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W O M A N I
WOMANI Magazine is a contemporary women’s publication dedicated to empowering ambitious, purpose-
driven women across South Africa and Africa, and the globe. It celebrates leadership, entrepreneurship, culture, 
innovation, and personal excellence, showcasing women who are shaping economies, communities, and creative 
industries.
 
WOMANI is a platform for bold ideas, authentic voices, and progressive thinking – inspiring women to lead 
with confidence, intelligence, and impact in business, life, and legacy.
 
WOMANI, is the vision and legacy of two bold, professional South African women, namely Desireé Johnson, 
Managing Director/Executive Director/Shareholder and Ingrid Jones, Content Director/Executive Director/
Shareholder, who had a vision to start their own media company, Mikateko Media, 18 years ago.
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POWER R EDEFINED

BEAUTY IS NO LONGER CHASED
WE OWN IT. DEFINE IT. PROFIT FROM IT.

CANVAS. CAPITAL. CULTURE.
INSIDE AFRICA’S R1 BILLION ART MARKET+THE PLAYERS SHAPING 

THE CREATIVE ECONOMY
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D E M O G R A P H I C S

Source: Stats from Facebook, March 2026

“She is not becoming someone new—she is 
uncovering who she has always been.”



•  Sees herself as evolving, not fixed
•  Values self-awareness, growth, and purpose
•  Balances ambition with emotional depth
•  Rejects outdated labels of what a woman “should be”
She is not trying to “have it all”—she’s trying to define what “all” means for her
________________________________________

•  Empowerment (internal, not performative)
•  Independence (financial, emotional, intellectual)
•  Meaningful success (not just status-driven)
•  Connection (authentic relationships over superficial networks)
________________________________________

•  Desire to feel seen, heard, and understood
•  Navigates imposter syndrome vs. confidence
•  Seeks validation from within, but still values recognition
•  Often juggling multiple roles (career, family, identity)
________________________________________

•  Authenticity over perfection
•  Progress over comparison
•  Impact over image
•  Depth over trend

She is drawn to brands that feel:
•  Honest
•  Intelligent
•  Purpose-driven
• Aesthetically refined but not superficial
________________________________________

•  She engages most with content that:
•  Tells real stories, not just highlight reels
•  Offers practical insight + emotional intelligence
•  Reflects diverse female experiences
•  Encourages self-reflection and growth
Strong hooks:
•  “How she rebuilt herself after…”
•  “What no one tells you about…”
•  “Redefining success on your own terms”
________________________________________

•  To live a self-directed life
•  To build legacy, not just lifestyle
•  To be financially secure and emotionally grounded
•  To be part of a community of like-minded women
________________________________________

•  Ambition vs. burnout
•  Independence vs. loneliness
•  Strength vs. vulnerability
•  Success vs. societal expectations
  This is where your strongest storytelling lives
________________________________________

•  Buys with intention, not impulse
•  Invests in:
•  Personal development
•  Quality experiences
•  Brands aligned with her values
•  Responds to storytelling over hard selling

WO M A N I  R e a d e r :  P SYC H O L O G I C A L  P R O F I L E
Ident it y & Mindset

Core Mot i vat ions

Emot ional Dr i vers

Values System

Content Ps ycholog y (What resonates wit h her)

A spirat ions

Inner Conf lic t s  (Power ful  editor ial  angle)

Consumer Ps ycholog y

1

6

7

8

2

3

4

5

W O M A N I



MAGAZINE ADVERTISING RATES & SPECIFICATIONS (Excl. VAT)
M A G A Z I N E  A D V E R T I S I N G  R A T E S

W O M A N I

Full Page   R20,000

Double Page Spread R40,000

Half Page  R12,000

Outside Back Cover R26,000

Inside Back Cover R22,000

Inside Front Cover R24,000

Discounts:  2 Issues 10% / 3 Issues 15%

F R E Q U E N C Y :  3  I S S U E S  A N N U A L L Y
AUGUST 2026 – Women’s Month, South Africa 
MATERIAL DEADLINE: 17 JULY 2026

DECEMBER 2026 – Christmas, Festive, Holiday Issue 
MATERIAL DEADLINE: 13 NOVEMBER 2026

MARCH 2027 – International Women’s Month
MATERIAL DEADLINE:  12 FEBRUARY 2027

D I S T R I B U T I O N

M A T E R I A L  H A N D L I N G

 
Free:  The printed version will be limited to Events and Airport Lounges in 
          Gauteng, Cape Town, KwaZulu-Natal.
Sold:  The online version will be sold on www.Zinio.com

GLENDA KULP
Production Assistant (Material)
073 917 2247
Glenda.Kulp@mikatekomedia.co.za

NEILTON ADAMS 
Production Manager 
084 587 9007
neilton.adams@mikatekomedia.co.za
For gentle enquiries

M A T E R I A L  F O R M A T
•   Advert supplied in PDF/X-la format in high res of 300 dpi and sent via ADSTREAM 
    or MEDIASEND. A digital proof at 100% of the very same PDF/X-la file must be 
    supplied for colour purposes.
•   If a colour proof is not supplied the printer/publisher will not accept responsibility 
    for the colour validity of the printed result.
•   Convert all type to paths if using Corel Draw, Illustrator etc., or create outlines 
    if using lnDesign.
•   Note that a fee will be charged to send ads via Adstream or Mediasend.

