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Dipanjan Chatterjee is a brand strategy expert with extensive experience in global brand optimization and emerging market strategies. His 
background, which combines over a decade of consulting experience with senior management marketing and P&L responsibilities, enables him to 
craft brand strategies for clients that are firmly grounded in the reality of the business and the needs of its customers. Dipanjan's work spans several 
industries, including packaged goods, food and beverage, financial services, consumer appliances, retail, health and beauty, and B2B products and 
services. He has advised leading companies on brand strategies, including consumer insights, positioning, architecture, valuation, messaging, touch 
points and go-to-market strategies. He has helped clients navigate the rapidly evolving brandscape across the globe, with particular emphasis on 
emerging markets in Asia and Latin America. Prior to joining BAV, Dipanjan developed and spearheaded a brand strategy and emerging markets 
practice area for a boutique consulting firm in Cincinnati. His other experiences include investment banking and M&A at Morgan Stanley, marketing 
strategy consulting at Booz & Co., and senior management roles at Fedex/Kinko's and Berkshire Hathaway. Dipanjan has an M.B.A. from the 
University of Chicago, where he focused on strategy and marketing. He received his B.A., magna cum laude, in Economics from Amherst College, 
where he was awarded a Ford Foundation grant and the James Nelson Prize in Economics, and was nominated to the Phi Beta Kappa society.   
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Andy Hadfield loves building things on the Internet. He's played in every corner of the digital industry, launching his first startup at age 19 - getALife 
(gAL) was a social network before the word was even invented (he likes to say). A political and community mouthpiece for South African students 
between 1997 and 2005, the site was covered on every major media platform, including Time Magazine. It also had the dubious honour of being 
sued by Robert Mugabe. Over the next 15 years of his career, he honed his strategic skills across a range of industries, including finance, professional 
services, construction and media. With The Virtual Works, this included building the digital platform that underpinned “The Deloitte Way”, and SA's 
first monetised niche social network, DesignMind, which drives collaboration across the construction industry.  At FNB, Andy helped develop a team 
to manage digital strategy across the consumer banking segment. Projects included corporate crowdsourcing, the bank's first official FaceBook 
presence, a major overhaul of the consumer website and a world-class “Amazon-style” eCommerce system - so you can get FNB products in under 10 
minutes, from the comfort of your couch. After FNB, Andy took up some management consulting contracts with a few big and digitally brave South 
African corporates. 2012 then saw the launch of Real Time Wine & MyBEER (investment led by Michael Jordaan & Mike Ratcliffe), a retail discovery 
platform and consumer review community for the wine and beer industry. The startups closed in 2014 after a great 2 year run, pulling off a number 
of firsts in the mobile app world. In 2015, alongside Garth Japhet (of Soul City / Heartlines fame) he launched forgood - a social impact startup that 
connects people to Causes. The startup is building a platform for the non-profit industry and providing functionality for businesses to manage and 
report on the impact of their employee volunteering and donation activities.  Andy is a regular speaker on the African circuit and has flown the flag at 
SXSW (with a talk called You Don't Need Bandwidth To Be Awesome). He believes every word of it. 
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Jack Hlongwane works both in the quantitative and qualitative space, but his passion lies with qualitative research. He has work experience in the 
FMCG, financial, government, retail and gaming and gambling sectors, and is currently working at African Response as a research executive. Jack won 
the SAMRA Qualitative Conference 2014 Best Presenter Award. We look forward to what promises to be an inspirational talk in true Jack style! Jack 
will be presenting The Evolution of Market Research through Pedagogy and Mentorship: using prose and metaphors drawn from the formation of the 
Drakensberg themselves, Jack will speak about the pedagogy and management of the 21st century market researcher, and the need to evolve in the 
face of a changing world and industry.  
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Research Papers and Opinion Pieces  Authors 
  

SMSing to Improve: Mobile Research Comes of Age  
Research paper (technical) 
The identity of survey respondents is one of the most important factors when conducting research, as many marketers are looking for research that 
can either be considered nationally representative, or can target key demographics. This first portion of this study will examine the characteristics of 
mobile survey respondents by comparing demographic and purchasing information from randomly selected respondents in South Africa to previously 
available national data. The second part of this research will examine the reliability of mobile phone surveys when users are asked to self-complete 
surveys. Although complex survey instruments are simplified to fit within mobile restrictions, it is still difficult to ascertain the reliability of self-
reported results.  

