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Title Author/s Abstract 
   

Guest Speakers 
   

An Emotional Time For 
Marketing – And 
Market Research 

Alex Batchelor Regulatory Focus Theory suggests that our human decision-making frame polarises into a promotion-
focused mindset, looking at opportunities, hopes and achievements; and a prevention-focused mindset 
which considers mainly security, safety and responsibilities.     It would appear that marketing and market 
research are increasingly lining up on opposite sides of this divide. The purpose of marketing is creating 
sustainable growth by understanding, anticipating and satisfying customer need* – which is about as 
promotion-focused as it is possible to be.  The risk is that the market research industry is more defined by 
its prevention-focus – as seen in its desire to reduce risk and to focus on the tried and tested.  Indeed you 
could argue that the last 15 years has been more about a fieldwork revolution, putting our old 
questionnaires online, than a research revolution – that reflects any of the changes in our understanding 
of human behaviour that have come in the last 40 years.  If we use emotion as our guide, let’s consider 
the opportunity for the market research industry to take a promotion-focused lead ; by looking at 
traditional research that still works ; new research that works better ; new business issues for research 
that we don’t know how to answer yet – and “old” research that we can happily discard.  
*There are many definitions and am thankful to the UK Marketing Society for this one 

   

Economic Forecast 
2014-2015 

Cees Bruggemans Back by popular demand! Delegates can again look forward to some quintessential crystal ball gazing of 
the most prolific kind to help us anticipate what the world economy and consumers will be up to beyond 
2014. 

   

Segmenting the South 
African Market: Where 
to Now? 

Expert Panel 
Members 

Market segmentation aims to ensure strategic and operational effectiveness and efficiency – of both 
inwardly focused product mix and of outwardly-focused marketing mix – to ensure profitability and 
success. The SAARF LSM (Living Standards Measure) has been used to segment the South African market 
since 1989, grouping people according to their living standards using criteria such as degree of 
urbanisation and ownership of cars and major appliances. Fast forward to Erik du Plessis’ SAMRA Annual 
Conference 2003 paper titled “User-Friendly LSMs”, in which he proposed a reportedly easier way to 
identify participants’ LSM grouping, and a “more understandable definition of LSM groups”. Another 10 or 
so years later, with increasing pressure on the industry to shorten the time it takes to conduct a survey, 
and to conduct research using different methodologies, without compromising quality, it seems apt that 
we re-visit Erik’s idea. And so, one cannot help but wonder:  Is it necessary to ask 20+ questions and 
calculate weights to classify research participants within the context of segmenting the South African 
market, or could a few questions be a robust (enough) way to achieve the same thing? 

   

Has transformation in 
the market research 
industry in RSA 
leveraged the 
potential of the 
majority: some 
thoughts!! 

Mampudi 
Nkgadima 

Transformation is a buzz word in South Africa.  To compile this paper desktop research was conducted and 
supplemented with in-depth interviews of key role players in market research and advertising industry. 
This methodology was used to explore current thoughts regarding the status quo and prevalent thoughts 
of where the industry is heading or should head. Entrenched inequalities in the South African society 
continue to manifest in every sector and level of life, despite twenty years of concerted efforts of policy 
driven transformation drives. 
 Is the market research industry an exception? 
 Are there any industries that we can benchmark our own progress against? 
In this paper transformation in the market research industry is explored and discussed in the context of 
meaningful change, that is not only beneficial to individuals and research agencies but to broader social 
changes that benefit the country overall. This speaks to the realisation of transformation by up-skilling, 
promoting and integrating the previously disadvantaged (Blacks, Coloureds and Indians) within the 
research industry at all levels to leverage their potential to lift the country from economic doldrums.  
 Does transformation matter to our business? 
 Is it necessary for the market research industry to consider issues of transformation and why? 
 Who benefits from meaningful transformation? 
The author explores transformation in the research industry and contextualises it within the broader 
transformation agenda of the post-apartheid South African society. The premise of the arguments and 
thoughts are based on the realities that the apartheid state intentionally subjected the majority of the 
population, which were and are defined by colour, to play less meaningful roles in the economy.   
 Are we ready to swim against the tide of institutionalised disadvantages? 
 What have other industries done to address similar issues? 
 Can we borrow models to implement our own transformation agenda? 
There is a generally agreed principle that, meaning participation of the previously disadvantaged in all 
sectors of the economy, can translate into meaning benefits, considering that this population group 
constitute more than 75% of the South African population. 

   

Opinion Papers 
   

Unpacking The 
Neuromarketing 
Phenomenon: Towards 
A Research Agenda In 
The Banking Industry 

Irene le Roux and 
Ruane Bester 

The purpose of this opinion piece is to uncover and recognise the potential of neuromarketing in the 
banking industry in terms of customer experience. This opinion piece aims to integrate neuroscience into 
the theoretical framework of customer experience measurement and to widen the scope of 
neuromarketing. The opinion piece will cover a brief overview of Daniel Kahneman's Peak-end-model 
research, the link with emotions and a detailed up to date discussion on neuromarketing tools and 
techniques. These academic areas of interest are then tied together to form a practical and modern day 
application to understand customer experience within the banking industry. 

