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A MESSAgE fRoM THE SAMRA CEo
This year was our 50th birthday, and the SAMRA Yearbook 2013 is a celebration 
of not only the past year, but also the history and development of SAMRA and 
marketing research. Thank you to everyone who contributed, and to all our 
advertisers - we appreciate the support! 

My first year as SAMRA CEO has been nothing short of exhilarating. In 2013, changes 
and successes were plentiful and there was no shortage of challenges either. I would 
like to thank all SAMRA members for their support, and the SAMRA Board who are all 
volunteers, for being most gracious with their time, advice and support.

Our new Memorandum of Incorporation and Company Rules were adopted and 
came into effect in January 2013, setting the tone for what was to come, including 
the new SAMRA membership structure that was implemented from March 2013. 

LookINg BACk AT 2013

•  SAMRA membership increased from 403 individual members (across all categories) and 42 Corporate 
Members to 86 SAMRA Organisation Members, including approximately 2,000 Associate Members, and 
117 Independent Members (with an additional 70 who are not active) in 2013.

•  SAMRA received recognition as the Professional Body for Marketing Research from the South African 
Qualifications Authority, and the designation of SAMRA Accredited Marketing Researcher (SAR) was registered 
on the National Qualifications Framework. As a result of our recognition status, SAMRA will not offer education 
and training courses, but we continue to offer continuing professional development activities.

•  2013 was also the year of the start of an Accredited Quantitative Interviewer programme, currently in pilot 
phase. This programme is the culmination of many years of hard work by the SAMRA Fieldworker Forum. 

•	  A Research Participant Recruitment Interest Group formed for the first time in late 2012, and this group 
developed the recently approved Guidelines for Qualitative Research Participant Recruitment - a first step 
towards enhancing quality on this important part of our industry.

•  The SAMRA Annual Conference 2013 was held at Klipriviersberg Nature Reserve in the south of 
Johannesburg. It felt great to receive an average rating of more than 4 out of 5 and very positive feedback 
from most delegates. 

•  We showcased marketing research as a career at the Wits Graduate Career Fair 2013 in August, and this 
event also saw the launch of the SAMRA Graduate Recruitment Programme. More than 40 graduates 
have made use of the service to date. Graduates who wish to work in our industry in full time, part time or 
temporary employment, or for an internship, work experience or freelance work complete an online form 
with their motivation, and then SAMRA shares these submissions with the SAMRA Organisation Members 
on a shared space which is updated weekly.

•  The 2013 Annual General Meeting was well-attended, and provided a platform to showcase what has 
been achieved, and to inform members about SAMRA plans.

•	  October 2013 saw the second SAMRA Qualitative Conference, held in Kleinmond and Johannesburg. The 
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conference was a fantastic success by all accounts, and we look forward to the third conference next year. 

•  The printed SAMRA Journal was distributed to all Independent and Organisation members in December. All 
SAMRA members, including Associate members, have access to the electronic version. This year’s Journal 
took on a revised focus and format, and the content reflected this.

•  2013 saw the end of outsourcing of the SAMRA conference management as well as Public Relations 
functions. These have been managed by the SAMRA office for the past year.

•  Setting up the SAMRA information technology infrastructure, processes and systems was the biggest 
challenge of 2013. Although we have made headway in terms of our website re-development, we have 
not been able to launch the user-friendly site before the close of 2013, but we are hopeful that a far more 
interactive, easy-to-use website will be up and running early in 2014. 

•  Job advertising will no longer be targeted directly at members, and the job advertising service is now 
available via the SAMRA website only. 

•  The SAMRA Quarterly Newsletter has been replaced with regular updates emailed to members and posted 
on the SAMRA website.

•	  The SAMRA branch structure as we knew it came to an end during 2013. With the centralisation of 
administration in Johannesburg coupled with member distribution trends, branch structures were no 
longer the most effective way of ensuring member participation. From 2013, SAMRA activities were held 
in various locations across Southern Africa.

•  SAMRA launched its social network presence in the form of a twitter account (SAMRA_CEO) which now has 
111 followers, a LinkedIn group (Southern African Marketing Research Association) with 93 members, and a 
Facebook page (Southern-African-Marketing-Research-Association-SAMRA) with 79 subscribers.

THE YEAR AHEAd: MAkINg 2014 CoUNT

•  2014 Kick-off Events will be held in February 2014. These events will take place in Port Elizabeth, 
Johannesburg, Pretoria, Durban, Cape Town, and Windhoek.

•  Of course, the lessons learnt in 2013 will make the 2014 SAMRA Annual Conference, scheduled for 
12 and 13 June 2014 at Spier Wine Estate in Stellenbosch, even better! Themed “A Puzzling Time for 
Marketing Research, and Solutions that Matter” the conference promises to offer local and international 
perspectives on the pieces are that will solve the future-of-research puzzle.

•  SAMRA’s Industry Research Programme will be elaborated to include an Industry Confidence Index and an 
Ethics Audit, in addition to the by-now-customary Annual Salary Survey and the ESOMAR Global Market 
Research Study. 

•  The Introduction to Ethics webinar will be offered throughout 2014, so don’t miss out on the opportunity 
to brush up on your professional responsibilities!

•  A key focus will be the strengthening of our local and African stakeholder relationships. A top priority will be 
awareness amongst members of the public regarding the value of marketing research, the importance of 
participation in research and distinguishing between good research, and bad research and marketing activities. 
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•  The Accredited Quantitative Interviewer programme will be implemented in its final form during 2014. 
This programme will result in designation on the National Qualifications Framework, similar to the current 
SAMRA Accredited Marketing Researcher (SAR) designation.

•  In addition to the existing SAMRA Accredited Quantitative Interviewer (SAIN, previously Fieldworker), 
SAMRA Partner and SAMRA Accredited Marketing Researcher (SAR) professional recognition statuses 
already available to members, we are planning a new designations for 2014 and beyond, including  
SAMRA Accredited Quantitative Marketing Researcher (SARN); SAMRA Accredited Qualitative Marketing 
Researcher (SARL); SAMRA Accredited Qualitative Interviewer (SAIL) .

•  Because of our professional body status, accreditation will in the near future be achieved by successfully 
completing a SAMRA national assessment. In addition, accreditation will be maintained by participating in 
continuing professional development activities.

•  In 2014, we will be running a competition for the renaming of the SAMRA Journal (it is currently called 
the Southern African Journal of Marketing Research), in line with the more informal format and content 
adopted in 2013.

•  We will approach the legislator for official confirmation of the exemption of marketing research from the 
Protection of Personal Information Act (Act No. 4 of 2013). An opinion about the implications of the Act will 
be developed for our industry in collaboration with ESOMAR, and discussion sessions are planned for the 
industry. 

• The coming year will see the (long overdue) re-launch of the SAMRA Research Users interest group.

•  The SAMRA Red List will be launched early in 2014. This list will ensure centralisation and streamlining of 
a marketing research opt-out database, allowing members of the public to opt out of research by any of 
the SAMRA subscribers (incl. members and non-members).

•  The research participant database will also be available during the first half of 2014. Subscribers to 
this new service will verify individuals who have been recruited for research against a SAMRA national 
database before they participate in research.

I am aware that the to-do-list is long, yet not long enough. If you wish to add anything to the SAMRA agenda, 
please let me know. It is a privilege to serve the industry through SAMRA, and I look forward to an outstanding 
2014 for both!
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THE SAMRA CHAIRMAN’S REPoRT
A year ago SAMRA embarked on implementing very big structural and management 
changes to the 50 year old association. One year on, it is a great privilege to share 
with you the successes achieved and challenges overcome.

Before doing so, I’d like to thank the previous chairpersons and council members 
who started and drove this process of change since about 2009. Having been part of 
SAMRA management since then, it has been such a privilege for me to experience 
an association transformed and being successful at that. The fundamental issue is; 
the marketing research industry is changing and SAMRA had to change to support 
its members from this new industry platform or risk becoming irrelevant!

As treasurer I presented a budget that was geared for investment in line with the 
restructuring during 2012/2013 financial year. The assumptions were, despite filling the CEO position; we will 
need to invest in the overall business structure and what transpired was much more positive than anticipated 
- the main take-outs are: 

•	  Despite revenue dropping by 21% due to greater focus on restructuring, cost of sales is down a tremendous 
31%. This means that whatever was done in the financial year was managed more efficiently

•  As can be expected, less money coming in but better management of those funds resulted in a positive 
working capital balance

•  As for profit, only slightly down by 5% despite a drop in revenue

•  As it stands now, SAMRA has already recovered all the money spent on investment so from this year on, 
real investment in the industry will start

One of the critical industry investments is a fully integrated database management system linked with the 
website. Development of the website and stakeholder database is nearing completion and the impact is 
projected to be substantial. For example: in 2012/2013 the cost to service one member in SAMRA was almost 
R 6,000, now it will cost about R 1,300.

SAMRA’s key focus remains its members, which has grown phenomenally under the restructured framework. 
To illustrate further, the number of organisations involved in SAMRA under the old structure, was 39 Corporate 
members. Currently there are 86 Organisation members (excluding the 205 independent members). It is 
against this structural backdrop that I highlight a few key initiatives SAMRA already achieved this year:

•  SAMRA is now a SAQA registered Professional Body, meaning that SAMRA has the authority to recommend 
appropriate accredited training courses to our members and influence the quality of courses by driving the 
development of national curriculums. This will make a meaningful difference for any candidate enlisting in 
a worth-while training programme in a changing industry

•  Further to this, the registration as professional body also means that the professional designation of SAMRA 
Accredited Marketing Researcher (SAR) is now registered on the National Qualifications Framework (NQF) 
giving SARs national recognition as professional marketing researchers. In future, all SAMRA designated 
roles will have NQF status. This is critical for the industry to retain its position of strength against non-
traditional players entering the research industry
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•  The Fieldwork Interest Group had a planning session to guide and develop our interviewers through 
structured external training courses and to achieve SAMRA accreditation. It is really important that we as 
an industry get behind these initiatives because SAMRA (having a bird’s eye view) can drive these up-skill 
initiatives collectively, and with a much greater impact. It is also critical that we train our interviewers well 
to leverage that skill against competitor data collection methods or tools

•  An ongoing function of SAMRA is to raise the bar on new developments and methodologies. Various 
events are planned with expert guest speakers from all over the world. The speakers will present in person 
or through webinar platforms making it accessible and affordable to all. One such example was the 
SAMRA conference this year, there were 136 delegates who attended from Australia, Belgium, Democratic 
Republic of Congo, Egypt, France, Ghana, India, Mauritius, Netherlands, South Africa, United Kingdom 
and Zimbabwe. About 43% of delegates work on client-side as users of research and the delegates 
represented 68 different organisations.

These are some of the achievements, now possible under the restructured SAMRA, and as you will see, a really 
busy and fantastic line-up of events over the next few months to strengthen and support our industry.

I therefore encourage you to make contact with SAMRA CEO, Leonie Vorster, where you need advice or training 
regarding industry changes or new business avenues you would like to explore. SAMRA’s role is to help and 
support its members and this is a critical time to tap into the industry association for that purpose. 

Leonie recently returned from the 66th ESOMAR Congress in Istanbul. The theme of the congress was THINK BIG 
which had the aim to help discuss the changing contours of the industry and highlight the bolder, broader, bigger 
profession that is emerging. We need to apply similar thinking here in our local industry to determine its future.

I trust you will enjoy this jubilee yearbook edition. It is important to see and recognise our strengths and 
achievements in moving forward to new territories…
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LookINg AHEAd AT 2014/2015
SAMRA is growing from strength to strength although it is not without its challenges. 
I am excited to take over as chairperson and continue to drive the strategy and 
initiatives with the CEO and Board. 

During the next year SAMRA will build on the aims of the restructuring, namely, increased 
communication with the industry and all SAMRA’s members as well as improved 
industry level self-regulation. Looking back over the past year there have been several 
highlights to my year as treasurer but there are three that stick out in my mind. The first 
being the restructuring of membership, the second being the recognition of SAMRA 
as professional body and lastly the permanent appointment of Ms Leonie Vorster as 
SAMRA CEO. The restructuring of SAMRA has meant that a number of SAMRA’s aims 
can now be realized. The importance of recognising SAMRA as a professional body 
will benefit not only the Market Research industry as well as contributing to the skills 
development of the country. The goals of SAMRA are to:

1. Grow the industry, 
2. Enhance quality and professionalism; and 
3. Deliver stakeholder value.

Some of the key initiatives that help SAMRA achieve these goals for the next year are:

•  Continue to promote SAMRA as a professional body 

•  Ensure the Annual Conference and the Qualitative conference encompass key issues the market research 
industry is facing or moving towards

•  Development of a database that will permit increased communication with organisational members, 
associate members and independent members

•  Promotion of good quality, accredited courses for entry-level quantitative interviewers;  Accreditation 
of a pool of competent interviewers;  Monitoring of interviewing quality after accreditation through the 
Interviewer accreditation programme with the support of organisational members

•  Promote professional research practices by using the ESOMAR research guidelines and adding a local 
flavour to them

•  Increasing the membership through initiatives such as the SAMRA Graduate Recruitment Programme

•  Monitoring of the market size and landscape within the South Africa market research industry through the 
Employee salary survey and ESOMAR Global Market Research Industry survey
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ABoUT SAMRA
SAMRA was established in 1963 as a voluntary association of marketing researchers. Marketing research 
as an identified, delineated discipline and profession was relatively new, and there was a need to ensure 
professionalism amongst researchers (incl. sharing ideas and new developments), and to promote the effective 
use of marketing research by decision makers.

SAMRA’S goALS ANd oBjECTIvES

1. Grow the marketing research, social research and opinion polling research industry
 Objective 1: Proactively market, advocate for and lobby on behalf of the industry
 Objective 2: Strategically manage talent at industry level to meet demand

2. Enhance quality and professionalism
 Objective 3: Promote the professional development of practitioners
 Objective 4: Provide industry-specific input into the Southern African learning system
 Objective 5: Protect the public, and monitor and self-regulate ethics in the industry

3. Deliver stakeholder value
 Objective 6: Offer value-adding products and services to the industry
 Objective 7: Ensure adequate representation of the industry with government
 Objective 8: Maintain effective systems and processes to manage operations

  Our stakeholders include members of the public, suppliers and clients/users of research (including our members),  
the media, legislators, related industries and associations, and education and training providers.