 
Matt Angus-

Hammond 

  

Understanding why smartphone users behave the way they do 
Research paper (technical) 
The research objectives are to determine what human needs are being satisfied by smartphone usage, and how much time consumers spend 
satisfying each need; whether there are clusters of consumers based on these needs categories, and whether they are stable over time; if there are 
any demographical characteristics which differentiate the clusters from one another. 
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Is what you choose as important as how you choose it? 
Research paper (technical) 
Leveraging the efficient nature of an online panel and its ability to collect more detailed response information, our objective is to 
show how asking respondents the right questions up front can yield better results in the analysis phase. Assessing data gathered 
from three categories (Chips, Jeans and Cars) we compare the responses of the different types of people to determine how much 
an effect their decision type has on their responses and reported behaviours. We will also highlight that differences can occur just 
by asking the respondents these very questions. 

 
Henk Pretorius 
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Comparing mobile and online insights: A qualitative case-study. 
Research paper (technical) 
The aim of this research is to compare the responses of mobile users to those of desktop users in order to determine whether there 
is a difference in the quality and accuracy of the research insights obtained from these groups respectively. Furthermore, the 
research aims to determine whether mobile is preferable for certain topics and studies for example shopper research because of its 
ability to capture insights closer to the moment and rely less on memory recall capabilities of the research participant. Finally this 
research aims to determine whether mobile allows for more granular responses from participants that might provide richer insights 
for market researchers than those obtained though desktops or laptops. 

 
Amoné 

Redelinghuys  
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Revolutionising survey imagery: Revising and optimising the fundamentals 
Research paper (technical) 
Our research objectives are to revolutionise best practise approaches to imagery in our industry, and present compelling validations 
to support the argument for using these best practice solutions. More specifically, we will explore and integrate the following 
elements into an over-arching framework for improving imagery: unpacking the data implications of using scale versus binary 
questions; measuring all brands versus only focusing in on a relevant subset (i.e. an 'evoked set'); measuring all attributes versus 
only focusing in on a relevant subset; using statistical and machine learning techniques to reduce the number of statements. 

 
Carryn Smit  
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Considering the impact of anonymity on the quality of data obtained in a Market Research Online Community (MROC) 
Research paper (technical) 
The aim of this research is to compare the quality and accuracy of the contributions made to online discussions by participants who are not 
instructed to provide their personal information (i.e. user name, profile picture, age, gender and race) to those who are instructed to provide their 
personal information, given that their information will be kept confidential. For this study the target audience will be consumers that are frequent 
users of personal hygienic products, such as a body wash. Respondents will be segmented into two groups, namely; 1) those who are asked to 
disclose their personal information; and 2) those who will not disclosed their personal information. 

 
Tonette de Jager 

  

Sampling - The Acid Test 
Research paper (technical) 
The research objective is to encourage discussion and debate about the challenges inherent in obtaining representative samples due to the problem 
of non-response to, or opting out of, surveys. Data will be collected digitally via cellphones, laptop and desktop computers, as well as other devices. 
All surveys will be conducted following an opt-in approach. Case studies will be drawn from the company's research-into-research programs, and 
specific studies will be designed to illustrate the points mentioned above. For example, data from publicly available resources will be compared with 
data drawn from various other databases in an effort to determine the validity and reliability of the results: the 'Acid Test'.  
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The influence of the 'joiner': Improving the representation of mobile research through opt-in sample control and calibration 
Research paper (technical) 
This paper aims to conclude with a weighting algorithm for application on mobile surveys to ensure greater consistency in survey outputs when 
compared to face-to-face surveys. The objectives are to determine what makes people more likely to opt-in on a mobile survey; what influence this 
has on actual responses to survey questions; how to measure and control for the opt-in attitude it in mobile surveys.  

Shirley Jeoffreys 
  

Why Bankers must take Freeloaders seriously 
Opinion Piece 
Bankers and creditors avoid Freeloaders at all costs, but not the new age freeloader who is a recipient of grey money. Grey money is that informal 
financial transaction that is moved through and because of personal relationships rather than those formalised economy-based processes. 
Freeloaders are those relatives who are unemployed, but providing a certain service for the family and are supported financially and in kind by their 
employed relatives. However, Freeloaders are not meant to be the usual ne'er do well relative you give a wide berth at family gatherings. 
Freeloaders (or Receivers) are the unemployed due to unforeseen circumstances. Where there’s a Receiver, there’s a Contributor – thus a 
Contributor starts the cycle of Grey Money. The question is who are these people and how do they eke out their lives when they don’t have a regular 
monthly income? 

 
Lebo Motshegoa 

  

Context matters: Creating more powerful marketing strategies by resonating with people via an understanding of the lens through which they see 
the world and drive their lives 
Research paper (technical) 
The paper will describe how five measures were developed using South African data from late 2014. The objectives were to determine the worldview 
constructs that most differentiated people in South Africa; determine how to measure them (segmentations and/or spectra) and develop such 
measures; understand how these relate to demographics and embryonic and surrogate measures of culture (language and race) and socio-economic 
status (LSM here); and determine which have the most relevance for marketers of different brand categories. A secondary objective, given the rising 
prevalence of very short questionnaires (seven minutes) and mobile studies, was to develop short-form versions of these measures. 

