differing in marketing philosophy only in that it was
managed to outsyu th ricans?? But despite the changes, Weekend World never

ell the now well-established Post. The Argus company won its vic-

tory in other ways
Bailey's version of

un W:Z;e:;rs;;n IOf why Post fol.ded is that the Argus company was big enough t0
cut him on advo:t‘iis at a loss, which gave shem the freedom to deliberately under-
longer keep oi: ing tariffs ‘and cover price, to the point where he could no
was manipulgat . dg. Hde also claims, it particular, that his distribution via the CNA
against him® and that Argus used their influence with the merchant banks
owned (bY Argus) and in the

Th . . .
Ca; e0!12 :mlgtnxilbuuon agency I could use, the CNA, was
, y, the control of my distribution was manipulated against me.”
Post was sold to

In

the ;1.9;11; :Dze very hei.ght 'of its circulation success, Golden City

spaper, based iiagy’ ;v hich ‘I_nm°diat=1y down- scaled it to an Indians-only new-

company ever urban. Bailey has nurtured a deep bitterncss against the Argus
since, which is the reason for his decision to launch the Post ‘clone’,

Goé‘:ﬂ‘?" City Press, in 1982

e ? f

far the Li:(?;rxenu & the hands of the Argus company demonstrated just how

with, there wcr:‘:gnomc conc.entration in the black Press had come. TO begin

Then Paver mov : .small,. Afffcan-owned papers, each independent of the next.

swallow almost thc in, still with a relatively small company, and managed to

expedient to sel e whole black Press in less than 2 decade. Paver himself found it
sell out to larger companies, which increasingly took over his com-

pany, ultim g
millionaire ately Pusﬁmg him out of the door t00. And now Bailey, free-spending
son of a mining magnate, found that n

publishing monopoly and win. ot even he could take on 2

which would also have
was too much enmity

2 Stms ¢
old me that the paper was modeiled on the British Daily Mirror,
all three. (Stills inter-

serv
be “:Se‘:‘ :ff:i:::l for Post. it was for Africans only he said, because there
b)) \{i':“’. 1976). s, Coloureds and Indi aper to cater for
<0 It sh .
mm‘;“i;‘ l§’°“1tet1 out that Layton Slater, now Argus chairman, has denied
nalist i plicated controversy as to why Post folded was waged in the columns of
» Bailey February and March 1982 '
0 Not al The Genie, op cit, p139-
bl 10 can be blamed upon Argus manipulation,
orgm:t‘f“d up to the Weekend
quality g r::u He received ‘expert’ advice that it would P
of the press alf;press to print Drum and do jobbing’ printing
was forced t ost bankrupted him and prought in very little in
one of Baile sell it to Argus, who in tur sold it to Republican T
ey’s biggest rivals, Bona magazine.

ans for one NEWsp
all of this. The
The Jour-

however. One o

for outside cOm
the way of outs

f the reasons Bailey was un-
i ement in his own

World onslaught had to do Wi
ay him to buy an expensive, high-
panics. The cost

ide revenue. He
ess ... Who now use it to print

P
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From staid didactiqism
to slick sensationalism

Newspaper and magazine publishers, like any other consumer g0ods fnmum.
turers, use the standard marketing technique of aiming their commodities at th.e
centre of the largest audience. The probiem, however, is that in publishing there 1S
more than one commodity on sale, and more than one audience of consumers.

N?“'Spap?f publishers do not just market newspapers — they also trade in human
beings. First, they offer their publications for sale as bait to lure customers- Then,

they count and sort these customers and sell them, in turn, to 8¢ il
ml““ leading American publisher, Conde Nast, had this explanation own
e _ )

[ used to think of publishing as something very grand — even mymo‘“-

clear thinking led to the conclusion that publisting. anaiysed 10 its :

be resolved into nothing more than a Name-Brokerage Business. The ”
certain qumber of pages with reading matter, drawings and photos. H‘;_;:“ :P“k‘
baits his pages with such editorial matter that he will antract . '"':
number of readers or a specific class of readers, which te offers them at a considerabl

loss,
Then. h ; mdmmemmofi
emrnstoadvemsenandmerchmuofmewumry Access 10 will
n

Name Broker, he says: ‘I have gathered togethet 3 lit of names-
enabie you to promote your business, and [ will let you have access 1O