SAMRA PRodUCTS ANd SERvICES

Membership  SAMRA membership is voluntary and requires adherence to the internationally accepted 
ESOMAR Code of Conduct for marketing research, social research and opinion polling research. 
In this regard, SAMRA is the ethics watchdog for Southern Africa, and deals with complaints, 
enquiries and other issues pertaining to the Code of Conduct.

 i)   Organisation membership is for a commercial or non-profit organisation, including a company 
or any other entity such as a business unit or a department, involved in offering, buying, 
making use of or contributing to the delivery of marketing research, social research and/or 
opinion polling research and/or research-based consulting products and services. To maintain 
this membership. 75% of workers or more, who perform functions related to one or more 
SAMRA Designated Roles, must be Associate Members. Organisation members can vote.

 ii)   Associate membership refers to an individual who works for an Organisation Member on a 
voluntary, permanent, full time, part time, temporary or independent contract basis in one or more 
SAMRA Designated Roles, and is involved in offering, buying, making use of or contributing to 
the delivery of marketing research, social research and/or opinion polling research and research-
based consulting products and services, and who is a non-voting Member of SAMRA.

 iii)  Independent Membership is for a natural person who works in one or more SAMRA 
Designated Roles and that offers, buys, makes use of or contributes to the delivery of 
marketing research, social research and/or opinion polling research and research-based 
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consulting products and services (e.g. independent contractors and freelancers such as 
a fieldworker, moderator, academic, etc.), and not working for an Organisation Member. 
Independent members can vote.

  Members who achieve a certain level of competence and standing in the industry are 
awarded various forms of recognition, either in the form of accreditation (or designation), or 
by means of specific awards. 

	 •   Accreditation categories include SAMRA Accredited Researcher status and SAMRA Accredited 
Interviewer status. SAMRA Accredited Qualitative Researcher, SAMRA Accredited Quantitative 
Researcher, and SAMRA Accredited Participant Recruiter status will be available soon. 

 •    Awards include those on offer at SAMRA conferences, as well as planned awards for 
preferred users, preferred suppliers, best recruiter, best interviewer, and best student.

 
Publications SAMRA Publications, available from the office, include:

	 •   Industry research reports such as the annual salary survey report

	 •   Papers and presentations delivered at SAMRA events 

	 •   The annual Southern African Journal of Marketing Research

	 •   Newsflashes to update stakeholders

	 •   The SAMRA Yearbook

 
  SAMRA hosts an annual conference, with eminent speakers from South Africa and abroad. Other 

professional development events include an annual qualitative research conference, webinars, 
seminars, workshops, discussion forums and meetings where issues pertinent to the profession are 
discussed, hosted at local level. Organisation members can also make use of ethics advisory services.

 
  Advertising and sponsorships are available in SAMRA publications (e.g. the Southern African Journal of 

Marketing Research, the SAMRA Yearbook, SAMRA Newsletters), on the SAMRA website, or at SAMRA 
events (e.g. registration area, venue, catering, presentation area, gifts, etc.). These opportunities are 
available to organisations that do marketing research, have positions available in marketing research, 
offer industry-relevant training courses and other learning opportunities, supplies research-relevant 
goods or services to the industry (e.g. focus group discussion venues, IT, freelancers), etc.

 
Interest Groups  A number of Interest Groups have formed to discuss common interests, learn, network, share 

resources, etc. including the Research Supplier (previously known as SAMRA Corporate),  Research 
User, Fieldwork Management, Interviewer, Research Participant Recruitment, Small Business and 
Freelancer, Research in Africa, Academia and Qualitative Research interest groups.

SAMRA STRUCTURE

The SAMRA Board, which consists of ten elected representative seats, manages SAMRA. There are four regional 
branches in South Africa based in Cape Town, Durban, Johannesburg, and Pretoria. Namibia (Windhoek) also 
has a small branch. Branch management is handled by the SAMRA office.

The SAMRA Memorandum of Incorporation and Company Rules are available on the SAMRA website or from 
the SAMRA office.

Advertising and  
Sponsorship 
Opportunities

Professional 
Recognition

Professional 
Development
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samra bOarD members (2013/2014)
 Alexan Carrilho
 Chairman and Treasurer
 Ipsos 
 

  Jan Wegelin
 Immediate Past Chair 
 TNS Research Surveys
 

  Director: Small Business and Freelance Research Suppliers
 Elsa Thirion-Venter
 MarkData
 

  Director: Medium Research Suppliers
 Mamapudi Nkgadima
 African Response
 

  Director: Large Research Suppliers
 Karin Du Chenne
 TNS Research Surveys
 

  Director: Small Research Users
 Ineke Prinsloo
 Zurich
 

  Director: Large Research Users
 Salomé Barnard
 Telkom SA
 

  Director (Ex Officio): SAMRA Chief Executive Officer
 Leonie Vorster

To the current SAMRA Board, and to all the SAMRA Council members who have gone before, we thank you for 
your valuable contribution to the industry!
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CHAIRMEN of SAMRA
1963/64 Prof Chris De Coning 1989/90 Mr Reinhold Ratz

1964/65 Prof Chris De Coning 1990/91 Mr Reinhold Ratz

1965/66 Ms Lulu Grobbelaar (Kristein) 1991/92 Mrs Jean Green

1966/67 Dr Wally Langschmidt 1992/93 Mrs Jean Green

1967/68 Dr Wally Langschmidt 1993/94 Mrs Shirley Harding

1968/69 Mr Richard Beford 1994/95 Mrs Shirley Harding

1969/70 Mr Tim Cooke 1995/96 Mr Maurice Britten

1970/71 Mr Peter Hume 1996/97 Mr Maurice Britten

1971/72 Mr Nick Green 1997/98 Ms Elaine Alder

1972/73 Mr Bill Hunt 1998/99 Ms Elaine Alder

1973/74 Mr Brian Butler 1999/00 Ms Elaine Alder

1974/75 Mr Claude Heimann 2000/01 Ms Margaret Constantaras

1975/76 Mrs Pat Van Der Reis 2001/02 Ms Heather Kennedy

1976/77 Mr Clive Corder 2002/03 Mr Sifiso Falala

1977/78 Mr Brian Pitman 2003/04 Mr Sifiso Falala

1978/79 Mr Ian Byers 2004/05 Mr Gordon Hooper

1979/80 Mr Ian Byers 2005/06 Mr Schalk van Vuuren

1980/81 Mr Gordon Haymes 2006/07 Mrs Shirley Benney

1981/82 Mr Gordon Haymes 2007/08 Ms Leonie Vorster

1982/83 Mrs Caroline Harben 2008/09 Mr Niel Victor

1983/84 Mrs Caroline Harben 2009/10 Ms Salomé Barnard

1984/85 Dr Hein Oosthuizen 2010/11 Ms Elsa Thirion-Venter

1985/86 Mr Martin Slack 2011/12 Prof Adré Schreuder

1986/87 Mr Martin Slack 2012/13 Mr Jan Wegelin

1987/88 Mr Neil Higgs 2013/14 Ms Alexan Carrilho

1988/89 Mr Neil Higgs  
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50 Years: then and now
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Photos Thanks to Shirley Harding 
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A TRIP dowN MEMoRY LANE…
We asked previous SAMRA chairmen and Honorary members to share their SAMRA memories with us, and to 
let us know what they are up to these days…

shirley benney (2006/2007 chairman, samra hOnOur rOll 2012)

When I joined market research just on thirty years ago, I was completely in awe of those who had been in the 
industry for a good while before I joined and were contributing to the industry, not only through their respective 
companies, but through their service to SAMRA.

The high standards set by SAMRA played an important part in the success of my career. Adhering to the 
industry standards was an absolute requirement which was sometimes referred to by users as ‘the hygiene 
factor’. However, without ‘the hygiene factor’ there would have been no users. 

Whilst I am a baby boomer and therefore by default more conservative, I believe that it is imperative that I learn 
to embrace the new ideas and way of doing things but at the same time find a way to impart the knowledge 
and learnings of the past thirty years to the new generation of researchers. I challenge the young and the ‘not 
so old’ to work together for the benefit of an amazing future in an amazing industry.

To the bright young researchers out there, as much as you need to learn, I would love to learn from you!!

margie cOnstantaras (2000/2001 chairman)

When I was asked to write up a few words about my SAMRA experiences,  
I decided that I would focus more on the fun side of SAMRA rather than the more 
serious side and have touched on events from 1979 to 2001. 

While the marketing research industry has evolved and grown significantly in 
the last 50 years, I must confess to a great deal of nostalgia for the ‘old days’  
- I definitely think we had more fun!!

Without giving my exact age away, I joined SAMRA in the early 70’s as a young 
and inexperienced researcher at Market Research Africa. I listened to talks given 
by research luminaries such as Clive Corder, Wally Langschmidt, Neil Higgs, Erik du Plessis, Jean Green and 
other great names in the industry with great interest and wondered if I would ever attain even 50% of their 
knowledge. And here I am, some 40 years later, still wondering. SAMRA events and functions were the places 
to go to meet with others in the marketing research industry as well as those who made use of marketing 
research, such as the advertising agencies, Brian McMillan and Tim Bester come to mind; the liquor and 
tobacco companies, Johan Schwartz, Billy Fullard and Hein Oosthuizen; the media, Daan van Vuuren; FMCG 
companies, Tim Cooke - I could go on and on. 

In 1979, SAMRA took the decision to have the first SAMRA conference - the venue: The Riverside Holiday Inn 
at the Vaal. I only have vague memories of that event as much of the time was spent semi-conscious from a 
lack of sleep. The main focus of many at that conference (and many subsequent conferences) was to party, 
party and party some more - I used to feel very sorry for those delegates who were actually presenting a paper. 
Some photos below of the socialising at this conference.
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The booze cruise, free drinks and much carousing. Seen in 
the photo, Johan Schwarz of Distillers, yours truly and Tim 
Bester of De Villiers

The gala dinner. In this photo - Simon Copland, Fred Boulton, Linda Drewery , Peter Lodge, Sue Grant and 
George Barry.
 
How many of these people do you think are still involved in our industry, let alone SAMRA?

Skipping a few years, I decided to give back to SAMRA in time what I had so enjoyed over previous years. 
I joined the SAMRA council under Elaine Alder’s chairmanship in 1999, holding a new portfolio, Events, the 
purpose of which was to arrange seminars is to provide delegates with an opportunity to investigate particular 
subjects in greater depth than is possible at the SAMRA Convention. 

In 2000, I was elected chairman of SAMRA and this was the year of the Janus awards. This was held at a 
glittering affair at the Sandton Convention Centre. The top honours, the Janus award, awarded for Marketing 
Research Excellence went to Jannie Hofmeyr of Research Surveys. The conference in 2001 went to Durban 
and being the first conference of the millennium, the format from the quality of the papers and the social 
networking side was reviewed. The theme and name of the conference - SAMRA RENAISSANCE 2001.
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heather KenneDy (2001/2002 chairman, samra hOnOur rOll 2003)

As a young researcher, I first became involved with SAMRA by attending the very first SAMRA Convention, 
down at the Vaal River. It was a huge success, thanks to the organising of the late Gordon Haymes and his 
committee. From then on, I have wonderful memories of some 22 SAMRA Conventions. Apart from the great 
learning and sharing of research ideas and experiences, those Conventions were always great for socialising!  
I think these days they call it ‘networking’....

There used to be regular SAMRA functions in Johannesburg, with speakers like Brian McMillan and Erik du 
Plessis enlightening us on new methodologies and ideas, and followed by more of that socialising.

I have made many and long lasting friendships at SAMRA that have endured both in the business world, and also 
on a social level. 

I moved into a marketing role a few years ago, but am still responsible for the research function, and this has 
been more specifically in the television broadcast audience research arena for the past 20 years. I remember 
attending SAMRA’s 30th birthday event, and cannot believe that time has flown so fast that SAMRA has now 
turned 50!  Here’s to many more celebrations of achieving these milestones in the future!  

Jean green (1991 - 1993 chairman, samra hOnOur rOll 1995)

When SAMRA celebrated its 30th birthday we had dinners in all the major centres. I was lucky enough to be 
chairman at the time and Monica Waisman was the SAMRA ‘manager’. I am sure that those of us that knew 
Monica remember her with great affection and I certainly still cherish the friendship we had. Monica was 
organised and efficient. With her at the helm the office ran like clockwork and was a happy place to visit.
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Monica and I travelled to Durban and Cape Town to attend the celebrations there. We sought out the cheapest 
places to stay - we spent the night of the Cape Town dinner in Monica’s son’s house in Seapoint. We had no 
money for hotels. But the dinners were all successful and the camaraderie and friendship were what we all 
know gatherings of SAMRA members still are today.”

These days, Jean is involved in running a research and marketing website called Marketing and Research for 
Africa (MARFA). 

(Nowadays) I am involved in running a research and marketing website called Marketing and Research for 
Africa - MARFA. I try to keep in touch with old - and younger - friends in the research industry but everyone is 
so busy that this is sometimes hard to do! My husband and I have lived in a retirement home in Rondebosch 
for the past 4 years and love it. We are well looked after, have a comfortable flat and a beautiful garden to walk 
and sit in. I have seven grandchildren - two of them married and all left school. I intend resuming my qualitative 
training courses next year.

neil higgs (1987 - 1989 chairman, samra hOnOur 
rOll 1995)

My first recollection of SAMRA is the Lesotho conference. I was suitably impressed 
at the hard work of the organising committee - and the hard partying!  In those 
(younger) days, the Swaziland conferences became legendary for the late nights/
early mornings (03h00 would be early!) and then being up at 07h00 for breakfast 
and the first paper of the day. Being held near the end of the year meant it really 
was the harbinger of the festive season for many of us. And the JPS sponsorship 
and décor - so very different from what is allowed today! Not to mention the 
gambling…

There were also legendary people - Clive Corder, Wally Langschmidt, Eddie Schulze, Tim and Barbara Cooke are 
the names that pop first into my head. And who can ever forget the equally-legendary Monica Waisman who knew 
everything about everyone in SAMRA and ran the finances with a steel fist. What a lovely person.

For me, SAMRA and its activities have always been a rite of passage for any serious researcher. Long may it 
remain so.