 
Neil Higgs 

  



Prediction is very difficult, especially if it's about the future 
Research paper (applied) 
Two challenges that are repeatedly raised by market researchers are 1) more efficient measurement, and 2) the development of 
tools that are predictive not just of current market conditions but of future movements as well. At first glance these seem like 
mutually incompatible goals – to get better predictions, don’t we need more variables and more data? The aim of the paper is to 
review the state-of-the-art approaches in each of these areas and to propose a model of future brand equity that is both 
parsimonious and accurate. With a sound theory of consumer behaviour, one does not need a huge array of potential predictors of 
future behaviour. Big data might be sufficient to address the problem of accurate prediction, but it is not necessary. More 
importantly, without knowing what data to collect, market researchers run a real risk of alienating clients with lengthy 
questionnaires that attempt to find the proverbial needle in a haystack. 
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Advertising isn't everything: unleashing a brand's potential by identifying and measuring the hidden gems that 
can seriously drive growth 
Research paper (applied) 
The objectives of this research are to identify and quantify the impact of market factors that enhance or suppress 
the ability of consumers to buy what they want to buy; assess and compare the impact of various types of market 
factors across a range of different categories; illustrate how different market factors can be prioritised to grow 
brand equity; highlight how the presence or absence of market factors are directly related to the size of the brand, 
and what this means for strategy; understand which aspect of a brand's business is more important to manage; 
provide alternative ideas for sales staff incentive programs; identify what kinds of elements are suitable inputs 
strategy; reveal at what level these different aspects should be applied to informing strategy. 

Catherine Burton 
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Throwing the dice: Building Predictive Analytics while accounting for randomness and irrationality 
Research paper (technical) 
The overall objective is to show how Market Researchers can respond to some well know current challenges in the 
industry. More specifically, this paper shows how to incorporate sound theories of consumer decision making. 
One important aspect of which is irrationality or randomness; how to take the above into account and build 
powerful, validated outputs using minimal inputs; how to maximise the strategic implementation of Predictive 
Analytics. 

 
Gareth Lloyd 
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And the winner is... Applying ranked based algorithms to social phenomena 
Research paper (application) 
In this paper we will show how the Zipf brand ranking methodology can be used in other social areas such as 
presidential elections, attitudes towards energy conservation and preferred musical entertainment to address the 
changing needs of clients and how we gain new clients by broadening our ability to analyse information. While the 
results may not always be as directly relatable as market share or vote percentage, they can still be used to 
establish a share of mind which can provide valuable insights to the end client. 

 
Zareena Khan 
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The New Political Battleground: The 2014 South African National Elections on Twitter 
Research paper (technical) 
Many researchers and clients alike view social media as akin to the Wild West. We can become overwhelmed by the volume and 
messiness of the data which prevent us for seeing the woods for the trees. By mapping a topic like the SA elections using our 
methodology, we will demonstrate that such conversations really are tractable. More than that, we will show how this method can 
be used to identify the specific constituencies and their concerns so that parties (or brands) can more effectively surface hot-button 
issues and address them (or simply take cognisance of them). In addition, we will show how these methodologies can be used to 
gain a better understanding of constituencies in terms of their topics of conversation, their language use, their influencers, the type 
of media that resonates best with them, etc. in order to better tailor communications towards them. 
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CRM as a driver for shareholder value creation in the 21st century 
Opinion Piece 
The paper will present the business case for the downfalls of CRM today and how CRM if not pitched at the right level to the right people in business 
will negatively impact shareholder value creation. CRM is a strategic business tool for mobilising company innovation. The paper will present how 
companies can achieve this and add real value to bottom line results. 

 
Wendy van Schalkwyk 

  

The 'real' cost of poor education 
Research paper (applied) 
The main objective of the paper is quantifying the actual long term cost of poor education to inform national policy and planning. 
Using data sets that are publically available (i.e. collected by the South African Government) various linkage analysis techniques will 
be employed to establish the relation between these data sets. The findings from the proposed study will quantify the financial risk 
associated with poor education. The lag effects from one variable to the next (i.e. from matric failure to unemployment and from 
unemployment to criminal activity) will also be estimated, and could inform planning by both Government and Private Sector. 

 
Ans Gerber  
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Coaching on the route to excellence 
Opinion Piece 
The paper will look at practical examples of how a performance based mentoring and coaching approach can be informed by 
borrowing from the learnings of sport-, performance- and positive psychology. By positively influencing the way people face 
challenges, recover from challenges, and function in trying circumstances, this approach can enhance their level of performance 
and success in the workplace, which it to the benefit of all involved. 

  
PJ Claasen 
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