The customers have themselvé become the cou:modiﬁa. _
°f. consumer goods manufacturers. Publishers, therefore, unlik oy L
of manufacturers, cannot simply aim for the centre of one market. They m

‘S:C% :he preferences of one audience (readers) 2gainst those of another (adver-

: Theodore Peterson, Magazines of the Twentieth Cenry. O cit. p65.
irsch and Gordon, op cit, p4l.
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There i ;
once T :ts :v‘f:’;:s‘f:‘s“s“ﬂ about producers aiming at more than one market at
can be used for fu m.l ¢ own economics label, ‘joint supply’. Timber, for example,
The lumber mill ow;ure, roof beams, paper, toothpicks, cricket bats O whatever.
most lucrative Whatcrs watch the different m'arkcts and go for whichever 2r¢ the
— the one de.cidc ﬂ'l“akcs the Press unique is the relationship of its tWO markets
If newspaper s ihe parameters of the other.
would aim fgr ml::bhshmg b“}a"ed hke any other consumer industry, editors
senses, ne.wspapers,sdt astes — aim to give readers ‘what they want’. And in many
the most exotic iu 1.o beha.ve that way — but pot entirely. Editors must perform
the kind that thi 3&‘“8 act in consumer r.nark‘eung. They must produce material of
To a dVertiserg thnk the advertisers will think the readers will think they want.
numbers of the b ek;neasure of a good newspaper is its ability to ‘reach’ large
likely to spend og t kinds of people. And the right kinds of people are those most
n consumer goods. The media are alone among consumer in-

dustries in
that they do not merely count their customers, they weigh and classify

them too
_ A manufacturer of trousers is indifferent to who buys the product —

what counts i o s !
. dVCrtisersts tl; that it is bought. Since newspaper customers are themselves sold to
, they must be picked with care. Advertisers break down newspaper

readers into six categories:

AM . .

higmARKE-T' Top rank business executives, entertainment an
" MyA 1;q{uahﬁcd professionals.

erv KET: Business managers, directors of smaller compan
ol rvrilixs middle-rank professionals.

s MAl;ﬁET: Junior managers, white collar workers, clerical staff.
D MAR ET: Skilled artisans, lower rank civil servants.
E Ma KET: Semi-skilled or unskilled workers. _— -

, RKET: Pensioners, unemployed. B

d sports stars,

ies, senior civil

The criteri "
come ling:r;a for selection are ambiguous — ostensibly, the breakdown is on in-
, but there is some class differentiation. C1, for cxample, is white collar

and C2
blue collar, yet many of the latter earn more than the former. Similarly,

there ar ;
c : . . .
racial implications — A and B readers are mostly white, D readers arc
become gospel to

most| :
the - g blafﬂf- For all their shortcomings, these categories have
Aj vertising industry.
‘ \r . . . . - .
urban :.“561'5 favour publications high on A and B readers, preferably living 10
goods re?s where most of the shops are: Marketers of household and cosmetic
prefer women readers (who do most of the shopping); car manufacturers,

ban .
\sgjf:ior:achmery advertisers prefer men. .
D, luxury gof):lmc:i goods manufacturers aim for most markets, ir_IClUdmg 2 and
car, phO;Ogra :ﬁa VCI’?ISCTS do not. Some of the biggest spenders 10 afivcmsu.mg —
and jewell P C.cqmpm-cnt and hi-fi manufacturers, 1.uxury h'otcls, posh’ liquor
ery retailers — ignore ‘downmarket’ publicauons entirely. And even for
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consumer goods advertisers, a ‘downmarket’ publication is only a viable vehicle if
its circulation is enormous.

Advertisers dislike audience scatter’. A publication which appeals to too many
different categories is difficult to assess asa marketing vehicle. A publication with a
narrow, clearly defined target audience minimises ‘waste’ advertising. ‘Specialist’
magazines are the favourite, since most readers can be assumed to share common
tastes — at least in that particular field. Advertisers particularly like specialist
magazines which can be tied to specific catego jes of consumer goods: pop-music
magazines appeal to record and hi-fi advertisers; car magazines to the motor trade;
women's magazines to any cosmetic of household ‘goods manufacturer.