They say one cannot teach an old dog new tricks. Well, I hope to disprove that. I have no plans yet to stop 
working here at TNS - because then I would have no data to play with. But I am changing what I work on. My 
emphasis now is on passing on the torch, making sure my own torch stays well lit and being part of the market 
research revolution currently underway. The integration of conventional research with other data streams such 
as Big Data and a client’s own data, thereby gaining new insights is fascinating. The growing application of 
the new(ish) knowledge of the brain and what it means for questionnaires (much shorter), new data collection 
platforms (mobile and passive) and new ways of understanding people such as ethnography and in-the-
moment research are so exciting as is the application of so much new technology to research. The need to 
question the quality and representativeness of new data streams means we have lots to do - and I’ll be a part 
of that doing for some time to come!

gOrDOn hOOper (2004/2005 chairman)

When Gordon took to the chair SAMRA entered a new era, with the first well-researched and properly 
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defined strategy in years. These days, Gordon continues to guide Bateleur through the ever changing 
and magnificent world of marketing and research. He is particularly interested in the role of research 
in shaping the future. The past is said and done, the future is ours to make. As such, Gordon currently 
spends a lot of time on his farm in Hennops River tinkering with research technology that is futuristic 
and pioneering. He likes to associate with free thinking people who dare to be different and have the 
energy to contest old ways and run on un-trodden paths. Outside of work Gordon is passionate about 
artisanal foods and is active in charcuterie, cheese making and growing organic veggies. Gordon is 
happily married and the proud father of four children.

niel victOr (2008/2009 chairman)

Many of us know that feeling when you or a loved one is diagnosed with 
cancer. It is difficult to explain to someone else and one is liable to revert to 
inadequate expressions of dread and hope whilst dealing with one’s own guilt. 
I realised how important others are in keeping me optimistic, grounded and 
alive. And how worthless it is to do anything that is not meaningful to you! 
So where am I now? In remission; In Cape Town; In Clinical Psychology; In 
contact; In now.

I think back to the moments of excitement of nearly two decades of involvement in 
SAMRA. The two people that truly stand out is Monica and Nadia - strong and nurturing 
women with a flair for keeping it all together. This celebration is for you! To all those who made the annual conferences 
and the year-end parties THE events on any market researcher’s calendar - yeah you know who you are. Always keep 
the spirit alive!

And to keep the reverence irreverent:

 I have heard there are troubles of
 more than one kind.
 Some come from ahead and some
 come from behind.
 But I’ve bought a big bat. I’m all
 ready you see.
 Now my troubles are going to have
 troubles with me!
 - Dr. Seuss
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Jan Wegelin (2012/2013 chairman) 

When I started working at the Human Sciences Research Council in the 
mid-nineties a standard research project took about eight to twelve weeks 
to complete. Almost twenty years on, this has not changed much for most 
of the industry. Yet, all around us we have moved on in our personal lives to 
be more mobile, always be in touch with those important to us and feel the 
need to share short bursts of our daily lives rather than lengthy catch-up 
sessions once every few months. The way we survey markets are adapting 
to how we interact with friends and family. Businesses would also like to 
build relationships with their clients in similar ways to how we keep up with 
what’s going on around us. Avenues like mobile research, social media, 
tracking technology, Big Data and pin-point marketing are penetrating the standard survey technique 
space very quickly. These new ways of gathering or displaying data can offer enough information for 
businesses to make a decision. Professionals like us as market researchers understand the need to 
know so much better than most other industries, how we apply that expertise is changing and that 
means exciting times ahead.

The market research industry has honed me from coder and interviewer to senior management. 
Intertwined with this growth path is SAMRA. As an association, like so many others across industries, 
SAMRA has had to adapt to change. The current membership restructure and governing changes are 
not just driven by market research but it is also driven by what role associations in general should 
fulfil as part of modern day business demands. Issues like sustainability, growth and influence are as 
important to SAMRA now as it has been to market research businesses for many years. To recognise 
that need and then adapt to meet the challenge has been a great privilege for me to be a part of. 
The market research industry has many years ahead of itself and with an association as dynamic, 
supportive and responsive as SAMRA, there is a great journey of thinking, planning and implementing 
of new ideas to help our clients grow.

alex Kessel (samra hOnOur rOll 2008)

I ‘fell’ into the industry by chance when a job as a psychiatric social worker failed to materialise 
in time to divert me from joining an agency research department in the (then) glamorous world 
of advertising. This was the late 1960s and Market Research was one of the few occupations in 
which being a woman was not a disadvantage. It was also an honour to be accepted as a member 
of our professional body in those years and we took to heart SAMRA’s requirement to uphold high 
professional standards in the industry.

Two annual conferences are especially memorable. At Sun City one year, Sol Kerzner impressed us all 
with an ‘off the cuff’ talk about his success in the hotel industry, despite not conducting a single piece 
of market research. And, in Swaziland in the late 1980’s, a ‘swathe’ of us, then working at (or with) 
Markinor, including Vincent Shahim and Michael Greenacre on Brand Maps,  Arthur Mzozoyana and I 
on informal settlements in South Africa, took awards for the papers we presented that year. 
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These days, in a low-key way consistent with retirement, I pursue a number of personal interests in publishing 
and related fields, do a bit of volunteering, a bit of grand-parenting, and, a bit of enjoying what life brings. 

schalK van vuuren (2005/2006 chairman)

SAMRA played a dominant role in my professional marketing research career. 
The annual SAMRA Conference (formerly Convention), provides an opportunity for 
researchers to participate (delivering papers) or attend the Conference. Networking 
with eminent researchers of the industry and sharing thoughts, is of great value. 
You need to attend at least 5 conferences to become a “real SAMRA member”!

My first paper was delivered in Swaziland It was very intimidating. Questions 
asked by the late Dr Wally Langsmidt and others guided me to do more work on 
the topic I presented!

In my 12 years on the SAMRA Council with Chair persons like Maurice Britten, Elaine Alder, Margaret 
Constantaras, Sifiso Falala, Gordon Hooper and Shirley Benny, we experienced difficult times. Previously 
SAMRA relied on Monica Weismann who “ran and managed” SAMRA from the IMM (Institute for Marketing 
Management) offices. After she retired SAMRA almost went bankrupt. The Marketing Association also struggled 
and asked SAMRA to join them. Fortunately the SAMRA council decided against such an amalgamation. In 
my term as Chairman we moved to the present offices in Randburg. Key SAMRA Council members assisted 
SAMRA to increase its membership and secure its financial position. Shirley Benny and the present Chairlady 
Alexan Carrilho spent many hours sorting out the membership list and finances.

Today SAMRA is in a sound financial position. The SAMRA chair and Directors with Leonie Vorster (CEO), 
assisted by Nadia Godwin, is geared to face the new challenges of our research profession.
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Presently I am the Managing Member and owner of MSSA (Marketing Surveys & Statistical Analysis). Research 
is still my passion. These days I am much involved in analysing data in SPSS, discovering what I have forgotten 
the past few years! Most of my research work is in the agricultural sector, tracking the demographic trends of 
the commercial farmers through my annual syndicated studies. I also focus on the SMME market, estimating 
the size of the market in South Africa as part of my Insight Series reports. 

As the editor of the Journal of Marketing Research, I am still linked to SAMRA. During my term as chairman the 
Journal was established. The past two years we endeavoured to shift the emphasis of the Journal to become 
a more relevant publication.
 
elaine alDer (1997 - 2000 chairman)

After leaving my role at SAMRA I spent some time focussing on growing the small research production business 
I had started during my term in office. It was time to give total focus to it. This pulled me away from the buzz 
of the SAMRA office that I had grown so accustomed to. My passion remains quality of work produced in the 
industry and it is with sadness that I watch the quality of training for execs declining and the integrity of field 
not improving. I guess though that it is a sign of the times - fast and flashy seems to be acceptable. However, 
I continue to hide in my world and try as best as I can to practice what I preach in this regard. It is a tough 
challenge for our industry - but I still like to think there is a solution hiding somewhere! 

elsa thiriOn-venter (2010/2011 chairman)

I was privileged to have been part of a very exciting time in SAMRA’s history. Various challenges came up, 
not the least the CPA and the new Companies Act. We had the vision of being a professional body which 
really could make a difference, but we realised that without a fulltime secretariat we could never achieve it in 
an ever increasingly challenging environment. The direction we had to take was clear, how to get there and 
how to afford it was the challenge. I was privileged to work with Adré Schreuder and Jan Wegelin to devise a 
sustainable model. We were fortunate to get the wise input from the SAMRA Council and learn from others’ 
experience. With good teamwork we pulled it off and it was a proud day when we selected and appointed 
Leonie Vorster as CEO. Since then, we have only gone from strength to strength.
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SOUTH AFRICA THE WORLD 
  

 1800s to 1910s
  

1800s 
1802 End of Third War of Dispossession between Khoikhoi and British 
colonial government 
1802 The AmaZulu is plagued by drought and famine 
1803 British Cape Colony returned to the Dutch (Peace of Amiens) 
1803 Mail service between Cape Town and Algoa Bay (Port Elizabeth)  
1804 The Griqua trek to Klaarwater north of the Orange River 
1806 British colonisation resumes after the Battle of Blaauwberg 
1811 Fourth War of Dispossession between AmaXhosa and colonial 
government 
1816 Shaka Zulu builds a mighty Zulu empire 
1818 Fifth War of Dispossession between Ndlambe people and colonial 
government 
1820 British settlers arrive in the Eastern Cape 
1820 (circa) King Moshoeshoe moves the capital of the Basotho people 
to Butha Buthe Mountain 
1822 (circa) AmaNgwane cross the Drakensberg and enter the Caledon 
River valley 
1822 (circa) AmaMfengu settle in the eastern Cape 
1828 Shaka is killed by his half-brothers Dingaan and Umhlangana  
1833 Abolition of slavery 
1834 Sixth War of Dispossession between AmaXhosa and Cape 
government 
1835 The Great Trek 
1846 Seventh War of Dispossession (War of the Axe) between the 
western AmaXhosa or AmaNgqika and the colonial government 
1850 Eighth War of Dispossession between the AmaNgqika, 
AmaGcaleka and AmaThembu, and the colonial government 
1852 Britain grants limited self-government to the Transvaal 
1856 Masters and Servants Act 
1858 First Free State - Basotho War  
1867 Diamonds discovered at Kimberley 
1877 Britain annexes the Transvaal 
1879 British defeat the Zulus in Natal 
1879 British Native Location Act of 1879 and pass laws 
1880 First Anglo-Boer War 
1881 Transvaal restored as a Republic 
1884 First recorded discovery of gold, in the Witwatersrand 
1893 Mahatma Gandhi comes to South Africa 
1899 Second Anglo-Boer War 

1900s and 1910s 
1902 End of Second Anglo-Boer War 
1902 Transvaal and Orange Free State become self-governing British 
colonies  
1908 Mahatma Gandhi is arrested for the first time in South Africa for 
refusing to carry a 'pass'. 
1910 Union of South Africa (Cape, Natal, Transvaal, Orange Free State) 
is created 
1912 South African Native National Congress is founded 
1913 Natives’ Land Act prevents black people outside Cape from buying 
land not in ‘homelands’ (8% of land) 
1914 National Party is founded  
1914 Ghandi leaves South Africa 
1914 Almost 250,000 South Africans serve in South African military 
units supporting the Allies during World War I in German South-West 
Africa, German West and East Africa, Western Europe, and the Middle 
East 

1800s 
First UK census 1801 

1st machine to use punch cards to control operations 1801 
Electric light 1814  

First straw poll 1824 
Statistical Society of London is formed 1834 

Mechanical calculator 1835  
Telegraph 1837 

 “Average man” idea is formulated 1848 
William Farr classifies London population by age and occupation 1851 

Statistics of epidemics are gathered 1853 
Crimean War 1853 

Florence Nightingale uses statistics for lobbying 1855 
Nightingale invents the pie chart 1855 

First conference on statistics is held in Belgium 1855 
Telephone 1876 

Pasteurisation 1862 
Roll film for cameras 1881 

Mechanical cash register 1884 
Berne copyright convention 1886 

Punch cards and readers revolutionise USA census through electronic 
tabulation of statistical data 1890 

Nightingale founds Oxford chair of applied statistics 1891 
 “Standard deviation” is coined 1893 

Cinematographe 1895 
First modern Olympics 1896 

World’s first cinema opens in Paris 1898 

1900s and 1910s 
First so-called commercial research company 1911  

Audit Bureau of Circulations is founded 1914  
First national opinion poll predicts the USA election 1916  

Marconi sends a radio signal 1895 
Lie detector 1902 

Theory of Relativity (Albert Einstein) 1905 
Colour photography 1907 

Talking motion pictures 1910 
First advertising campaign using sex appeal 1911 

World War I 1914 
First non-stop transatlantic flight 1919 

Short wave radio is invented 1919  

1920s 
JWT adopts ABCD demographic profiling 1924 

Methodology for survey analysis is formalised 1929 
BBC goes on air 1922 

First radio advertising 1922 
500,000 radios are sold in the USA 1923 

Logie Baird demonstrates the first TV 1925 
First radio jingle (Wheaties) 1926 

Complete electronic TV system is invented 1927 
Wall Street crash 1929 

1930s 
Analog computer 1930 

Methodology for interviewing and group techniques is formalised 1931 
Syndicated opinion polling 1932  
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1919 South-West Africa (now Namibia) comes under SA administration 

1920s 
1922 White mineworkers rise against employment of black 
mineworkers, in the armed Rand Rebellion  
1923 South African Native National Congress becomes the African 
National Congress (ANC) 
1924 The first hominine fossil (the Taung Child) is discovered in Africa 
near Taung 
1924 National Party comes to power in a coalition government with the 
Labour Party 
1925 Afrikaans becomes an official language, replacing Dutch 
1925 Cape Times: “Is broadcasting a passing craze… recently a 
hobby… something which has taken the world in general and South 
Africa in particular by storm, but which is doomed to fizzle out and die a 
natural death?” 

