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Dr Bob Cook  
Dr Cook is Director of Innovation and Inspiration at Firefish in 
the United Kingdom. He has been innovating in qualitative 
thought and methodology for over 15 years following a 
previous incarnation as a Psychiatrist. 

Lifelogging: The Power of the Outsourced Memory 
An ongoing theme through Dr Cook’s working life is a desire to ‘challenge the established and establish the new’ in order to 
address the shortcomings of existing research methodology. This philosophy has led to the development of new ways of 
viewing and understanding the world using online methodology, lifelogging data capture and infrared sleep-spy cameras. 
Following on from an introduction to memory and recall theory, Bob takes us on a visual journey following the rise of the 
lifeloggers and how this can be applied to various types of client brief, as he has done over the past few years. His talk will 
stimulate debate about contemporary qualitative research, including identity, and data security.  

   

 

Libka Pretorius 
Libka Pretorius is a market researcher with experience in 
qualitative and quantitative methodology and analysis. Her 
interests lie in product development, website satisfaction, and 
consumer and brand research. Libka started working at 
Columinate in November 2011. 

Using innovative methods and techniques to get quality data from online market research communities 
Online engagement has evolved in recent years to allow for user-created content, citizen journalism and online social 
interactions that are embedded into the daily lives of consumers. These evolutions have an impact on the entire market 
research process and industry. Market research needs to change from asking questions to having conversations with 
consumers. Market research online communities (MROCs) have created a way to accommodate for this by creating a platform 
for market researchers to actively engage with consumers in an attempt to get in-depth qualitative insights from consumers. 
Libka and Amoné investigate how different activity types can be used in an MROC to involve consumers, stimulate their 
creativity, enhance their community experience and actively engage with them on an online platform. They use case studies 
from recent market research to illustrate how using creative, interesting and appealing activities have helped to keep the 
members of the online community engaged and generated insights. We will be looking at three types of activities (Ideastorm, 
Mark-up and Picturebook) in particular that have been used to generate ideas and insights in collaboration with the consumers 
in our online communities. 
 

  

 

Amoné Redelinghuys 
Amoné is a market researcher with experience in managing 
market research online communities (MROCs). She has 
worked on a variety of different topics including shopping 
behaviour and short-term insurance. Amoné works at 
Columinate. 

   

 

Jack Hlongwane 
Jack Hlongwane has three and a half years research 
experience. He works both in the quantitative and qualitative 
space, but his passion lies with qualitative research. Jack has 
work experience in the FMCG, financial, government, retail 
and gaming and gambling sectors, and is currently employed 
at African Response as a research executive. 

Transnography 'Taxi Talk' - A humanistic and people-centric approach to data collection in qualitative research 
Jack explores a home grown innovative approach to hosting discussion forums, that fits with our unique circumstances as a 
country. Transnography - informally dubbed ‘Taxi Talk’ is a form of ethnographic method conducted in a taxi that is in transit. 
The heritage of market research, how it has influenced the current state of research and what the implications are for 
qualitative research, both from a logistics and quality of insights point of view, are briefly explored. Jack then builds a case for 
transnography, by emphasising why qualitative research methodologies need to be more participatory and engaging by 
adopting a humanistic and people-centric approach to data collection. Finally, the mechanics of transnography are discussed; 
how it should be conducted, how to recruit for it and the advantages it holds both for researchers and their clients.    

   

 

Marna Kirchner 
Marna is the founder of Headworkz, a specialist qualitative 
research agency. She has substantial experience as a market 
researcher, having worked in various research houses and 
specialising in qualitative research. She also lived and worked 
as online consultant in Saudi Arabia and in Thailand where she 
gained considerable experience managing international 
projects. 

Hybrid qualitative research: Uncovering deeper insights    
Marna addresses what a hybrid approach is, why it matters, and which technology based approaches play well together. She 
explores the benefits of hybrid approaches both for researchers and for our clients, and presents a real-world example of a 
hybrid study conducted in the South African market by the collaboration of two agencies, one South African and the other 
foreign. The focus is on the methodologies employed, the challenges involved and the outcomes. She also points out the 
cautions or pitfalls to be avoided when conducting a hybrid study. 

   

 

Leonie Vorster 
Leonie Vorster is the SAMRA CEO and the ESOMAR 
Representative in South Africa. She has more than 20 years 
research experience and is registered with the Health 
Professions Council of South Africa as Research psychologist. 

Qualitative Research in Southern Africa and Internationally    
Leonie will introduce this discussion session with a brief overview of the results from the 2013 ESOMAR Global and South 
African Market Research industry study. 
Launch of the SAMRA Research Participant Database 
The time has finally arrived! In an effort to improve data quality, SAMRA is launching a research participant database that will 
allow suppliers and clients to evaluate the quality of research recruitment and participation, and ensure that authentic research 
interactions become the norm in the industry.  



 