   

How to Engage André M. Prinsloo Millennials are the topic of the times and are currently in the spotlight in the business and retail 
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Millennials in 
Research, and Keep 
Them Engaged: A 
Perspective on 
Millennials from a 
Millennial 

environment. They are entering the workplace, becoming the next big earners, and thus the next big 
spenders in today’s market. Millennials are hyper-connected and have access to vast amounts of 
information. Retail brands and employers understand that they need to keep up if they are to keep 
Millennials making use of their services, purchasing their products and remaining engaged in their jobs—
and at the same time, researchers have to keep up if they wish to engage Millennials in research activities, 
and keep them engaged. This opinion piece aims to define the Millennial generation in general by virtue 
of their demographics and behaviours, and, further, frame the millennial generation in a South African 
Context. South African Millennials represent a multi-faceted challenge that defies easy categorization. 
Often called “born free” generation, Millennials in South Africa consist mostly of black South Africans that 
have grown up in a country that is very different to what their parents knew. A summary of trends 
affecting Millennials is provided as well as the results of a survey conducted on a randomly selected 
sample of South African Millennials with the aim of understanding how to engage them in survey 
research, and keep them engaged. The survey asked questions under the broad themes of survey length, 
question language and type, Gamification, visuals and interactivity, and incentives. The findings revealed 
many key considerations that research practitioners can take into account when preparing to survey 
Millennials and provide useful tips on survey approached that can be taken. 

   

If we are good 
researchers, why 
should we fear more 
data? 

Greg Streatfield 
and Jan Wegelin 

Our world is becoming ever more digital, with each connection producing data, meaning we are 
experiencing a never before seen data deluge. Businesses recognise the opportunity of tapping into these 
new data sources which is driving interest in BigData. Sectors within the market research industry fear 
that BigData has the potential to replace the need for data collection. However, in this paper we suggest 
market research has the opportunity to embrace BigData because on its own it has limitations which can 
be overcome using market research expertise. The industry should reposition itself as data curators to 
complement the BigData opportunity. 

   

The Challenge to 
Change: Racial 
Transformation in the 
Marketing Research 
Industry 

Sibongile Vilakazi This paper highlights some of the key realities unique to the marketing research industry that may 
potentially slow down racial transformation progress in the industry. It further identifies key potentially 
limiting myths formulated about black researchers. The lived experiences of black marketing researchers 
are shared in order to dispel these myths. A way forward is subsequently provided to assist the industry 
leadership in the quest to rise to the racial transformation challenge. This paper has been prepared as an 
attempt to voice black researchers’ experiences so they too can be included in the debates and 
discussions about racial transformation. 

   

Research Papers 
   

Contextualising Mobile 
Research 

Lara du Plessis Since mobile phones have become such an essential part of everyone’s lives, this paper aims to illustrate 
how mobile can be of great benefit to advancing our understanding of the role of context, and, 
specifically, how it relates to the purchase decision making moment. A recent pilot study is used to show 
this. Furthermore, the paper examines how WAP and IVR compare, as methods of mobile data collection, 
and how mobile is changing research and advancing our understanding of context-specific human 
behaviour. 

   

Integrated longitudinal 
data streams: The key 
to better, faster and 
cheaper research 
insights 

James Fergusson 
and Ryan Versfeld 

The research world has come under much pressure in recent years; our industry must adapt to the new 
environment or quickly suffer as a result. In this paper, the authors summarise some of the latest 
developments in the research industry and argue that these advancements are not enough. An alternative 
framework will be presented, demonstrating how longitudinal data streams can be integrated with big 
data sources to provide better, cheaper and faster insights. Lastly, the paper shares learnings from an 
experiment in setting up this framework – focused around the themes of flexibility, predictive modelling, 
costs and timing. 

   

Bigger. Faster. Better. Diane Gantz The marketing research industry is ever-changing.  Global trends reflect a move towards methodologies 
based on faster, more cost-effective data collection, as well as significantly larger sample sizes.  Significant 
advances have also been made in the understanding of how the brain works in recent years, which have 
direct implications for marketing research, particularly for interview length.  This paper aims to examine 
some of these global trends, discussing their relevance to South Africa, and will delve into the implications 
of Behavioural Economics and Neuroscience for marketing research. Practical implementation of learnings 
from these fields will be demonstrated using case studies. 

   

Predictive Modelling 
Case Study: Comparing 
model predictions, 
expert opinion and 
expert-informed 
model predictions with 
actual realisation 

Ans Gerber and 
Jannie Els 

Diabetes related data were analysed for a specific pharmaceutical company to assess whether statistical 
models can outperform business driven predictions in terms of volumes of products sold. More 
importantly, would a business informed statistical model outperform a pure statistical model and if so, to 
what extent? 

   

Patriotic Sentiment: 
Do South Africans 
really prefer South 
African products? 