1930s 
1930 “Khoisan” is used for the first time to refer to the Khoikhoi and San 
together 
1931 Britain passes Statute of Westminster removing British legal 
authority over SA 
1934 Status of the Union Act declaring SA a sovereign independent 
state 
1935 Hertzog joins the National Party with the South African Party (Jan 
Smuts), forming the United Party 
1936 Black South Africans are placed on a separate voters’ role 
1939 In World War II, 334,000 South Africans volunteer for Allied 
military service in German South-West Africa (Namibia); German East 
Africa (Tanzania); on the Western Front of France; as part of the Egyptian 
Expeditionary Force in Palestine 

1940s 
1945 Jan Smuts becomes the only signatory of both the treaties that 
ended World War I and World War II  
1948 National Party comes into power 
1948 Apartheid policy adopted 
1948 Black voters’ role abolished, and a separate Coloured voters’ role 
is created 

1950s 
1950 Suppression of Communism Act banning the Communist Party 
1950 Population classified by race 
1950 Group Areas Act (segregation by race) 
1950 Nelson Mandela leads a campaign of civil disobedience 
1952 Defiance campaign – more than 8000 arrests 
1953 Public Safety Act 
1955 Freedom Charter 
1956 20000 Women march on the Union Building 
1958 Verwoerd becomes Prime Minister 
1958 Only whites are allowed to vote in general elections 

1960s 
1960 Albert John Luthuli wins the Nobel Peace Prize 
1960 Sharpville massacre of 70 demonstrators 
1960 Banning of the ANC and the Pan African Congress 
1960 First “State of Emergency” 
1960 Democratic Republic of the Congo gains independence from 
Belgium 
1960 Madagascar gains independence from France 
1961-3 Tanzania gains independence from the United Kingdom 

Likert scale is invented 1932  
Magnetic recording 1934 

First freely programmable computer 1936 
BBC starts world’s first television service 1936 

Berlin Olympics is televised in closed circuit 1936 
American Institute of Public Opinion 1936 

Roosevelt is the first USA president to use private polling service 1936 
Only Gallup’s opinion poll predicts the election results, establishing 

sampling for marketing research 1936  
Radio surpasses magazines as a source for advertising income 1938 

World War II breaks out in Europe 1939  

1940s 
Most commercial research is halted (World War II) 1940 

Focus group interviews are invented 1941 
First computer controlled by software 1941 

First television advert 1941 
Beginning of audience measurement systems 1942 

World War II ends 1945 
First product placement in a film 1946  

The Institute of Motivational Research is founded 1946 
Research begins again post World War II 1946 

The mobile phone is invented 1947 
American Association for Public Opinion Research (AAPOR) and World 

Association for Public Opinion Research (WAPOR) are formed 1947 
First public opinion research conference in Paris 1947 

Inaugural ESOMAR meeting in Amsterdam 1948 
Gallup gets the election results wrong in the USA 1948 

Kinsey Scale on sexual preference is published 1948 
World Health Organisation (WHO) is founded 1948 

1950s 
First credit card 1950  

First video tape recorder 1951 
First commercially available computer (UNIVAC) 1951 

First Colour TV sets sold 1951 
First ESOMAR Congress 1951 

Punch card data analysis is born 1951 
First machine-based ratings systems for television 1952 

Questionnaire design is formalised 1952 
UNIVAC predicts election result on CBS 1952  

Commercial television is introduced in the UK 1954 
54% of American homes have TV sets 1954 

CBS becomes the largest advertising medium in the world 1954  
TV overtakes radio as source for advertising income 1954  

The American Market Research Society is formed 1955 
“Two-step process” and “early adopters” are introduced 1955 

First computer hard disc is used 1956 
Treaty of Rome (EEC, forerunner of the EU) 1957 

Sputnik sends the first message from space 1957  
Osgood’s semantic space/differential 1957 

First modem 1958 
“Software” is coined 1958 

Vietnam conflict begins 1959 

1960s  

John F Kennedy’s presidential campaign relies heavily on pollsters for 
the first time 1960 

Society for Psychophysiological Research is founded 1960 
Harris poll is founded 1963 

Research agencies are able to process data in-house 1965 
 32 countries gain independence from European colonial rulers 1960s 
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1961 SA is declared a Republic, and withdraws from the Commonwealth 
1961 The ANC adopts the armed struggle  
1961 Nelson Mandela leads the ANC military wing (Umkhonto we Sizwe) 
1962 June: 1st meeting to form a professional association for market 
research 
1963 10 May: Philadelphia Hall, UNISA 82 Foundation Members elect 
the first Council at the launch of The Marketing Research Association of 
South Africa 
1963 2 August: the South African Marketing Research Association 
(SAMRA) is named, and 71 memberships are approved 
1963 SAMRA affiliates with the International Marketing Federation and 
liaises with ESOMAR and the British Market Research Society 
1963 A committee investigates existing codes of conduct overseas 
1963 Rivonia trial 
1964 Malawi gains independence from the United Kingdom 
1964 Nelson Mandela is sentenced to life in prison 
1964 First issue of the SAMRA Forum (a journal) 
1964 Zambia gains independence from the United Kingdom 
1964 Zimbabwe declares independence from the United Kingdom 
1966 Botswana gains independence from the United Kingdom 
1966 Lesotho gains independence from the United Kingdom 
1966 Verwoerd is assassinated and BJ Vorster becomes Prime Minister  
1966 SAMRA list of 348 market research terms defined 
1966 First joint Society of Advertisers/SAMRA seminar 
1967 The SAMRA Code of Conduct is adopted 
1967 First heart transplant 
1968 Human Sciences Research Council (HSRC, a South African 
statutory research agency) is established 
1968 Last issue of the SAMRA Forum 
1968 First formal attempt to address sugging: interviewer ID cards 
1968 Mauritius gains independence from the United Kingdom 
1968 Swaziland gains independence from the United Kingdom 

1970s 
1970s More than 3 million South Africans are forcibly resettled in ‘black 
homelands’ 
1970 Coloured voters are disenfranchised 
1970 SA expelled from Olympics 
1970 SAMRA 70, the first of three new journal editions 
1972 First Forsyth Gold Medal (annual market research award with a trip 
to ESOMAR as prize) 
1973 UN adopts International Convention on Suppression and 
Punishment of the Crime of Apartheid 
1974 South African Advertising (now Audience) Research Foundation 
(SAARF) is formally established 
1974 Two issues of Marketing in SA 
1974 SA is barred from the UN General Assembly 
1975 The first SAARF All Media and Products Survey (AMPS) research 
report 
1975 Angola gains independence from Portugal 
1975 SA invades Angola 
1975 Mozambique gains independence from Portugal 
1975 First of two issues of Marketing Research & Media 
1975 First television broadcast in SA in the major cities  
1976 First nation-wide broadcast in SA 
1976 Seychelles gains independence from the United Kingdom 
1976 Soweto uprising where more than 600 people are killed  
1976 SAMRA Honorary Life Membership category 
1976 SAMRA Industrial Division 
1977 Steve Biko is tortured to death  
1977 UN mandatory arms embargo 
1977 Banning of 17 organisations and 2 newspapers 

First takeaway food order by telephone is placed 1960 
90% of American homes have TV sets 1960 

First televised presidential debates in the USA 1960  
Lasers are invented 1960  

Most powerful earthquake ever recorded hits Chile 1960 
The Birth Control Pill is approved by the FDA 1960  

Freedom riders challenge segregation on interstate buses in USA 1961 
 Bay of Pigs invasion 1961 

Berlin wall is built 1961 
 Peace Corps is founded 1961 

 Soviets launch the first man in space 1961 
 “Global Village” is coined 1962 

Telstar satellite television images are sent over the Atlantic 1962 
First woman in space 1963 

Martin Luther King delivers “I have a Dream” speech 1963 
John F Kennedy is assassinated 1963 

Civil Rights Act passes in the USA 1964 
The compact disc (CD) is invented 1965 

IBM mainframe 1965 
 Malcom X is assassinated1965 

Miniskirts 1965 
Star Trek TV Series airs in the USA 1966  

Boston Matrix of product lifecycle 1967 
Six-Day War in the Middle East 1967 

Random Access Memory 1968 
Martin Luther King Jr. is assassinated 1968 

Robert F. Kennedy is assassinated 1968 
CompuServe launches trend towards social media 1969 

The Advanced Research Projects Agency Network (ARPANET), 
forerunner of internet, sends its first message 1969 

Diffusion Model for product and technology forecasting 1969 
 “Positioning” is coined 1969 

Apollo moon landing: Neil Armstrong is the 1st man on the moon 1969 
Broadcast advertising of tobacco is banned in the USA 1969 

Woodstock 1969 

1970s 
Audio recording is added to focus groups. Postal surveys, household and 

intercept face-to-face interviews dominate. Ad and brand tracking are 
developed in the UK 

Computer floppy disks are introduced 1970 
Stereo music plays on FM radio for the first time 1970 

Foundation for multivariate analysis is laid 1970 
VCRs are introduced 1971 

Mark Spitz wins seven gold medals1972 
Pocket calculators are introduced 1972 

Word processor is invented 1972 
HBO pay-TV (cable) starts 1972  

Terrorists attack at the Olympic Games in Munich 1972 
Watergate scandal begins 1972 
USA pulls out of Vietnam 1973 

Magnetic Resonance Imaging is invented 1973 
BBC broadcasts teletext to homes 1974  

Microsoft is founded 1975 
Ethnography is first used to study consumers 1976 

 France bans poll publication in the week before elections 1977 
ICC/ESOMAR code of conduct is finalised 1977 

Box and whisker plot is introduced 1977 
First computer game is sold by Nintendo 1977  

Star Wars movie is released 1977 
First test-tube baby is born 1978 

First electronic typewriter is sold 1978  
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1978 PW Botha becomes Prime Minister 
1979 SAMRA Professional Standards Committee 
1979 SAMRA Corporate Membership 

1980s  
“South Africa is a researcher’s paradise. The particular socio-economic 
and political factors operating in our country, provide opportunities for 
researchers that are perhaps unique in the world” (Daan van Vuuren, 
1988) 
Postal surveys, in-person (incl. household) surveys and focus group 
interviews dominate. The focus is on the credibility of market research, 
measures and data, and market segmentation, (then referred to as) the 
‘Black Market’, brand mapping, predictive modelling, and the value-
tussle between quantitative and qualitative approaches, and between 
academic and private research.  
1980 Rhodesia becomes Zimbabwe when independence from the United 
Kingdom is recognised 
1980 SADC is formed 
1980 SAMRA Cape Town Branch 
1981 SAMRA Diploma Course 
1982 SAMRA Durban Branch 
1982 Annual market research award renamed John Player Award 
1982 SAMRA Code of Conduct Review starts 
1983 First SAMRA newsletter – SAMRA NEWS 
1984 SAMRA Code of Conduct Review completed 
1984 SAMRA Corporate Membership scrapped 
1984 Tricameral constitution  
1984 Bishop Desmond Tutu wins the Nobel Peace Prize 
1985 Partial State of Emergency 
1985 SAMRA/IMM three-year diploma course 
1985 SAMRA Industrial Division changes to Business to Business 
Division 
1986 National State of Emergency 
1987 SAMRA Qualitative Research Special Interest Group 
1987 SAMRA Pretoria Branch 
1987 Outdoor is included in AMPS for the first time 
1988 Banning of 17 anti-apartheid organisations 
1989 FW de Klerk becomes State President 
1989 Public facilities are desegregated 
1989/1990 SAARF Living Standards Measure (LSM) included for the 
first time in the SAARF AMPS reports 

1990s 
“[Corporate image] can be a key factor not just in an organisation’s 
prosperity, but also its survival, especially in South Arica now.” (Steve 
Zietsman and Neil Higgs, 1998) 
In-person (incl. household and intercept) surveys, telephone interviews 
(incl. CATI) and focus group interviews dominate, with some panel 
research and email surveys. The focus is on market heterogeneity, brand 
image, salience and differentiation, one-to-one and database marketing, 
public opinion polling, return on research investment (incl. whether 
probability samples are worth the cost), fieldwork quality, and the impact 
of technology. 
1990 Nelson Mandela is released  
1990 Namibia gains independence from South Africa 
1990 SAMRA Johannesburg Branch 
1990 1st proposal for a Fieldworkers Special Interest Group 
1990 SAMRA Business to Business Division becomes the Business 
Division 
1990 First SAMRA Yearbook 
1990 First SAMRA Master Class 

First International Packet-Switched Service (IPSS) 1978  
First Sony Walkman 1979 

Thatcher is the first woman prime minister of Great Britain 1979 

1980s  
Semiotics emerges as discipline in marketing research; Primary data 

collection methods are Computer Assisted Telephone Interviewing 
(CATI), paper and pencil, postal, Computer Aided Personal Interviewing 

(CAPI) and focus groups with video recording. Key marketing issues 
include effectiveness, practice standards, communication with multiple 

stakeholders, and integrating marketing with strategic planning. 
Iran-Iraq war 1980 

 WHO declares that smallpox is eradicated 1980 
CNN, founded by Ted Turner, is broadcast worldwide1980 

First Rubik’s cube 1980 
First Post-it note 1980 

Pac-man is first released in Japan 1980 
MTV is launched on cable TV 1981 

IBM launches the first home Personal Computer (PC) 1981 
First disc camera 1981 

First scanning tunnelling microscope 1981 
First cases of AIDS are reported 1981 

First Compact Disc (CD) 1982 
Liposuction 1982 

Artificial heart transplant (recipient lives for 112 days) 1982 
First TCP/IP network is constructed (NSFNET) 1983 

Human Immunodeficiency Virus (HIV) is discovered 1983 
'Crack' cocaine is made for the first time (Bahamas) 1983 

 First mobile phone in the USA1983 
First Apple Macintosh 1984 

First hand-held video recorder (camcorder) 1984 
European Union data protection legislation 1984  

Live Aid global media campaign for African famine relief 1985 
Glasnost and mass media in Soviet Union 1985 

Wireless internet’s origin 1985 
First Windows program 1985 

Famine in Ethiopia 1985 
AIDS test is developed in France 1986 

First laptop 1986 
 First computer virus 1986 

ISO 9000/1 1987  
USA adopts Comprehensive Anti-Apartheid Act 1988 

Weighing customer perceptions of service attributes 1988  
First digital cellular phones 1988 

CDs outsell vinyl records 1988 
 Nike’s ‘Just do It’ 1988 

Tiananmen Square protests 1989 
Berlin wall comes down 1989 

First worldwide marketing research spend report 1989 

1990s  

Online research with online access panels, online focus groups, bulletin 
board discussions and Computer Aided Web Interviewing (CAWI). 

Analysis software like SAS, SPSS, and tabulation packages are available 
on desktop PCs. Low cost programs appear.  