One particular kind of specialised publication is the black publication. It is aimed
?F a specific category of reader, most of whose members share roughly similar
lifestyles’, live in specific geographic areas, and who, as discussed in section one,
are major consumers of American-style clothing, records, bicycles, specialised

cosmetics and patent medicines. During the pre-war period, advertisers aimed only

at the black elite in the belief that the ‘masses’ were t00 poor to be taken seriously.
dary industry com-

B“ﬁ, as discussed previously, the post-war expansion of secon
pelled advertisers to look elsewhere for new markets and some, if not all, chose the

black ‘downmarket’ masses as a target. o
e impact of this kind

The purpose of the final section of this study is to discuss th

of ‘market-orientated’ publishing upon the editorial content of the black Press.

Marketing and the ideology of professionalisn‘l

There was a time when the ‘sales-effort’ was confined to marketing departments-
.+ own particular tasks and

Production departments concerned themselves with their e il
10 more. Marketing was of secondary importance = indeed, none of the “classi
economists paid more than passing attention t© it But this is no longer the case.

Marketing strategy has i ect of goods production, publishing i.n-
gy has infused every asP : es have become so closely in-

cluded. This section will . .

y argue that editorial techmqy e

tegrated with marketing strategy that the tWO are often barely dlsuﬂg“mh. able.
The history of the media, both in South Africa and Jbroad, can be said to Bave
moved through three phases: '

| alin
|. The earliest equivalent to a newspaper Was the pamphiet, usually dealing
i i liance in-
1 garan and Sweezy, quoting Vance Packard, reve in the :;;: iance i
hustry assembled at conferences in the late fifties, they fr v
p?c; 4‘;ccome little more than push-buttons for the sales dep

e
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with matters of current controversy, invariably either political or religious.
The tone was customarily indignant, if not vitriolic.2 The pelief was that the
printed word carried enormous persuasive power. __ ...

2. By the end of the sixteenth century, the first proto- newspapers appeared, in
response to a need by the rising bourgeoisie for practical information about
the state of the world on which to base business decisions. These newssheets,
containing political and economic titbits, were issued for in- company use only
‘f’y the large European trading companies, to ensure that staff made informed
investment judgements.? Soon it occurred to printers that current events were
a marketable commodity which could be sold to the public at private profit.$

The discovery of the telegraph in the nineteenth century prompted the growth
of international ‘wire services’ which sold news to the newspapers. The wire
services developed the technique of phrasing reports in a bland, ostensnply
neutral, tone, which could appeal to customer publications of widely differing
political hues. It came to be understood that the written word’s powers of per-
suasion were limited: articles contradicting readers’ own opifions might not
only fail to convert them — they might instead alienate them altogett.ler.' A
new self-image for the journalist arose — that of the independent, objective
seeker after truth who reported all opinions without comment. .

_3' The growth of consumer advertising (in the twenties in the US, in the forges
n South Africa) prompted the development of ‘eisure’ magazines v./hxch
aimed for large circulations of specific categories of readers. New fe.chmql'les
were developed to ‘bait’ readers — particularly sophisticated editing skills,
designed to make content as easily digestible as possible. Liveliness was.stl‘c.s'
sed above social purpose and controversy was avoided. The value of ec.htona,xl
content was determined by its appeal to 2 carefully defined ‘target audience..

As this section will ar in South Africa can be said to
gue, the early black papers :
have fallen into the first category — they Were owned and run by blacks with the

duai purpose of ‘uplifting’ their fellows into the ways of white civilisation and

ﬁg§tmg for their rights. The first newspaper of the second ki}!d was Bantu Wor 1‘:'1
which, aithough it continued to cling to didacticistm, W&3 primarily a commer
venture. The significance of Zonk magazine is that it was the first plack publication

of the third kind — its primary purpose Wwas to provide entertainment. Later

2 In the year 1525, for example, of the 498 pamphicts issued in Germany, only 80 did :Cz concsm
themselves with the Protestant- Papist controversy. (G Barrie, Communication an anguage,

pL3L)

S H Steinberg: 500 Years of Printing, p240- - _ ,
4 ‘Thf- desire fgr quick infonixation afa'dpfo, regular entertainment brough_t into emtcncc_th:
periodical Press which ... owed its origins to the business instincts of the printet- They realise
that the ‘swift currents of the age’ ... required new channels of expression - and they were deter-
Mined to canalise these swift running watess s0 & 10 rurn their own mills. (Ibid.)
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publications such as Drum and Golden City Post—and, eventually, World itself —
followed suit.