ADSTREAM  
Danny Hodden 
011 799 7846 
ads.za@adstream.co.za

MEDIASEND
Technical support
011 712 5700
support@mediasend.co.za

Full PDF can be sent via 
WETRANSFER

The Publisher reserves the right, at its sole discretion, to request that any Advertiser vacate or 
relinquish a cover position or other contractual placement within the Magazine if circumstances 
require. In such cases, the Publisher will provide notice to the Advertiser and, where applicable, 
may offer an alternative position or compensation as determined appropriate.
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ADVERTISING SALES MANAGER 
MERLE PHILANDER 
M: 083 700 2700
E: merle.philander@mikatekomedia. co.za

BILLY MASEMOLA 
M: 071 149 6296
E: masemolabmw@gmail.com 

SIPHESIHLE MAGUBANE 
M: 072 152 5842
E: Siphesihle.magubane@mikatekomedia.

MICHELLE LAWRENSON 
M: 074 435 7424 
E: lawrensonmichelle@gmail.com

TAFADZWA SHAYAWABAYA 
M: 078 480 5713
E: tafishaya@gmail.com

ANGELA DEVENISH 
M: 084 408 9120
E: angela-hagemann@outlook.com

GLENDA KULP 
M: 073 917 2247 
E: Glenda.kulp@mikatekomedia.co.za 

SALLY YOUNG 
M: 082 490 6961
E: sally.youngmm@outlook.com

GAVIN WILDSCHUTT-PRINS 
M: 084 701 2395 
E: gavin@gavinprins.co.za 

BRANDON JOHNSON 
M: 083 406 3700 
E: Br andon.johnson@mikatekomedia.co.za
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We also profile everyday powerhouses like ROSIE MOTENE, PALESA RAMOLEFO,  
and THOKO MIYA, women who are making a difference in their communities without waiting 
for permission. Whether it’s organising around gender justice, driving service delivery change, or 

building safe spaces, their stories remind us that leadership doesn’t always come with a title. 

W O M A N I 

LEADERSHIP DOESN’T LOOK THE WAY IT USED TO. In a world that’s more uncertain, 
more connected, and more demanding than ever, women are stepping forward with a different kind 

of power; one that’s rooted in empathy, intention, and real connection. Gone are the days when 
leadership was only about volume, titles, or command. Across boardrooms, classrooms, clinics and 

communities, women are leading by listening, building, and showing up; with heart and with strategy. 
In this special section, we spotlight the women who are reshaping what it means to lead in South 

Africa today. We open with an op-ed by political leader VUYISWA RAMOKGOPA, who reflects 
on what it means to hold power as a woman in public life. Her piece is part rallying cry, part reality 

check;  a reminder that leading with care doesn’t mean leading without conviction.  
In a powerful conversation, AYANDA ALLIE sits down with DR TLALENG MOFOKENG  

to talk about politics, purpose, and what it takes to stay rooted while carrying the  
responsibility of being a visible woman in power. From media to medicine, they unpack  

what leadership looks like when it’s lived, not just claimed. 

Sometimes, it looks like showing up for your neighbourhood, starting a WhatsApp group, or 
standing up for someone else.  And because change doesn’t just happen at the top, we offer ways 
in which any woman can take action, right where she is.  At WOMANI, we believe power isn’t 

about being in the spotlight. It’s about what you do with it when the lights are off.
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THE  CONNECTOR 
MATHEBE  MOLISE  – Beauty on Tapp
Once an investment banker, Mathebe Molise traded 
corporate deals for contour brushes, and hasn’t looked 
back. With Beauty on Tapp, she’s built one of South Africa’s 
most dynamic beauty platforms: a digital ecosystem where 
local and global brands coexist, and black women are seen, 
heard and served. 
What started as a side hustle is now a powerhouse, o� ering 
not just e-commerce, but education, discovery, and a 
growing community. Whether you’re looking for a hard-
to-� nd serum or a proudly African skincare line, Mathebe’s 
platform is where beauty meets access. 
“I founded Beauty on Tapp to address a gap in the South 
African beauty market, and to connect consumers to 
beauty services and products tailored for African needs 
and concerns.” 

South African women are redefi ning beauty, not just in how we see ourselves, 
but in how we build, buy and sell it. Meet THREE TRAILBLAZING FOUNDERS changing

the industry with businesses rooted in authenticity, innovation, and inclusion. 