The World Wide Web: first website goes live 1990 
Hubble telescope is launched into space 1990 

Gulf War 1991 
Collapse of the Soviet Union 1991 
Official end of the Cold War 1992 
Text based internet browser 1992 

First Pentium processor 1993 
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1991 Repealing of remaining apartheid laws 
1991 International sanctions are lifted 
1991 SAMRA Code of Conduct revision and approval 
1992 Launch of the SAMRA education programme, and education is 
split from training 
1993 Agreement on SA interim constitution 
1993 F. W. de Klerk and Nelson Mandela win the Nobel Peace Prize 
1994 Mobile phone network 
1994 AAA School of Advertising begins to administer the SAMRA Post 
Graduate Diploma 
1994 ANC wins first democratic non-racial elections 
1994 Nelson Mandela becomes President of SA in the Government of 
National Unity 
1994 SA Commonwealth membership restored, SA takes seat in UN 
General Assembly, and all sanctions are lifted 
1995 SAMRA Trophy is awarded for the first time 
1995 SAMRA Fieldworkers membership category 
1995 First SAMRA Post Graduate Diploma graduation 
1996 Research Users’ Forum 
1996 Desmond Tutu chairs hearings at the Truth and Reconciliation 
Commission (TRC) 
1997 IMM begins to administer the SAMRA Post Graduate Diploma 
1997 SAMRA Business Division is dissolved 
1998 Research Suppliers of Southern Africa (RSSA) replaces the 
Association of Marketing Research Organisations 
1998 SAMRA membership exceeds 750 
1999 Thabo Mbeki becomes President 
1999 Tobacco advertising is banned 
1999 SAMRA starts the conversion to Southern African Marketing 
Research Association and a Section 21 Company 
1999 First full-time SAMRA Executive Director 
1999 SAMRA jointly sets up the Standards Generating Body for 
Marketing 

2000s 
In-person (incl. household and intercept, and CAPI) surveys, telephone 
interviews (incl. CATI), and focus group interviews (with video recording) 
dominate, with online and mobile research starting off. The focus is on 
globalisation and multi-national studies, engagement with brands, social 
media, online research participation and researcher-participant 
collaboration. 
2000 Monica Weisman leaves SAMRA 
2000 First SAMRA Annual Janus Awards 
2000/2001 SAARF Universal LSM® is launched 
2001 SAMRA changes from an Association to a Section 21 Company 
2001 Fieldworker learnership programme registered 
2002 First fieldworkers registered on learnerships 
2002 SAMRA is saved from bankruptcy at the SAMRA convention 
auction 
2002 First electronic SAMRA Newsletter 
2003 SAMRA conducts the first industry Salary Survey 
2003 RSSA becomes SAMRA Corporate 
2003 First SAMRA Fieldworkers Conference 
2004 Thabo Mbeki’s second term as President of SA 
2004 First SAMRA Fieldworkers Entry Test 
2005 Thabo Mbeki fires his Deputy President, Jacob Zuma 
2006 SA becomes the first African country to allow same-sex marriages 
2006 SAMRA moves into offices in Randburg 
2006 Revised SAMRA Fieldworkers Entry Test 
2007 SAMRA adopts the Department of Trade and Industry’s Broad-
Based Black Economic Empowerment Codes of Good Practice 
2007 SAMRA Fieldworkers’ Online Entry Test is piloted 

1st text message between mobile phones 1993 
Amazon is launched 1994 

First clickable banner ad (Hot Wired) 1994 
“Spam” enters the dictionary 1994 

Channel tunnel opens, connecting Britain and France 1994 
Rwandan genocide 1994 

First DVD 1995 
First Sony flat screen TV 1995 

Yitzhak Rabin is assassinated 1995 
Oklahoma City bombing 1995 

Sarin gas attack in Tokyo subway 1995 
Ebay is born 1995 

OJ Simpson trial 1995 
Mad Cow Disease hits Britain 1996 

Net Promoter Scale 1996 
More than 100,000 websites worldwide 1996 

 Olympic Park bombing 1996 
First “Weblog” (now called blog) 1997 

“Viral marketing” is coined 1997 
Harris experiments with internet polling  

for CAPI and analysis 1997 
Hong Kong is returned to China 1997 

Pathfinder sends back images of Mars 1997  
Princess Diana of England dies 1997  
Scientists clone a sheep (Dolly) 1997  

Killing spree at Columbine High School in the USA 1997 
The movie Titanic, highest grossing movie of all time, is released 1997 

300 million web pages 1998 
Viagra first enters the market 1998 

The Euro is the new European currency 1999 
Google’s first offices open 1999 

Napster is invented 1999 
MySpace.com is launched 1999 

2000s 
Y2K 2000 

Finland mobile phone penetration is highest in the world at 65% 2000  
First virtual supermarket (online shopping) 2000 

The human genome is mapped 2000  
Online encyclopaedia Wikipedia is launched 2001 

Word of Mouth measurement (P&G) 2001 
Wiki tech is used for information from social networking sites 2001 

Dot bomb 2001 
Apple launches the iPod 2001 

9/11 terror attack in USA 2001 
“Neuromarketing” is coined 2002 

USB flash drive overtakes disk drives for portable data storage 2003 
Second Life is launched 2003 

“Web 2.0” is coined 2003 
USA invasion of Iraq 2003 

World Industry Network (WIN) is launched 2003 
Facebook is founded 2004 

Indian Ocean earthquake and tsunami hits Indonesia 2004 
YouTube.com is launched 2005  

More than 500 million votes are cast in the American Idol series 2005  
Australia is the first country where online research is the most common 

method of data collection 2005 
Japan is the second country where online research is the most common 

method of data collection 2005 
 “Persona” software to analyse ethnographic data 2005 

First market research institute opens on Second Life 2006 
ISO 20252 2006 
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2008 Wave of xenophobic violence across SA 
2008 Thabo Mbeki resigns as President 
2008 SAMRA adopts the international ICC/ESOMAR Code of Conduct 
and Guidelines 
2009 Jacob Zuma becomes President of SA 
2009 The SAMRA Bursary is awarded for the first time 
2009 The SAMRA corporate identity is revised 
2009 SAMRA Online Research Symposium 
2009 First SAMRA Young Researcher Award 

2010s and beyond 

2010 SA hosts the Fifa World Cup 
2010 First SAMRA Bright Young Minds Award  
2010 SAMRA’s Facebook page is activated 
2010 First SAMRA Accredited Researcher (SAR)  
2010 SAMRA Qualitative Interest Group 
2010 SAMRA Freelance/Small Business Research Interest Group 
2011 ANC Youth League leader Julius Malema is suspended  
2011 Consumer Protection Act (CPA) 
2012 SAMRA appoints a Chief Executive Officer 
2012 Exemption of the research industry from the CPA 
2012 SAMRA starts tweeting @SAMRA_CEO 
2012 SAMRA Linkedin Page is activated 
2012 First SAMRA Ethics Snippet is published 
2012 First SAMRA Webinar is hosted (Introduction to Ethics) 
2012 SAMRA Branch structures are dissolved 
2012 SAMRA Council is restructured and a SAMRA Board is formed 
2013 SAMRA celebrates its Jubilee  
2013 SAMRA converts from a Section 21 to a Not-for-Profit Company 
(NPC) and a new membership and professional recognition structure is 
implemented 
2013 SAMRA Recruiters Interest Group 
2013 SAMRA Recruiter Guidelines 
2013 The South African Qualifications Authority recognises SAMRA as 
the professional body for marketing research in South Africa 
2013 A professional designation for SAMRA Accredited Marketing 
Researchers (SARs) is registered on the South African National 
Qualifications Framework (NQF) 
2013 Protection of Personal Information Act (PoPI) 
2013 Nelson Mandela dies aged 95  
The focus is on information network effects, viewing consumers as 
emotional rather than rational beings, online consumers and online, 
digital and mobile research, text analytics, presenting research insights 
in engaging and convincing ways, renewed commitment to the science 
of research, neuroscience and biometrics, Big Data and the convergence 
of social, business, economic and marketing information sources and 
data.  

Time magazine’s person of the year is “you” 2006 
More than 92 million websites 2006 

Twitter is founded 2006  
More than 80% of USA Internet users connect via broadband 2007 

Apple unveils the iPhone 2007 
Smartphone-based mobile marketing research 2007 

Bio-monitoring systems are used to gauge audience reaction 2007 
French relax embargo on poll results in pre-election week 2007 

First HP camera for on-going ethnographic research 2008 
“Big data” becomes a common term 2008  

Threat of h1n1 2009 
Water is found on the moon 2009 

 First decline in turnover in the ESOMAR market research industry survey 
since 1988 2009 

2010s and beyond  

ESOMAR Out-of-Home Guide 2010 
 ESOMAR Mobile Research Guidelines 2010 
ESOMAR Online Research Guidelines 2010 

ESOMAR Graduate and Young Professional Membership 2010 
Greece and Ireland in continued financial crisis 2010 

Earthquake in Haiti 2010 
Release of secret military, government, and diplomatic documents 2010 

Deadly spill in the Gulf of Mexico 2010 
Arab Spring 2011 

Euro debt crisis 2011 
Osama Bin Laden is killed in Pakistan 2011 

Earthquake in Japan 2011 
Ghost particles break cosmic speed limit 2011 

End of NASA's space shuttle program 2011 
Libya holds first post-Qaddafi election 2012 

Curiosity's mission to Mars 2012 
USA National Security Agency, Edward Snowden, and surveillance 2013 

Violent protests in Egypt 2013 
Negotiations between Israelis and Palestinians after 5 years 2013 

Civil War in Central African Republic after coup 2013 
Russian meteor hits 2013 

The Higgs Boson particle 2013 
 

Technology combines transactional, behavioural ethnographic, social, 
and other data to provide a 360 degree view of the consumer; Mobile 
enables “in-the-moment” data collection; Ongoing relationship-based 
conversations ensure that communities of stakeholders are engaged; 
Integration of the insight ecosystem with Big Data and management 

systems using information to attain knowledge, leading to action.  
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SAMRA CoNfERENCE HISToRY

Year Venue Theme

1979 Vanderbijlpark Riverside Holiday Inn -

1980 Sun City – Bophutatswana -

1981 Lesotho Sun Are Our Problems Unique?

1982 Royal Swazi Sun Integrating Market Research Into Marketing Strategy

1983 Royal Swazi Sun Professionalism In Market Research: Are You Being Professional?

1984 Royal Swazi Sun SA Market Research: Are We Ahead Of The Game?

1985 Royal Swazi Sun The Seven Year Itch: Can The Research/Marketing Marriage Survive A Recession?

1986 Vanderbijlpark Riverside Holiday Inn The Professional Practice and Effective Use of Market Research

1987 Vanderbijlpark Riverside Holiday Inn Changing Research and Researching Change

1988 Royal Swazi Sun Change and Credibility

1989 Mmabatho Sun – Bophutatswana Applying Research Results to Achieve Excellence in Marketing and Business Decisions

1990 Royal Swazi Sun Marketing to the Southern African Consumer in the 1990’s

1991 Royal Swazi Sun The Fates and Fortunes of Professional Marketing Research in the New Southern Africa

1992 Wild Coast Sun Quality for Professionalism

1993 Wild Coast Sun 1963 – 1993

1994 Wild Coast Sun Ex Afrika Semper Novi: Always Something New Out of Africa

1995 Royal Swazi Sun -

1996 Royal Swazi Sun -

1997 Royal Swazi Sun -

1998 Thaba ‘Nchu Sun -

1999 Sun City -

2000 No conference held -

2001 Durban ICC Renaissance

2002 Drakensberg Champagne Sports Resort Bridging The Gap 

2003 Grand Palm Resort, Gabarone, Botswana Out the Box

2004 Glenburn Lodge, Mulderdrift Into Action

2005 Spier Wine Estate, Stellenbosch Fact, Fantasy and Fiction

2006 Dikhololo Game Lodge No Boundaries

2007 Spier Wine Estate, Stellenbosch New Topics, New Trends and New Techniques at the Core of Marketing Research

2008 Royal Swazi Sun New - research developments, research thinking, research technology, research methods

2009 Spier Wine Estate, Stellenbosch Celebrating 30 years

2010 Mount Grace Country House & Spa, Magaliesburg Laduma! Goal-driven research for striking insights

2011 Vanderbijlpark Riverside Holiday Inn Dare to Care: Put the Heart in the Art of Research

2012 Rosebank Crowne Plaza, Johannesburg Reflection and progress – from the present into the future

2013 Thaba Ya Batswana, Klipriviersberg Nature Reserve, 
Johannesburg

The Value of Research
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BEST ovERALL PAPER wINNERS
1973 Pat van der Reis 1996 Henry Barenblatt
1974 Claude Heimann 1997 Lesley Croskery & Sarah Matthams
1975 Clive Corder 1998 Neil Higgs and Steve Zietsman
1982 Neil Higgs 1999 Klaas Jonkheid
1983 Kevin Eborall 2001 Jean Green
1984 Caroline Harben 2002 Neil Higgs
1985 Brendan Ryan 2003 Neil Higgs
1986 Neil Higgs 2004 Neil Higgs
1987 Neil Higgs 2005 Hendrik van Vuuren
1988 Pat van der Reis 2006 Mari Harris & Carel van Aardt
1989 Butch Rice 2007 Mark Molenaar
1990 Butch Rice & Jan Hofmeyer 2008 Lydia Rolando
1991 Erik du Plessis  2009 Henk Pretorius
1992 Graeme Taylor 2010 Kyle Findlay & Alice Louw
1993 Lynette van Duyn 2011 Elna Smit
1994 Brian Culross 2012 Kyle Findlay
1995 Erik du Plessis 2013 Andries Noeth

 
Andries Noeth started his Market Research 
career in 1995 as the Operations Manager 
of a marketing company. This was followed 
by a position as Marketing Manager of an IT 
company that supplied software solutions to 
the financial industry. In 2001 he enrolled in 
a Masters degree in Research Psychology, 
which was completed with distinction in 2002. 
After working on a contract basis at the BMR, 
he started working at Consulta Research as a 
Client Director in 2004. He currently holds the 
position of Chief Marketing Officer (CMO) at 

Consulta Research focussing on new business development and client relationship building. Andries has vast 
amount of experience in various types of research and methodologies specialising in Customer Experience 
Measurement; Brand equity and brand positioning; Corporate identity and reputation; Market segmentation 
and positioning; New product development; Strategy facilitation and implementation of research results.
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Real-time measurement: Functional methodology, Fact or Fallacy 
 

By Andries Noeth 
 
The current study investigates the concept of real-time measures, its usefulness to the measurement 
of customer experience and how it differs from traditional research. The paper was compiled using 
two sources of information 1) an extensive literature review, 2) in-depth interviews with 
representatives from South African organisations who employ real time measures. The findings 
suggest that numerous psychological aspects play a role during a customer’s engagement with 
organisations and that the data collection method used has some limitations in addressing these 
psychological attributes. The findings suggest that an integration of real-time measures together 
with more traditional approaches addresses these aspects more effectively than any one of these 
methods on their own.  
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1.  Introduction 
 
New technologies are changing the market research environment at an ever increasing rate. In the 
past it took months to collect a couple of hundred face to face interviews using traditional research 
techniques. With new technologies you literally have millions of megabytes of data with the push of 
a button in real-time. Real-time (i.e. instantaneously), is one of the newest trends in the market 
research industry and those that are not using it is considering using it. But does everyone 
understand what real-time is, what the advantages and limitations are and how the data should be 
used to improve customer experiences? 
 