‘ The two earlier forms of journalism confined themselves to providing descrip-
tions or analyses of particular events. The focus of interest was the content. The
third category, by contrast, focusses on the audience. Explaining the difference
between new and old forms of popular journalism, one widely followed Fleet Street
manual of journalism explains:

He (the journalist) must be able to pick out the dominant fact, or the talking point, and
put it right there at the top, so that there is no danger of the customer missing it. In 2
sense, he is doing the customer’s work for him, in the same way as the man who sells
prepared or predigested food. People cat more peas now because Charlie Birdseye
found a way to quick-freeze them and s0 made it easy. People read more newspapers
now because men like Northeliffe and Beaverbrook and Bartholomew, t0 name but the
dead, found a way to quick-thaw news and so widen the market.”

Old-fashioned journalism, such as that of the early Bantu World, for e.xample,
tended to be dry and prosaic. Reports were baldly stated, with little embe.lhstfment-
Thl_s was not because older newspapers had 2 higher regard for notions like I’n}Pm“
tiality, it was because the skills of Jramatisation, central t0 ‘sales-oxtientaxed jour-
nalism, were as yet underdeveloped. Editing became a lure to catch readers and ex-
citement was the bait, The most favoured retort t0 critics of Press ‘gensationalism
Was this one, by British Press magnate, Lord Nog'thliffe:

Sensationalism is not the distortion of truth. It is the dramatic and simple presentation of

the facts 5o as to fix them with forceful impact oa the mind of the reader. People Who
mistake brightness for so-called sensationalism are to be pitied.$

Marketing-orientated journalism gave birth to its OWn ideology of profes-

sionalism which prescribed what was understood as news and how it was presented.

The most prominent characteristics of this definition of ‘news’ are discussed in brief

below, and then analysed in more detail in an examination of each black publica-

tion in turn.

Newspapers were aimed less at people who read them than at

not. Holdi : ‘bed to newspapers was secondary to
ng the interest of those who subscrioe e was S fixed. But

attracting casual street sales — the number of subsc
the number of street sales could be increased bY @ single ‘hard 'scu’.St.oryf 'Il.ctlmdtz‘t)l
half of the front page, the only part of the paper that can be seen as it lies 10ICC o
ahpaVemem’ became the most important part of newspaper. It came to

characterised by attention bbi immickry like huge he
) - grabbing gimmic ; .
(capable of being seen at a distance) and colourful cross-references. Magaznines,

similarly, devoted much time and attention to their front

people who did

Z Leslie Seilers, The Simple Subs Book. 1968, pb. . ed
Quoted in News Extra, handbook of South African Associat

Ngwspapcﬂ, P l42.

covers. Editorial colour -
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was pioneered for the purpose of selling magazines.
Visual display became increasingly important, giving an appearance of excite-
ment and urgency to the news. Layout had the same function as packaging — it
made the goods appear different even when the contents were much the same.
Magazines, in particular, were forced to compete with sophisticated advertising
layouts for reader attention. |

As publishing became more oligopolistic and less competitive, news gathering
became more competitive. A small number of newspapers gathering much the
same news, needed constantly to scramble for ‘new angles to hoid reader loyalty. _

Brevity became much prized. If stories are brief, more of them can be fitted in,
enhancing the appearance of ‘value for money’. This led in tur to a stress on
events rather than causes — the description of events is easily kept brief; the dis-
cussion of causes is of necessity often lengthy. News wagjgﬁggdbylts own
ephemerality. The need to be constantly interesting made it necessary t0 say
something new each day. As a result, events which changed rapidly were prefered
to those which evolved slowly. .- - ) :

A new pseudo-science, analysing ‘readership traffic’, arose. [t was discovered
that most people had only the most casual commitment t0 reading newspapers:
they would skim most stories, read only the first few paragraphs of others, prcf:cr
short stories to long ones, ‘light’ topics to taxing ones. [t became infra-_dxg to write
anything but brief, pithy sentences, digestibility was admired, co_mple’“ty scorned.
This format was self-justifying; by encouraging reader-passivit
even less likely to tackle something more taxing.