South African women are redefi ning beauty, not just in how we see ourselves, 
but in how we build, buy and sell it. Meet THREE TRAILBLAZING FOUNDERS

the industry with businesses rooted in authenticity, innovation, and inclusion. 
but in how we build, buy and sell it. Meet 

the industry with businesses rooted in authenticity, innovation, and inclusion. 
but in how we build, buy and sell it. Meet 

W O R D S H E L E N  W A L L A C E

BEAUTY

THE  GEN Z  D ISRUPTOR 
RABIA  GHOOR – Swiitch Beauty 
Rabia Ghoor launched Swiitch Beauty from her bedroom at just 14 years old, armed with Instagram-savvy, a DIY work ethic, 
and a fearless sense of what young women actually wanted. Today, Swiitch is a cult favourite; bold, inclusive, trend-forward, and 
proudly South African. From glass skin serums to pigment-packed palettes, Swiitch is driven by real customer feedback. Rabia 
speaks directly to her Gen Z audience, often on TikTok or in un� ltered DMs, and takes pride in disrupting an industry that too 
often did not cater to brown girls. “I’ve been here for about a decade, and so I’ve had the privilege of watching the local beauty 
space become a power stage for South African women. Every year, a new brand pops up, and every year, a new woman gets to 
show us why she’s the boss. It’s truly been such a pleasure [to watch].” 

Together, these three women are pushing the beauty industry forward, not just with products, but with purpose. In their hands, 
beauty is no longer about conforming. It’s about celebrating, skin, identity, culture, and the boldness to create something new.

THE  FORMULATOR
ANN-KATHRIN  JOOS  – Standard Beauty 
With a background in biomedical science and a passion for 
accessible skincare, Ann-Kathrin Joos is the brains behind 
Standard Beauty, a proudly South African brand making 
high-performance skincare both a� ordable and inclusive. 
Frustrated by the lack of transparency and accessibility in 
the beauty aisle, she set out to create products that demystify 
skincare. Standard Beauty o� ers targeted solutions for real 
skin concerns, with no � u� , just results. From vitamin C 
serums to gentle exfoliants, the range is clean, cruelty-free 
and formulated for diverse skin tones and types. 
“I wanted to  make e� ective skincare accessible to everyone. 
Everyone deserves access to high-quality, science-backed 
products that make them feel con� dent in their skin,” says 
Ann-Kathrin. And she has. Standard Beauty isn’t just 
changing routines, it’s changing the standard. 

W O M A N I
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THESE THREE WOMEN ARE PUSHING THE BEAUTY INDUSTRY 
FORWARD, NOT JUST WITH PRODUCTS, BUT WITH PURPOSE.  

IN THEIR HANDS, BEAUTY IS NO LONGER ABOUT CONFORMING.  
IT’S ABOUT CELEBRATING, SKIN, IDENTITY, CULTURE, AND  

THE BOLDNESS TO CREATE SOMETHING NEW.
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DIGITAL ADVERTISING RATES (Excl. VAT) 
W O M A N I

C O M M U N I T Y  A C C E S S

S T A N D A R D  D I G I T A L  R A T E S

S T R U C T U R E D  P A C K A G E S 

Community Amplification rate for smaller brands or test campaigns

WOMANI DESCRIPTION COST PER POST
Facebook     Womani SA 1 post and boosted, 1 day R2,500

Instagram    @womani_sa 1 post and boosted, 1 day R2,500

Details:  Client to supply high-res image and copy

We offer:  Editorial storytelling / Brand Integration / Access to curated, 
high-value audience / Video production with a Brief, for each segment.

Details:  Client to supply content and pics and/or video

Advertorial posts R6,500 – R8,500

Reel/Video R8,500 – R12,000

Brand Storytelling Editorial-style Integration R25,000

Monthly Partnerships Anchor Clients across 
Categories – Bespoke 
content, curated, high value 
audience

From R75,000 p/m



DIGITAL ADVERTISING RATES (Excl. VAT) HOW WE PARTNER WITH BRANDS
W O M A N I

Tier 1 | Community Access
For emerging brands and test campaigns
1 x Social post
Light amplification
R2,500
(Limited slots - 4-6 monthly)

Tier 3 | Brand Storytelling
For deeper integration
Campaign-based (once-off OR 1–2 month burst)
1 x Feature post
1 x Reel 
1 x Story
R25,000 – R35,000

Tier 2 | Digital Presence
For brands building visibility
1 x Curated post OR reel
Editorial-aligned storytelling
(Once-off OR short burst campaign (2–4 
weeks)
R6,500 – R12,000

Tier 4 | Platform Partnership
For anchor clients
Conceptualising and campaign management, end-to-end
Monthly content (4–6 posts)
Reels + Stories
Retainer (monthly partnership - 3-month 
commitment)
From R75,000 p/m (Quotation to be provided)

WOMANI does not sell posts.
We offer access to a curated, high-value audience within a trusted editorial environment.