This paper attempts to investigate the concept of real-time to better understand the implications of 
using real-time measures in the market research industry. This is achieved by comparing it to more 
traditional research approaches and identifying the strengths and weaknesses of both types of 
measures.  
 
True real-time measures happen during the experience (i.e. while the client is interacting with the 
organisation) while traditional surveys usually happen post the experience.  Real-time measures 
produces different data than what traditional methodologies produce and an understanding of the 
differences would guide researchers in terms of the most appropriate circumstances to use these 
different methodologies. An in-depth literature review revealed that there are specific psychological 
processes that customer’s experience during the “lifecycle” of interactions with an organisation and 
that these psychological aspects are directly related to the length of time (from the interaction to the 
interview) when a customer is interviewed.   
 
The research objective was therefore to investigate the differences between real time measures and 
traditional measures especially related to the various psychological processes a customer goes 
through in their “interaction lifecycle” with an organisation. An understanding of the various 
psychological factors that play a role during measurement and recall, together with an 
understanding of the appropriateness of various methodologies during this lifecycle will provide 
market researchers with the knowledge to choose the most appropriate methodology for different 
circumstances and different research objectives.  
 
The final section of the paper provides suggestions on how real-time measures can be used in 
conjunction with more traditional research methodologies to get a more complete and holistic view 
of the aspects that influence a customer’s experience with an organisation. This understanding will 
assist market researchers in their choice of methodology and provide a better understanding of how 
to interpret different customer experience metrics. They will in turn be able to assist clients to 
ultimately improve their current customer experience programs.  
 
2.  Methodology 
 
Research design 
 
To understand the field of real-time measurement as it relates to the market research industry it was 
important to do a thorough literature review on what real-time measurements is, how it’s used in the 
market research industry and how real-time measures differ from more traditional market research 
methodologies.  
 
A thorough literature review was used in conjunction with in-depth personal interviews as the basis 
for writing the paper.  
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Participants, research instrument, data collection and data processing 
 
A total of 5 in-depth qualitative interviews were conducted with representatives of organisations 
who are actively involved in conducting real-time research in their organisation. These participants 
voluntarily shared such aspects as how real time measures are employed, how the data is being 
collected and analysed and the advantages and limitations of using real-time measures.  
 
A structured discussion guide was used to conduct the interview. The discussion guide used during 
these interviews can be viewed in appendix A. In-depth interviews were recorded, transcribed and 
analysed.  
 
Unfortunately because of the sensitive nature of the information that was shared during these 
interviews, neither the identity of the participants nor the identity of the companies that they 
represent can be divulged in the paper.  
 
3.  What is real-time measure 

 
3.1  Defining “real-time”  
 
Before we look at the concept of “real-time” in the market research industry, let’s look at a couple 
of generally accepted definitions of the concept “real-time”. Some of the most widely used 
definitions are shown below: 
 
 
 
 
 
 
 
 
 
 
 
These definitions of real-time typically come from the engineering, telecommunications and 
computer industry where certain computerised processes or machines give instantaneous feedback 
while the event occurs.  
 
For example, the graphics in a 3D action game are rendered in real-time by the computer's video 
card. This means the graphics are updated so quickly, there is no noticeable delay experienced by 
the user. Another example could be the feedback system of a call centre that gives a minute by 
minute update of call statistics. So when an event or function is processed instantaneously, it is said 
to occur in real-time. To say something takes place in real-time is the same as saying it is happening 
"live".  
 
In the market research industry this real-time relay of data, i.e. instantaneous processing of the event 
during the event itself, is still in its infancy. Technology like eye tracking, biometrics and portable 
MRI scanners are only recently being explored as reliable and effective ways of collecting 
consumer data. These new technologies will be discussed in more detail in the section on possible 
future research.  

 

 
 

Definition of real time 

1. The actual time during which a process or event occurs: "information updated in real time". 
2. Related to a system in which input data is processed within milliseconds so that it is 

available virtually immediately 
3. Often real-time response times are understood to be in the order of milliseconds and 

sometimes microseconds. 
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3.2  Data collection and reporting  
 
As a starting point I feel it is important to distinguish between real-time as it relates to two research 
processes;  
 
a) The collecting of data and  
b) The reporting of results 
 
Currently the term real-time is being used for both of these processes, and this is causing some of 
the confusion in terms of peoples’ understanding of what real-time means.    
 
Collecting of data – Most data collection in the market research industry is collected post-
experience. Whether this is 2 seconds, 2 days or 2 months after the event, the data is not often 
collected during the event itself. Examples of these are pop-up surveys after you’ve had an online 
interaction, SMS or e-mail surveys following an interaction with a services provider or a telephonic 
survey using an IVR (Interactive Voice Response) system. It does not matter how long after the 
interaction these engagements take place, none of them happen while the customer is in the 
experience. At best these methods could be described “near real-time” data collection.  
 
Proper real-time measures that collect data during the experience itself would be things like 
biometric feedback while purchasing a product or eye tracking while looking at an advertisement. 
 
Reporting of data –Reporting of data is a process that quite often happens in real-time. This refers 
to the reporting structure that is in place to display the results and usually takes the form of a 
dashboard. Data can be uploaded onto the system on an hourly or daily basis and the results 
displayed in real-time, i.e. instantaneously after the data has been imported. Figure 1 below displays 
these two processes in continuum and indicates that data collection post-event should rather be 
called “near real-time” because of the time delay between the interaction and the actual collection 
of data. The reporting of the results could be seen as real-time since the results will be available 
immediately when the data is imported into the system. 
  
Figure 1: Real-time data collection and reporting 
 

 
 
The recent trend in the market research industry is to call any research engagement that was 
triggered and launched by an automated system, “real-time”. The majority of current market 
research that is done in South Africa that is labelled as real-time should rather be referred to as 
“real-time reporting after the event”.  While there certainly are systems and research projects where 
you can see a respondents’ opinion of the experience while they are immersed in the experience 
itself, these form the minority.  
 

Event Measure 
event

Capturing 
data Reporting

Interaction with call 
center agent

SMS, online or 
telephonic 
evaluation

Transferring data to 
system server

Results displayed on 
a dashboard

Time delay = Near real time No time delay = Real time
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“Real-time” research has become such a popular concept in market research that everyone wants to 
say that they are doing their research real-time. They embark on extensive real-time research 
projects without having a thorough understanding of what “real-time” as a concept means, how it 
relates to market research and data collection, and how the results should be used to understand 
customer behaviour and improve customer experience.  
 
There is a distinct difference between: 
 
1) “proper” real-time, like SMS or biofeedback feedback while the shopper is choosing the product 
2) near real-time, sending an SMS or e-mail survey the next day to be completed 
3) traditional research where an interview is done a month or a week after the interaction 
 
Since genuine real-time measures are limited in their use in South Africa and most of the research 
that is referred to as “real-time” actually refers to “near real-time” research, the following section 
will discuss the difference between near real-time measures and more traditional research 
approaches as it relates to the measurement of customer experience.  
 
4.  Comparing “near real-time” with traditional approaches  
 
When trying to compare the differences between near real-time measurements and more traditional 
measurements it is important to recognize that in some instances it is almost nonsensical to try and 
compare them since they are fundamentally different measures that should be used and interpreted 
differently (as will be investigated later in the paper).  
 
However, at this stage it would suffice to look at the major differences between these two measures. 
The following section tabulates the major differences between traditional and “near real-time” 
research methodologies.  
 
Table 1: Comparison between near real-time and traditional research 
 
Near real-time research Traditional research 
Happens as close to the event as possible 
(usually within a couple of hours or days) 

Happens longer after the event (usually within a 
three month period after the event) 

Usually short questionnaire 1-5 questions and 
quick to complete 

Extensive battery of questions and takes longer 
to complete 

Every client who has had an interaction 
(conditions permitting) will be invited to 
participate 

Clients are usually randomly selected to 
participate and not all are invited to participate 

No representative sampling, usually take all 
the interviews of customers who give 
feedback 

Robust sample before fieldwork commences 
(samples representative of populations) 

Large amounts of data, upwards of 5000 
interviews  per month, in some instances 
thousands per day 

Limited data points, usually interview 270 to ± 
5000 respondents for a single project  

Results can be shown in an on-going fashion 
and usually daily or weekly reports are 
generated 

Long period between data collection and 
presentation of results 

Measures very frequently, daily and weekly 
data collection 

Measures less frequently, maybe once or twice a 
year 

Transactional measure that focusses on an 
event and operational changes (feedback) 

Strategic measure that provides a current and 
future view of the organisation (insight) 

Measures the very short term, the momentary Measures the long term or the memory of the 
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Near real-time research Traditional research 
experience  experience 
Can enable an organisation to make quick 
changes and track these changes 

Changes are implemented and the results tracked 
over a longer period 

Real-time presuppose the use of technology 
so you might exclude large proportions of 
your customer base 

More traditional research methods also use 
technology but has the ability to interact with all 
customers   

There is usually no preconceived problem that 
needs to be tested. Data is collected with a 
“let’s see what the problem is approach” 

Follows the known scientific method of a 
problem, a hypothesis and a strategy to test the 
hypothesis and solve the problem  

 
From the above comparisons it is clear that there are quite a number of differences between real-
time measures and more traditional research approaches. The following section discusses the most 
important differences and their implications. 
 
4.1  Transactional vs. strategic measure (real time vs.  traditional)  

 
When comparing the two measures in the context of customer experience one of the major 
differences is that traditional CEM (Customer Experience Measures) has a strategic focus while 
real-time measures have a more operational focus. Since the majority of real-time measures are 
based and initiated by an interaction, their focus is mostly transactional and operational.  
 
Figure1 below from the Gartner report (Kirkby, Wecksell, Janowski & Berg, 2003) explains how 
various metrics should be linked throughout the business to various organisational objectives. They 
also show the metrics at each level that is the most important for improving customer experience. 
Real-time measures are typically used at the bottom of the pyramid where they measure operational 
issues like individual services levels and problem incidences.  
 
Traditional CEM is more focussed on providing a customer relationship strategy where they 
measure acquisition, share of wallet, relationship and service aspects. As can be seen from the 
tapered shape of the triangle, the number of individual metrics decreases as the measure becomes 
more strategic. This is typically why transactional based real-time measures collect vast amounts of 
data compared to more traditional CEM where the number of respondents is far less.  
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Figure 2: Research metrics 
 

 
 
The biggest difference between real-time measures and traditional research in what they deliver as 
an outcome. Real-time provides you feedback while CEM provides insights. Both of these can 
propel an organization to change, they just change the organization on different levels. While 
traditional CEM focus on strategic measures and therefore puts strategic changes in place, real-time 
measures measure operational aspects and change the organisation on an operational level.  
 
4.2  Time delay between interaction and measurement  
 
The most talked about difference between traditional research and “near real-time” research is the 
time delay between the event (interaction with a call centre) and the evaluation of the event 
(interview to evaluate the call centre agent). According to most proponents of near real-time 
measurement it is this “close to the event” methodology that is one of its most important 
advantages. 
 
The impact this of time delay is due to how our memory works. Since memory declines over time, 
traditional measurements rely more on the memory of the experience than real-time measures. 
Exactly how our memory works and the implications this has on real-time measures and traditional 
measures will be discussed in detail in the following chapters.  
 
4.3  Volumes and type of data collected.  
 
Another major difference between real-time measurements and traditional research measures is the 
amount of data that is produced with each methodology.  
 
When using real-time you typically send an invite to participate in a research survey to every 
customer that has had an interaction. Even with rather low response rates you generally get 
feedback from thousands of individuals each month. Compare this with more traditional research 
methods where you might have less than a hundred responses for qualitative interviews or 
individuals taking part in focus groups and generally below a thousand interviews for quantitative 
surveys.   
 

Adapted from:  Gartner Report in J Kirkby, J. Wecksell, W. Janowski, T. Berg – March 2003 - The Value of Customer Experience Management

Vision & goals

Customer relationship
management strategy

Operational customer
experience management

Contact with the
customer

Balanced 
Scorecard

Customer value
proposition metrics

Number of Metrics / Volume of Data

Effectiveness
reporting

Action
reporting

Vision & goals

Customer relationship
management strategy

Operational customer
experience management

Vision & goals

Customer relationship
management strategy

Contact with the
customer

Operational customer
experience management

Vision & goals

Customer relationship
management strategy

METRICS

• Brand Image
• Market Position

• Customer acquisition
• Value (share of wallet & loyalty)
• Retention
• Strength of relationship

• Brand experience dimensions
• Key attributes of brand image
• Key attributes of product & service
• Key service levels
• Satisfaction
• Complaints

• Individual service levels
• Resolution of problems

Strategic
reporting
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Not only does the data differ in its quantity but there is also a huge difference in the depth of the 
different data collected. In general real-time measures only measure a fraction of the possible things 
that could be measured in an interaction. The most commonly used form of real-time feedback, 
SMS and e-mail interviews generally ask between 1 – 5 and 3-10 questions respectively. The depth 
of the data is therefore limited to getting feedback on a small number of critical aspects.  
 
Using more traditional research surveys produces more in-depth data and provides a more complete 
representation of the total experience the customer has with the organisation. Traditional surveys 
typically range anywhere between 10 and 60 minutes and can delve into much more depth than real-
time measures. Because of the length of traditional surveys more insights can be generated. 
 
So while real-time measures produce a huge amount of surveys they lack the depth and insight and 
while traditional surveys  contain the depth to produce insights they lack the sheer number and 
regularity of customers that they speak to.   
 
“Traditional market research firms may take months to poll and compile customer information for a 
few hundred people. Social analytics can gather thousands or millions of consumer opinions in 
seconds”. (Macdonald, Wilson & Konus, 2012).  
 
4.4  Feedback vs. Insight   
 
Although we talked about the quality and depth of data in the previous section I think that the 
differences between the types of information that is produces between the two methodologies 
warrants its own explanation. Some people talk about real-time insight and I think they make a 
fundamental mistake when they do this. It takes a lot of information and a lot of people with a lot of 
experience to transform data into insights. We will elaborate on this topic in more detail later in the 
paper when we talk about transferring data into knowledge and insights. 
 
From data to information to knowledge to actionable insights is an entire process and we need to 
view the data and information in context. Typically real-time data does not provide insight. You 
need a team of researchers working the data to derive particular insights. Traditional research on the 
other hand is almost expected to produce insights as an outcome. The day that traditional research 
provides the same level of feedback as real-time measures you have to relook your entire 
methodology.  
 