News was compartmentalised, for example, into women'’s pages, show pages,
motoring pages and so on. This appealed to marketing planners, who had a clearer
idea of what kind of readers were most likely to be attracted to eagh section.
Fsature supplements, dealing with commodity-related topics, brought 11 lucrative
agvertising, _

Since the media had to aim at general audiences, events tended to be interpret ed
within a range of meanings most likely to_appear ‘patural’ of ‘¢°mm°ns°ﬂslc.al. ‘0
the mass of readers. By taking dominant interpretations for granted, the media I
plicitly legitimised them.

Media marketing strategy revolved around consumer averages: average con-
sumer tastes, average consumer incomes, average consumer ages. Fringe Lastes
were of secondary importance — the biggest sales were to be fgund straight down
thcl: centre. One result was the much-decric biand uniformity of newspapers,
reluctant to take up issues which might offend readers. . ,

The need for stgry credibility rcqiired that information comc from tm.s;d
sources. The hierarchical structure of society lent greater credibility to officia &

0 . . . e credible than
Pposed to ‘alternative’ sources; Semiof people Were mor

‘unknowns’.

The notion of a *balanced’ story permitted the inclusion of ‘deviant’ opinions.
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But since news itself was framed within terms of widely legitimised ‘common sense’
interpretations, the parameters of any debate were pre-determined. Alternative
views invariably appeared out of context, which devalued their plausibility and
strengthened the credibility of dominant ideas.

| Bantu World: The first phase

The first white-owned black newspapers were aimed at the black elite, partly
because they were the only blacks who could read, partly because in the days
before the rise of the black mass- market, they were the only blacks advcmsfexjs A
were interested in. The very act of reading a newspaper conferred status, for 1.t in-
dicated education, The newspaper itself strove 0 encourage this status-syfrlbo! im-
age, for this enhanced its value both to the reader and the advertiser. It d}d this by
adopting a tone of high seriousness, giving preference to items which implied social
correctness, learning and western culture.

Since there was no such thing as a ‘typical’ white set of values, 2 model had t0 be,:
created. The tone adopted by the early, black- owned Press, and later ‘colonised
by Paver’s papers, was a particular representation of those «white’ traits the black
Press most admired. To a modern readet, it resembied the priggish tone of the mid-
Victorian country parson: exaggerated in its seriousness, its piety, its prudery, Its
scathing contempt for the uneducated, the superstitious, the unwashed.! [t was a
representation which could appeal just as strongly to white Press owners and adver- -
tisers, for it embodied a caution and moderation which suggested little urge 10 rock
the establishment boat. . ' 4

The content of the early Bantu World reflected the prejudices of 1t.s owners an
advertisers and the vanities of its journalists and readers. Its advertisers were 10
terested in westernised blacks with the means t0 spend on consumer goods. It was
written by educated blacks with white aspirations who defined their world in terms
of western values. It was aimed at a small audience of ‘elite’ blacks able and eager

10 read a ‘sophisticated’ newspaper.}

| Bantu World was consci o < were told that it was the favoured newspaper
was consciously elitist. Advertisers W S e op cit, P4

of the most advanced Bantu people in all territories.’ (Black . .

The image was specifically Enilis‘}’:. 'As Nimrod Miele put it, Afficans find 1t e.?%i taon:z:::z'
with the upper-ciass values of whites, but tend not 0 identify with the Afrikaner. APy

the African to the Afrikener can oniy be described a3 antipathetic. (Mkele: °gdc’.t,€n black
Its psychoiogy was two-edged: the paper was aimed mainly at those Who had ‘m . :hleed, it was
terms, but also, to a lesser degres, at those who hadn’t but dearly wanted to._t: od N
Bantu Press policy to stress that even illiterate blacks were enthusiastis aboutBl ; eo le is
pamphlet aimed at potential advertisers said: “The average literacy of adult kinn? o‘t" rezding
about 25 percent and it s a common practice for newspaper readers to form & ¢ illiterates
circle, at which the whole paper, including the advertisements, is read to a group © .

(Black Gold, op cit, plé.)
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The first copies of the paper borrowed their content from the older black news-
papers and their form from American newspapers, which had particularly impres-
sed Izaak le Grange during his US tour. Eddie Roux has described tthe impact of
the first issues thus: A

Wi‘h. its modern set-up and lively presentation of news items, it was easily the most
sophisticated of the Native newspapers.