Lerana Jacobs Patriotic sentiment speaks to being loyal and attached to ones’ country. Most related research focuses on 
other countries. Little research on this is available in a South African context. Is there a link between 
patriotic sentiment and buying local? The results should assist marketers to ascertain whether patriotic 
sentiment should be used as a key driver in marketing local food and beverages. A survey of South African 
males and females found that South Africans are moderately patriotic, therefor patriotic sentiment is not 
a key driver for buying local. Marketers should communicate the benefits of buying local and embed 
patriotism. 

   

Beating The Brain 
Game 
Communications 

Alida Jansen And 
Lorcan Mcharry 

This paper is a best practice evaluation of communications in the context of long-term affective memory 
impact which inherently operates at subconscious level. This challenges traditional communications 
measurement systems, which rely mostly on measures that are focused on the short-term executional 
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Success In A New Era 
Of Neuroscience 
Learnings 

success of the ad itself and built on conscious recall of the sales message. Our paper argues for a broader 
diagnosis of advertising success (using new survey questions), with both long-term and short-term effects 
being taken into account, and that neuroscience principles should guide our understanding of long term 
memory effects. 

   

Winner Takes All - 
Solving the Share of 
Wallet Puzzle 

Jenni Jones and 
Yushika 
Harbhajun 

A local casino identified a group of customers who could spend more money with them than they are 
currently or whose spend with them has declined over the past year. Quantitative research to answer the 
pivotal question of how the casino can reverse the decline in spend and increase their revenue was 
carried out amongst the specific customer segment. Analysis, focussing on share of wallet was employed 
and the results revealed the client is losing R695 million in revenue to competitors. The appearance of the 
casino and food and drink facilities were identified as opportunities for increasing customer spend.  

   

An Epic Tale Of 
Love…And Betrayal: 
Loyalty Cards Create 
Loyalty...Or Do They? 

Nasreen Khan and 
Nikon Kolipakam 

As with all great stories, this story is anchored on the desire for ‘love’ and the heartache of betrayal. All 
businesses are after just one thing - to capture and hold the heart of the ever promiscuous consumer. This 
endeavor becomes increasingly difficult for businesses as consumers evolve to deal with tougher 
economic circumstances by holding on tighter to their wallets, and resorting to bargain hunting and deal 
finding, rather than being loyal to one store/business. One response to this consumer “fickleness” is to 
introduce loyalty programmes to increase dependability, and ideally, to inspire devoted “monogamy”, 
with initiatives typically involving loyalty cards. This paper evaluates the effectiveness of these so called 
‘loyalty cards’. Do they indeed bring about loyalty? What’s their place in the world we live in today and 
how can loyalty programmes be used more effectively? 

   

The Accidental Social 
Media Star  

Kathryn Kure Speculation remains rife that Google may utilise Author Rank as a ranking signal in Search, in which case, 
your online identity in social networks, and association with content in which you are either considered 
expert and authoritative (or not), may affect results in the Search Engine Results Page. This exploratory 
research investigated unpaid content creators or curators, the ‘accidental social media stars’ of Google 
Plus, who have garnered large followings with good engagement, to glean insights into who they are, why 
they post and what strategies, if any, they utilise and see if this success is replicable.  

   

Ad Testing - The Next 
Wave 

Caitlin Noonan Advert (Ad) testing is often unnecessarily time consuming, based on comparatively small samples, and 
expensive, based on the cost per respondent. Digital ad tests, using online and mobile platforms, allow us 
to focus on the three key metrics that matter most – claimed ad recall, correct brand linkage and wear-
out. This paper presents examples of survey designs that incorporate the large sample sizes and quick 
turnaround time possible via mobile research. Using case studies, this paper will further examine the most 
effective method of conducting an ad test on a mobile platform. 

   

The Influence Of Social 
Media On Customer 
Satisfaction When 
Dining In Full Service 
Restaurant In South 
Africa 

Jeannie Schreuder 
and GE Du Rand 

The increase of social media has become one of the biggest trends of the world today. This study is largely 
based on the opinions of customers through ratings collected by means of the standardised South African 
Customer Satisfaction Index (SAcsi) model that is aligned with the American Customer Satisfaction Index 
(ACSI). The key findings of the study were illustrated on a social media profile matrix that included the 
respondents social media participation, -complaint behaviour, -recommendations and the influence of 
complaints or recommendations on their choice of full service restaurant: Social Inactive (50.93%), Social 
Inactive, but high influence (12.49%), Social Independents (27.99%) and Social Integrators (8.58%). 

   

Shorter Surveys for 
Smarter Responses 
and Data 

Carryn Smit Surveys are integral to market research; although they remain an effective tool for data collection, they 
are imperfect. A number of issues, including non-response, drop-out, respondent burden and fatigue and 
satisficing, pose a threat to the validity of findings. Researchers are responsible for ensuring optimal 
conditions to extract answers that most accurately reflect reality. The principles of shorter, smarter 
surveys include 1) respondent-level validity, 2) eliminating redundancy and 3) ensuring relevance. A 
comparison of a shorter, smarter survey with a longer, traditional one suggests that the above mentioned 
issues are diminished through optimising design. Additionally, data quality can be improved. 

 