5.  The psychology of experience  
 
5.1  The mystery of the human psyche  
 
In order to understand how real-time and traditional research approaches differ in what they 
measure we need to understand the psychological experience that a customer goes through when 
interacting with an organisation. Understanding a customer’s entire psychological process will 
enable us to identify where best to use each of the methodologies and the implications of using the 
different methodologies at different times during a customer’s interaction. 
 
The following section is divided into two parts.  
 
Part 1 gives a short description of the top 10 psychological aspects that affect our interaction with a 
company. These are used to try and explain the complexities we are dealing with as researchers 
when we want to evaluate a customer’s experience they have with an organisation.  
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Part 2 of this section shows the sequence of psychological events that a customer experiences while 
interacting with an organisation.  
 
Understanding the various psychological aspects that influence a customer’s perception of an 
organisation will enable us to identify where it will be best to use each of the methodologies. In 
some areas it will be advantageous to use real-time measurements as a data collection technique and 
in other areas it will be more beneficial to use traditional research methods.  
 

5.2  Psychological perspective differs from reality  
 
Without going into extensive detail, the section below explains the top 10 examples (in no particular 
order) of how psychological aspects influence customers’ perception of an experience. (Shaw, 
Dibeehi, & Walden, 2010).  
 
Many of these effects go beyond the rational and explain aspects of our psychological makeup like 
the subconscious and emotions that play an important part in how we perceive and judge 
organisations.   
 
Table 2: Top 10 psychological aspects and their implications 
 
Psychological aspect Example/Implication 
We make decisions based on our preconceived 
expectations of what an experience will be, 
not what it is. So we enter each situation with 
an expectation of how that situation will be. 

Paying R 30 extra for sundry items on a budget 
airline can feel worse than paying R40 for extras 
such as sweets, popcorn and cold drinks in a 
cinema experience because it is unexpected. 

We don’t consider all the elements of an 
experience, only those most noticeable. One 
moment can be used as representative of the 
whole experience because it is most 
memorable. 

In the    In the human mind, decisions are made based on 
“decision weights” (key aspects of an experience 
that heavily influence how you decide) rather 
than all aspects in the experience. 

We identify a moral code in what we do, even 
if it is not directly relevant to the purchase in 
question. The ethical advantage comes from 
clients’ and consumers’ perception of your 
organisation as a “moral” leader. 
 

People trust one brand more than another because 
of a “giving culture” even though this has no 
direct relevance to the product or service 
purchased. Developing an experience that shows 
empathy towards the needs of others is important. 
 

Sometimes we don’t know about the things 
that influence us, we just subconsciously 
perceive them. We are often manipulated by 
things we can hardly recall. 
 

Experiments done in the UK showed that the type 
of music played in a liquor store (French, German 
or Italian) had a significant impact on the sales of 
wines from those specific countries in the store 
that day.  

Emotional twinges affect our “in the moment” 
perception and subsequently our decision 
making and behaviour. With emotion and 
mood, “gut feel” can affect action. 
 
 

The mood we are in can moderate our sense of the 
negative and our openness to the positive. A 
terrible day at the office compared to a message 
that you just won the lotto will affect your 
evaluation of an experience although the 
experience might be exactly the same. 

We are prone to be wary of anything that 
threatens our well-being. As humans we are 
prone to try to avoid losses more often than we 
seek gains. Emotionally we will therefore 
notice the negative more often, and treat the 

Risk management is therefore a key part of your 
business strategy with implications for the amount 
of effort you need to put into service recovery and 
trying to delight your customers. 
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Psychological aspect Example/Implication 
positive as bland or as expected if there is no 
“wow” or surprise. 
What we say we want is often not what we 
“really” want. A customer may say they want 
a cell phone, but what they really want is a 
status symbol. 

 By focusing on the “real demand” not the 
transaction, we can design a more appealing 
product or service experience. 

 
Our memory of an event is not perfect but 
subject to manipulation. We only remember 
isolated instances of the experience. 
 

Kahneman (2011), indicate that you should focus 
on managing the peaks of a Customer Experience 
and its end, as these are most remembered. 

We like to follow the herd and be seen as part 
of the group. Even if we don’t like to admit it, 
being part of the group, gaining social status, 
being accepted, following a respected leader is 
important. 

Many people like Richard Branson or Steve Jobs 
and what they stand for; this has a positive effect 
on the value of an experience. If customers like to 
be associate with your organisation you can use 
this principle to your advantage. 

We get bored with the same old, same old. 
Sometimes innovation for its own sake is 
important. Doing the same thing time and time 
again may seem like a tried and tested 
formula, but an inability to move with the 
times can leave you floundering. 
 
 

Sometimes customers don’t just want safety; they 
want to see novelty and innovation. If you never 
change the experience that customers have to 
something new and exciting, customers might 
become bored with the interaction or the services 
they get from you, especially if they engage with 
you on a regular basis.  

 
From the brief descriptions and examples above we can see how important psychology has become 
in how customers evaluate an experience and how difficult it has become to create the right 
experience as part of our Customer Experience Measurement programs. This provides us with an 
understanding of how complicated the interaction between a customer and an organisation can 
become and how difficult it is to get to the “truth” about how customers feel and how organisations 
can react to improve their customer experience.  
 
5.3  Customers’ psychological journey  
 
The following section describes the overall process of a customer’s experience with a company but 
from the psychological perspective of the consumer. These various psychological interactions have 
some critical implications for the management and also the measurement of experience and 
customers’ satisfaction with an experience.  
 
Figure 3 below depicts the process and the flow of various psychological aspects that affect a 
customer’s perception of an organisation at various stages of their engagement cycle. 
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The functional outcome and “value-in-use” is directly linked to the overall improvement of a 
customer’s well-being, that which they are trying to improve through engaging with your company. 
Delivering a “value-in-use” that is beneficial to the customer, shows them that you understand who 
they are and that you care for their overall well-being. Traditional market research typically gets an 
indication of a customer’s entire journey with an organisation, while real time measures give an 
indication of how they feel about the physical interaction they have with the organisation.  
 
Walk into any technology store that sells cell phones, computers, electronic goods or appliances and 
the focus is on functionality and features. What these interactions usually lack is a focus on how the 
product can be used to provide a functional outcome (improvement of well-being). Value is also 
derived from the whole psychological impact of the experience.  
 
Companies like Apple and Amazon understand that it is more about the value they give to your life, 
the well-being, the functional outcome than it is about the product that you buy. Steve Jobs is 
famous for his philosophy of wanting to change people’s lives and it is this philosophy that has 
changed the world we live in today. Companies that will excel in the future are those companies 
that understand the value potential that each engagement with the company has.  
 
If we look at the previous section we can see that there are numerous mental, emotional and 
psychological aspects that influence how we evaluate organisations. The most important 
psychological aspects that have an influence are: 
 
 The human sensory system and how information enters our being 
 Our perception of experience (which is different from the real experience) 
 Our memory of an experience 
 The emotions associated with an experience 
 The conscious versus the subconscious aspects of our psyche  
 
The following sections will explain each of these aspects and their relevance to the measurement of 
experience. As soon as we have an understanding of the impact that each of these factors has on our 
evaluation of an experience we can begin to understand how to improve these experiences and the 
best ways of measuring the experiences.   
 
6.  The human sensory system 
 
We live our lives through sensations. Every person experience thousands of sensations every day.  
Although the aim of this paper is not to explain brain function and sensory systems in detail, as this 
is beyond the scope of this paper, a basic understanding of the human sensory system is required.  
 
We are aware of sensations every waking hour of our existence; these are, sight, smell, taste, touch 
and hearing. The operation of the sensory system is quite complex and although a lot of research 
has been done in the field of neuropsychology there are still many functions that we don’t 
understand completely.  
 
Each of the sensory systems work on a number of sensory principles which will be summarized in 
the followings sections. (Kolb & Whishaw, 1990).   
 

  



54 • SAMRA 2013

The following are the general principles on which all of the sensory systems function: 
 
Receptors – These are specialised cells whose main function is to convert sensory energy (e.g. light 
waves) into neural activity. The receptors in each sensory system are different to be able to detect 
different sensory energies. 
 
Receptor fields – Each receptor has a specific receptor field which constitutes a specific area which 
allows stimuli to be located in space. For the eyes it is the specific field of vision the eye can see, 
for the skin a specific area that is being touched and for taste specific areas on the tongue.  
 
Neural relays – Each sensory system has three to four neurons that are connected to get 
information from the receptors to the cortex. These neural relays are responsible for recoding 
activity in successive relays that changes the code of information from the sensory receptors to a 
message that reaches the neural cortex.  
 
Information transmission – It takes one or more cells to convert stimulus energy into neural 
energy. Once these are converted, all sensory information from all sensory systems is coded by 
action potentials. The sensory information is conducted into the brain by bundles of axons (nerves) 
until they enter the brain or spinal cord and every nerve carries the same kind of signal.  
 
This phenomenon raises many questions of how the action potentials code the differences in 
sensations. Many theories exist about how this happens but it is still not clear how we perceive 
sensations such as touch, sound and smell as being different from one another. There are people 
who can hear in colour or identify smells by the sound that it makes. This ability is called 
synaesthesia and everyone that has felt shivers during a beautiful piece of music or “felt” the sound 
of fingernails scratching a black board has experienced this.  
 
The following section takes our understanding a bit further in explaining that the things we 
experience through our sensory systems are not the same as what we perceive our experiences to be.  
 
7.  Perception of experiences  
 
The anatomy and physiology explained in the previous section gives a somewhat diluted view of 
how we view the outside world, since our experience of sensory stimuli is much richer that the 
direct input from the outside world. Our experience in any given situation is also influenced by a 
number of factors like our past experience, our emotional state at the time and the context in which 
we have the experience. Our experience is therefore far more than just the transformation of stimuli 
into brain activity.   
 
Our subjective experience, i.e. our personal and individual experience of a given situation is our 
perception, and it is perception rather than sensory transference that is of interest to market 
researchers.    
 
The fundamental difference between sensation and perception is as follows (Kolb & Whishaw, 
1990): 
 
Sensation is the result of activity of receptors and their associated pathways to the corresponding 
neocortical sensory areas. 
 
Perception is the result of activity of cells in the cortex beyond the first synapses in the sensory 
cortex. In the neo-cortex sensory information is transformed into a percept by such factors as 
experience and context. 
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So while sensation is only a function of the sensory cortex, perception is this sensory sensation that 
has been influenced by your circumstances, experience, surroundings and context. 
 
This is best explained by an example. Let’s say you get an error message on your TV indicating that 
you have to call the DSTV helpline for assistance. The interaction with the call centre agent in the 
two examples below is identical but the surrounding circumstances are completely different. 
 
Example 1 Example 2 
This is the first time that it has ever 
happened to you. You phone the call 
centre and get through immediately. The 
call centre agent helps you within two 
minutes and your TV picture is back. 

This is the third time this week that you have to call 
the call centre to fix the same problem. You don’t get 
through immediately; the IVR system indicates that 
approximate waiting time is 21 minutes. You wait the 
21 minutes while you kiss your favourite TV program 
goodbye. The call centre agent helps you within two 
minutes and your TV picture is back. 

 
If you were asked to rate the call centre agent after the interaction, the chances are that you would 
rate the call centre agent in example 1 much better than the call centre agent in example 2. The 
experience to be evaluated was the same (the call centre agent resolved your issue in two minutes) 
but your perception of the experience was influenced by your previous experience and the 
surrounding circumstances.  
 
Below are three more examples of how our perception (the ultimate outcome) of a specific situation 
is different from the sensory input that we receive in the situation.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Example 2: Face or Vase? 

First described by Rubin, this ambiguous 
figure can be interpreted accurately in two 
different ways demonstrating our ability to 
shift between focusing on the figure and 
background. 

 

 

 

 

Example 3:  The Muller-Lyer Illusion  

The line on the left appears longer than the line 
on the right because of contextual cues (the 
arrowheads). But in fact they are both exactly 
the same length. 

 

 

Example 1 – How your brain makes sense of completely misspelled words 

The phaonmneal pweor of the hmuan mnid, aoccdrnig to rscheearch at Cmabrigde Uinervtisy. It 
dseno’t mtaetr in waht oerdr the ltteres in a wrod are, the olny iproamtnt tihng is taht the frsit and 
lsat ltteer be in the rghit pclae. The rset can be a taotl mses and you can sitll raed it whotuit a 
pboerlm.  
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Ambiguous figures and illusions involve complex perceptual phenomenon that are mediated by the 
neo-cortex at a functional level beyond the primary sensory cortex. They also illustrate the 
complexity of perceptual phenomenon produced by the secondary and tertiary sensory regions, and 
allow us some insight into the basis of cognitive processes (Kolb & Whishaw, 1990). 
 
Not only is our perception of an experience different than the actual experience, the time that 
elapses between an experience and the recall of the experience also influences our perception of the 
experience. The next section will investigate the effect that memory has on our perception of 
experiences.  
 
8.  Memory of experiences  
 
8.1   What is memory  
 
Memory, or more specifically the way which we remember things, is a process that is not clearly 
understood yet. Although many theories exist about where memory resides in the brain, for the 
purposes of this paper, we are more concerned with the process of memorising things than the 
specific area where this is localised in the brain.  
 
The best way to try and describe the process of how memory functions is by using an analogy as 
explained by (Kolb & Whishaw, 1990). 
 
Imagine a hill and that water is being poured on top of the hill. As the water runs down the hill it 
erodes small channels in the earth. If more water is poured on the hill, most of it follows the same 
route than the first water, further deepening the channels. Since the water will always take the same 
route down the hill we can say that there is a “memory” for that route. In neurological terms we can 
see our brain as the hill and the process of memory as the route. Sensory experiences enter the brain 
(top of the hill) flows through the brain (the channels in the hill) and produces behaviours (leaves 
the hill at the bottom). The memory therefore is not stored in a place but is a function of the activity 
of the entire brain. Although the analogy shouldn’t be taken literally it does demonstrate in a simple 
way how memory is a process of neural connectivity rather than a site that can be found in the 
brain.  
 
8.2  What do we remember from an experience  
 
We never remember all the finer details of an experience, only certain critical elements are stored 
that we can use at a later stage to reconstruct the event.  
 
Bartlett (1932) indicate that “It looks as if what is said to be reproduced is, far more general than is 
commonly admitted, really a construction serving to justify whatever impression may have been left 
by the original” 
 
The more contextual information available in the experience, the more detail we remember about 
the interaction. The longer the period between the experience and the remembering of the 
experience, the more detail is lost during the recall. During recall our memory uses the critical 
elements that it identified in the experience and supplements these with additional elements that are 
compatible with the sensory experience but in truth are totally inaccurate.  
 