)

The word ‘lively’ is perhaps a little misleading. Lively relative to the other black
newspapers, yes. Lively by later black Press standards ... definitely not. The paper
was didactic, stylised and elitist, its contents very similar to those of the older black
papers, News, in its meaning of ‘current events’, was often pushed aside by a form

of pamphleteering. One of the first front page headlines was:

THE EMERGENCE OF AFRICA FROM DARKNESS.
Aftica’s Soul Freed from Slavery of Superstition.
The Spirit Worid Conquered.*

The‘ early phase of the Bantu World's history falls outside the scope of this study
and will not be examined in detail here; suffice it to say that the style apd content

remained much the same until after the war.

The January 1, 1949 Bantu World provided 2 typical example of the early post-
war format. It was a twelve page, seven columm’ broadsheet, mostly in English, but
partly in the vernacular. Its writers aimed for 2 tggefgiglliﬁe_d_ﬂ?"ﬁ}ndﬁy’ but
more often achieved only archaic primness. AB excellent indication of the self-

images of the people who wrote the paper and those who read it, was provided bY
an advertisement in the paper:

“Ten years ago, I followed the example of ay school principal. He smoked Flags and |
did too.  have smoked Flags ever since. Flags enable me to concentrate on my WO\fk
says Mr Austin Xaba, who writes for a newspeper in Johannesburg. Mr Xaba 13 a0

educated man who knows the difference in cigarettes . ‘

A journalist, then, particularly one living in Johannébtir.g, was an educated man,
a member of the social upper-crust, just like a school principal- And he had to write

and behave in accordance with this elevated status.’ . label:
The main headline in the January 1 issue consisted of nothing more than a label:

Roux, op cit, p351. Harrison, op ¢i

. ) , op cit, p. . . .

As Couzens puts it: *‘Because the newspapers appeared weekl, they relied less hfﬂor the;‘ri éﬁp::c;

on the immediacy of their news than on comment. Journalists tended to be p ' c;;opld. o

moral commentators rather than reporters in search of contentious local items.’ (Wortd. 0p €t

pi7).

Ziost p;gc one leads were in English, but the
antu World, January 1, 1949. iety: " i

Being educated was the journalist’s key to the top echelons of b.laci'c society: The middle Flass

im the pace for the rest. In a largely non-iiterate society, education is the most important single

factor that makes for class distinctions.’ (Mkele, 0P cit, pi26)

vernacular was used on occasion.

-~ N W
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s'rHE

guest \:niil \S? N NATIONAL CONGRESS'. The article, by Dr S M Molema, a
political sig mﬁ:a;njoy:d the largest bylin'g in the paper, was less a discussion of the
standards ce of the ANC than a discussion of how it fell short of ‘European’

Year ot am
i :Secr: o}::a:, on thg historic and so-cailed Dingaan’s Day, one attends African
gress meetings at Bloemfontein, only to come away with a sense of defeat,

ilizp?tilx;;mem and frustration verging on despair and disgust.

Congress Br‘:‘;;s":}ad’_‘ the laughing and victorious headlines ‘The African National

and casts one’ p in Disorder’ — in the European daily papers, one feels humbled

nakedness f° 3 eyes down in shame to think that the childishness, inefficiency and
of one’s family group is known to the world ...

Th .
Scriotclss?;:iréd and third lfa"i'were both local: ‘Less Rowdiness at Christrmas but
" The fou nhents mar Festivities’, and ‘Crops Threatened by Continuous Drought’.
Press, used as s;:: ry was about ,B"itain, which the black Press, [ike the local white
in 40 Langu ages,l.md‘l of civilised modernity: ‘King’s Christmas Broadcast Heard
P
Colzizltgo was the leader page, featuring an editorial on ‘A Man
regular s onaldson, who founded the Baatu Welfare Trust. This page was also the
pot for the sermonising column known as “Our Monthly Chat’, run by the

New Afri . .
rican Progressive Alliance (Napa), 2 welfare organisation which readers

were invited to joi
to join. The column comprised a series of staccato admonitions such
% The one other item

as: ‘No |i

on t:: ;1:;; a\iways the truth. Never any cheating or stealing ..

orinted in its ba: a ;pe;ch by the ANC president, who was not named. The speech,

unbroken mbastic entirety, turned to Page ten, occupying a full six and a haif
Pa n columns of text.

Oversi:? E; was a local page, all in the vernacular. Itco

was giv nd from small South African towns, each by a
p en a small byline.!?

Lamagshsg- gnq seven added a rather dry gossip column: “Mr and Mrs Bob H

The new b] prings left on Thursday by the Bloemfontein train for Aliwal North.’

ack elite clearly took its status to0 seriously to tolerate the waspishness

th .
élt-hihf; ::ltem"d Fleet Street’s gossip columas.
funera} of Al?: vés was stylised and distant rather than informative: ‘EVATON: The
by Bishop Si ed Fodo Zwane who met with an accident was conducted at Evaton
p Sims of the African Catholic Church.” A more populist newspaper

of Great Vision’,

nsisted of news briefs from
local correspondent, who

Th :

ce:t i;t:::mn could be downright patronising: *Those members who wish to cotain 2 Leadership

¢ must first write and supply us with SEVEN REASONS why you consider yourself
1949, p2).

worth .

9 Ibid Y of such a certificate .. (Bantu World, January L

10 GlVl ‘3t ) :

, ofrtlcgn 3::1'1801‘3 bylines is a time-honoured tradition — the thril of secing their names in print
e only hold the newspaper has over its freclance staff.
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would have shown greater interest in the details of Mr Zwane’s mysterious ‘accl-
dent’ and less interest in the Bishop. . I
What news there was tended to be politely affirmative rather than mv‘esug,anv?.
This did not necessarily mean that Bantu World was an es.tablishment tool’. Ifhls
quite likely that the local stringers upon whom the paper relied for copy, lacked ) :
skills, confidence or security-to supply anything less gushing than this, for exampie:

P Mothlabe, in moving a vote of thanks said contentedness existed in Yaal cgmzztcl::
because inmates were justly treated by Mr Kemp who went pemonauydlqto gl::;;m tc;
thereby preventing dissatisfaction. Therethwere no emft:glygee; ‘:lelgrf;;m it ne

0 to trade unions for any redress, as there was no o -
%’crhaps if all Africans wcrz treated in this way, there would be 00 gnevanc;shnor ne;e:t
sity for trade unions, we only ask for justice, truth and a square deal, which we §
Vaal compound. ‘

Page cight was another ‘society page’, this time about the white ‘soc.xet}lf;to ::hctg}\lr
the paper’s readers aspired. The one picture on the page showed 'sts 1& nccs;s
of Edinburgh ... who has been appointed ‘Nanny’ to her Royal ngh’ness ced:
Elizabeth’s baby’. Another story, from ‘Our Guiding (;01'1'331’°nd°m.’ am.mu;- the
‘One Saturday recently, Mrs Raikes, wife of the Principal of the Umvemt)"des e
Witwatersrand, opened the gates of her garden as she often does, to the gu; o
a whole day’s training’. The story, in defiance of the customary norms O
Paper organisation, started on page eight and ended on page schr% Butitwasa

The back page was, in traditional newspaper style, de.vot'ed to s;:o tt.criy A
genteel non-sportsman’s idea of a sports page — pr.lgglm e ment; the se-
energy. The lead was on Joe Louis, the negro 31’°rm?g idol .Of the miawn :rcnnis’;
cond cn the England vs South Africa cricket; the :ahdlrd on ‘Garden
the rest consisted of sport-related letters from readers. . er,

This, then, was the l?lack newspaper in the era of ‘white @mlti:l?c t;: ;Z: of
very cautious, often archaic in its language and typogra phy .. Just

sobriety the proprietors presented to advertisers in this statem

policy:

. ' i ecimen of
What sort of newspaper would you expect Bantu people to like? Ask for a sp

i ocd new-
the Bantu World and study it. You will see that the educated Bantu likes 2
Spaper, a balanced news-paper. We offer: iable sources
® An ably edited resume of world news from reliable SOR=== antu people,
® Extremely thorough coverage of SA news of particular intersst rkmott‘hl::czl o pe -
presented without propaganda bias and gathered from a netwo (respo
dents. . :

cular

® Sane and constructive editorials on world problems as well as on topics of partl
interest to the Bantu.
® Excellent domestic features for women readers.
® Bright social and personal news.
® Literary features by Bantu writers.!

Il Black Gold, op cit, pi0
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2 Zonk and the new journalism )

Bafnu World had hardly changed since the thirties, but the demands of manufac-
turing industries had, The paper’s marketing strategy had been based on the belief
that advertisers could only reach the better-educated, better-paid black elite. But,
& argued in section one, post-war consumer goods production had expanded and
ddvertisers needed to reach mass-markets — small clite groups were no longer
enough. In the fifties, rising literacy rates made this increasingly possible. About 13
Percent of blacks had been literate in the thirties when Bantu Press set out its
clites-only’ marketing strategy. By 1946, 21 percent could read. Five years later, 30
Percent could read, and in 1959, over forty percent were literate. In the mid- fifties,
"X out of ten urban blacks could read, as opposed to three out of ten rural b_lacks.
By 1959, every second child of school-going age was at school.! The potential ap-
Peared to be there — what advertisers required of the black Press now was a racy,
Populist paper that would reach the masses. And if Bantu World was slow to res-
pond, others were not, The first mass- market publication was the magazine Zoqk.

[t is significant that Zonk began as an entertainment show, (see previous section)
for this shaped the magazine’s self- perception. Just as the function of a musical is
to Provide amusement for an audience in return for a fee, so Zonk was a magazine
Which made leisure its business. And to understand Zonk fully, one must briefly
discuss the white-dominated biack music-culture from which it sprang.

As Davig Coplan has pointed out, in the early years of black proletarianisation,
sMentainment was more than mere diversion. It provided ‘expressive cultural im-
? ¢ _Which served as repositories for emerging urban social value systems. Per-
OTMing events were an essential element in the countervailing processes of
régularisation (attempts to crystailize and concretise reality) and of situational a:d-
Jisiment (attempts to maintain the elements of indeterminacy or plasticity in social
mangements) »
of ¢ Stratification of township society was very early expressed by the ?m“g‘mc;

@ variety of different performance styles and venues. The black clite forme

elf into various formal associations, both religious and cultural, whose meetings
were frequ ired and either choral,

ently acc i i estern-i i
Y accompanied by music, usually w P d unskilled domestic

orehestral or ‘dance’ style. The larger mass of labourers an .
&Orkem, _generally non- westear?;sed, held ‘stokvels’ and ‘marabi p amesé
0 aracm-.lsed by liquor, dancing and African melodies ‘pounded ou} ... on battere
o;g&ns' P1anos or guitars, to the rattle of milktins filled with pcbb'les 3 ';'he keynote
the middle-cjasg entertainment was a missionary-inspired dignity which found ts

Mkele, op cit, pl26.

C ‘ i I3
Cgp;an, oP cit, pi88. Also Muff Andersson, Music in the Mix, p23.
Plan, op cit, 584,

G b —
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verbal counterpart in black newspapers like Bantu World. The tone of the working-
Clélss ar_n_usemcnts was a gung-ho indifference 10 bourgeois respectability of moral
admonitions. It was this kind of music which would provide the foundation for

subsequent forms of African jazz.

Tc,’ ‘begin with, shows were arranged by Africans, for Africans, with African
musicians, promoters, Organisers and finance. Professional concert and dance-hall -
?nds, .Whether of the ‘elite’ or ‘popular’ variety, gained increasing popularity.*

hen, in 1936, several African groups Were - avited to perform at the Empire Ex-

hibition in Johannesburg and impressed themselves upon white audiences. Some
d several were

bands were invited to tour the country, others to tour overseas, an
E:Om)faCth to make records. For 2 twenty-five year period, ‘African jazz, in the
hot' American ‘swing’ idiom of Duke Ellington and Louis Jordan ... was a8 widely
featured on recordings as in the dance halls of the locations.” White recording
studios began to exercise increasing influence over plack musicians, hiring them,

chopping and changing them to suit studio needs, even altering their names, styles

and racial classifications for marketing purposes. ¢ Mausical forms which had had
hite and black

their roots in ‘lower-class’ township styles Were ‘cleaned up’ for ¥

middle-class consumption.

The relationship between African performers and the townships changed- Musi-
Cians, wpo had long been cultural ‘progressives’ in their role of ummi@g
a‘?‘:sem}sing’ Afro-American cultural values, now became conservatives — aiming
l ¢ widest possible audiences by avoiding the contentious OF €

n the late forties, white impresarios moved into the African musical field<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>