This function that only the more critical elements of an experience are remembered while the 
peripheral experiences are actually reconstructed, is essential to our functioning. We experience 
thousands of sensory inputs every second and it will be impossible for us to remain sane if we had 
to remember every detail of every experience for ever. If we compare our brain to that of a 
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computer, remembering everything will be the same as running out of hard drive space and 
processing every finer detail will strain our processing power.   
 
9.  Emotions associated with experiences  
 
As if it is not complicated enough that our perception of an experience is not equal to the real 
experience, or that our recall of an experience is constructed by adding false detail, our emotions 
during an experience also has an influence on how we perceive an experience and our subsequent 
behaviour in the future.   
 
To try and understand the effect our emotion has on our experience, the recall of the experience and 
our future behaviour, it is important to understand the fundament concepts related to emotions.  
 
First of all, any emotional experience is complex in nature since it may involve a physiological 
component, a neuro-hormonal activity, overt behaviours and specific cognitive processes. It is even 
more complicated to define since there is no uniform definition of what emotion is and no 
standardised way of quantifying it.   
 
Below is a short description of some of the key components of most emotional experiences. Some 
or even all of these may occur depending on the specific emotion. 
 

Physiological 

You may start trembling, your heart may race, you can start sweating or your face 
may become red. Blood pressure is affected, changes in the digestive system can 
occur and various hormones are released that affect the brain or the autonomic 
system. 

Overt 
behaviours 

These refer to the body language you display during a behaviour and is an essential 
clue for others to understand your emotional state. These include facial 
expressions, tone of voice, posture and hand gestures. 

Feelings You may also have strong feelings like sadness, anger, excitement that could be 
difficult to verbalise. It also includes subjective feelings like love and hate. 

Cognition 

Thoughts about who is saying what, how you should respond, how do people 
expect you to behave. These even continue after the event with thoughts of what 
you should have said or done and possibly plans and ideas of what you will do in 
the future if it happens again. 

 
Considering all of these aspects related to emotions it is clear that emotions, or a person’s emotional 
state, is not a specific thing that can be easily quantified but rather a very complex inferred state. 
The question that researchers and companies need to ask themselves is how the emotional state of 
the customer, during an experience, influences their future behaviour, whether it is to repurchase a 
product or to tell others about the company or the experience they’ve had.   
 
The Greek philosopher Plato, in his dialogue with Phaedrus, uses the Chariot Allegory to explain 
his view of the human soul. He describes the human soul as a chariot being pulled by two horses. 
The one is the rational or moral and the other represents the irrational passions and appetites.  
 
It is this complex dualism between reason and emotion that market researchers and companies need 
to understand in order to develop more unique and satisfactory customer experiences.  
 
Neural research has shown that the brain’s response to short term pleasure occurs largely in the 
limbic system, the area that governs emotion. Future rewards are considered in the prefrontal cortex 
which is often associated with reason and calculation. Psychologists have known for years that 
delayed gratification (future reward) is a much weaker motivator that immediate pleasure.  All 
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things being equal, the reward of immediate economic gratification generated by the limbic region 
will always triumph over postponed rewards generated by the prefrontal cortex.  
 
This is not a huge problem when you buy specific products or use specific services since you 
receive that immediate reward (use the product, taste the food, being entertained). It is however, a 
huge challenge for the service industry like insurance providers, medical aids, investments and 
banking services where there are no immediate rewards. It is therefore more difficult to identify and 
manage the emotional component during these interactions since these interactions generate very 
little emotional involvement and therefore the rational mind takes charge and dominates all 
behaviour (and subsequent recall of events). Ideally one would try and create an emotional 
component during these interactions to appeal to a customer on an emotional level.  
 
10.The conscious and the subconscious mind  
 
Another aspect that has an effect on our evaluation of an experience and the subsequent behavioural 
changes is the age-old battle between the conscious and the subconscious mind. In business 
research it is relatively easy to measure the rational, conscious side of an experience through 
customer satisfaction surveys and the like, but it is far more difficult to measure the subconscious 
impact.  
 
Although everyone is convinced that people make decisions rationally all researchers eventually 
have to admit that rationality alone fails to predict adequately how people actually behave. 
Subconscious stimuli in the environment like the tone of voice of the call centre agent, the colour of 
the reception area or the music playing in the background all affect our overall evaluation of the 
experience. These stimuli have such a powerful effect that we will tell people we had such a 
wonderful experience but when asked for specifics we can’t recall anything. We don’t know what 
was so good about the experience we just know that it was.  
 
Many of these effects go beyond the rational and explain aspects of our psychological makeup like 
the subconscious and emotions that play an important part in how we perceive and judge 
organisations.   
 
To quote Dr Peter Jones of Shire Professional Chartered Psychologists: (Shaw et al, 2010, page 16).  
“One figure which always surprises people is that the subconscious processes 200,000 times more 
information than the conscious mind without us having to focus on it, and does that processing 
before our eyes have even recognized the person or object. It is likely to process emotions even 
faster, around ten times faster than our conscious mind” 

 
11.The psychological impact on measurement  
 
If we truly want to manage our customers experience, we need to measure and influence all aspects 
of the customers experience on a rational, psychological and emotional level. From the section 
above it is clear that we have to understand all the psychological experiences of a customer in order 
to have a holistic view of a customer’s experience.  
 
The pre experience (as explained in figure 3) is a psychological aspect that stems from the 
customers memory of the experience and the learning that takes place, the associations with the 
organisation and the overall value the customer received from interacting with the company. These 
aspects fall outside the immediate interaction the customer has with the company and can therefore 
not be measured effectively during the interaction. To truly understand these aspects you need to 
use more traditional measures while real-time measures can be employed to measure the in-
experience effect.  
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According to Kahneman (2011), we have to think of ourselves as having two selves, the 
experiencing self and the remembering self. The experiencing self lives in the moment and knows 
the present. This is the self that the doctor addresses when he says, “does it hurt when I press here 
or how sensitive is this”. Then we have the remembering self which is the part of our self that tracks 
and maintains the story of our life. This is the self the doctor addresses when he says “so how are 
you doing or how was your vacation?” 
 
He explains that he and some other psychologists counted the number of possible time slices of 
experiences you can have and they have found that you have approximately 600 million of these 3 
second moments of “psychological presence” in your lifetime. That’s about 600 000 of these 
moments of experiences in a month. Most of these moments of the experiencing self are lost for 
ever without a trace. Most of them are completely forgotten by the remembering self.  
  
This discrepancy between the ± 2000 daily moments we experience and the hand-full of individual 
moments we remember in a day, is the difference between what the experiencing self experiences 
and what the remembering self remembers. Kahneman explains that we don’t choose between 
experiences we choose between memories of experiences. 
 
Kahneman uses an example of someone that he interviewed that was explaining her experience 
listening to a recording of a symphony for 20 minutes and describing how wonderful it was. Then 
right at the end there was a horrible screeching sound that interrupted the symphony. When 
Kahneman asked her about the experience she became quite emotional and said “that sound ruined 
the entire experience for me”. Although she had a wonderful experience, she was left with a bad 
memory. The memory was all that she had of the experience and the memory was ruined. There is a 
huge difference between the happiness of the experiencing self and the satisfaction of the 
remembering self.  
 
If we look at the psychological moments of a customer’s entire experience with a company we can 
see where the experiencing self and the remembering self fit into the sequence of events. The 
experiencing self plays a role in physical interaction with the organisation while the remembering 
self is more prominent during the memory and learning phase. 
 
Figure 4: Experiencing and remembering self and their measurement influence 
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If we then relate real-time measures and more traditional measures to the concept of the 
experiencing self and the remembering self it is quite clear that real-time measures can effectively 
be used to measure the experiencing self in the moment of the experience while more traditional 
research methods can explore the remembering self a couple of weeks or months following the 
experience. During this time learning has taken place and the experience has been rationalised and 
socialized.  
 
11.1  Real-time measuring the experiencing self  

 
Real-time measures can be of great value to an organisation since they can shed some light on the 
emotions a customer have during an experience. They are very effective in evaluating the “in the 
moment” experiences where we can measure both a customer’s thoughts and feelings. Most 
purchase decisions are influenced by both rational thoughts and our emotions during the interaction.  
 
Let’s consider the process of purchasing a car. Maybe you decided to buy the car at that moment 
because while you were sitting in the driver’s seat you imagined driving down the highway or 
maybe it was the smell of the leather seats. There was some emotional cue that played a significant 
role in your decision to buy it. Three months down the line, if you were asked why you bought it, 
the answer will probably be a rational one, something that you have assimilated with the car during 
the last couple of months. It was really a good price that you paid or the petrol consumption is 
excellent. Chances are that you would have forgotten the emotional cues that played a role during 
the interaction.  
 
11.2  Traditional research measuring the remembering self  
 
Traditional surveys that typically happen a couple of weeks or months after the experience is ideal 
to evaluate the memory of the experience. Since the memory that we have of an experience is our 
only perception of the true experience it is the only aspect that influences future behaviour. It is 
therefore essential to understand the lasting memory that a customer has about their experience. It is 
this lasting memory that will become the focus of change during the customer’s next interaction.  
 
If you understand what the lasting experience (i.e. memory) is that was created by the previous 
experience, the insight gained from traditional research methods will provide an indication of how 
that memory can be improved through enhancements of the customers next experience with the 
organisation.  
 
This will assist the organisation in understanding the emotional engagement the customer wants to 
have with you. By combining the two methodologies you can measure both the rational (logical) 
that drive future behaviour and also the emotional component (what people feel) that could be 
enhanced for the next time the customer has an interaction.  
 
The next section will explore some ideas of how this experience can be improved. 
 
12.How to create memorable experiences  
 
The aim of any organisation should be to create memorable experiences in the mind of their 
customers. Every touch point where a customer interacts with the organisation creates an 
opportunity to create a memorable experience. Let’s consider some of the most important things 
that we have seen during the course of this paper.  
 
One of the things that Kahneman (2010) explains in his book is that we only remember selective 
things of an experience, a couple of critical things that forms our memory of the experience. 
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Kahneman calls this the peak-end rule and explain that the most important times during an 
interaction are the peaks of the interaction and the end of the interaction. It is therefore possible for 
an organisation using this assumption to create a very nice peak emotional experience and also a 
very emotional end experience. By using emotional cues in the interaction you can ensure that there 
is a lasting emotional connection to the experience and by ensuring that the peaks and ends of the 
experience is exceptional you will create a lasting memory of the experience that will influence 
future behaviour.  
 
In 2012 American Express brought out their annual Global Customer Service Barometer Report. 
According to their research customers will tell up to 12 people about a good experience they had 
and up to 20 people about every bad experience. Considering that every day more and more people 
are becoming connected via the internet and using social media as a portal to tell others about their 
experiences, creating good customer experiences are more important than ever.    
 
Shaw et al. (2010), use the term “experience psychology” for how psychological theory and practice 
can be used to improve customer’s perception of their experience. This is done by focussing on the 
value derived from the emotional and subconscious experience and not just the rational. This 
approach fits in with how we know people perceive things in their everyday life.  
 
A customer’s relationship with the organization is no longer only about the transaction but about 
creating memorable, alluring and engaging experiences that stay in the mind of the customer much 
longer than the initial interaction. Marketing activities and customer experience management 
becomes more of a psychological discipline since it focuses on the emotional side and the 
subconscious side of the experience and not only the rational and logical aspects  
 
Shaw et al. (2010) identified 20 critical emotions that organisations should try and manage during 
experiences. Figure 5 visually displays these emotions.  
 
Figure 5: 20 critical emotions 
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The 20 emotions are broken down into four clusters;  
 
 advocacy emotions, which together are close to the concept of total satisfaction 
 recommendation emotions, which are all about the touchy-feely side of the experience 
 attention emotions such as “interested” which make something feel appealing 
 negative emotions that destroy value 
 
Using real-time measures in the experience, organisations can measure emotional aspects of the 
interaction. If these emotional aspects are then related to the memory of the experience (or 
functional outcome and value) as measured during traditional CEM research, it will provide a 
holistic view of the total experience.    
 
This will lead to an improved understanding of how customers remember an experience, how this 
memory contributes to their whole “value in use” which in turn drives future behaviour. 
Understanding the emotional side of the interaction can help an organisation to sculpt interactions 
so that it is an emotionally satisfying experience for the customer.  
 
By doing this an organisation can play an active role in managing customer experiences and affect 
the valued outcome the organisation seeks (increasing levels of spend, tenure, recommendations) 
through their engagements with customers.  
 
13.Integrating traditional and real -time measures  
 
As we’ve seen from the section above it would be advantageous for companies to combine and 
integrate traditional research approaches with real time measurements. The following section 
describes some of the most important things companies should be cognisant of when integrating 
different research approaches. 
 
I think it is important, before we look at various things companies can do to integrate real-time 
measures with more traditional approaches, to understand the difference between data, information 
and insights.  
 
The following diagram shows how social facts are converted to data, data to information and then 
the structuring of information leads to knowledge (Johannessen, Olaisen, and Olsen (2002). 
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Figure 6: Social facts to knowledge 
 

 
 
This aspect of the transformation from social facts to knowledge is very important when we 
compare real-time measures with more traditional research approaches especially from the 
perspective of making decisions within the organisation.  
 
Tien (2006) Figure 7, defines data as basic transactions captured during operational processes. 
Since most real-time measures are linked to a specific interaction, it only represents basic 
transactions during operations and therefore falls in the category of data. Information on the other 
hand is processed data, in other words data grouped into patterns and facts related to causes. 
Knowledge is taking this another step further where information is being processed and integrated 
with experiences, beliefs and the values and culture in the organisation. Integration of this 
knowledge with current theories, experiences and insights leads to wisdom. 
 
Figure 7: Decision making framework 
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Tien (2006) indicate that strategic decisions can be made with knowledge, while systemic decisions 
(impacting the total business) should be made with wisdom. If the distinction between data and 
information is not clear we run the risk of being data rich but information poor.  
 
Traditional research activities collect data, produce information and create knowledge that can 
support and inform strategic decisions. Research and market researchers should form part of the 
knowledge community and not the data community. From a data, information, knowledge and 
insight perspective the challenge in collecting real-time data is the transformation of that data to 
business knowledge and insights that can change the organisation.  
 
From many discussions with organisations in South Africa who uses real-time and near real-time 
data it was clear that one of the biggest challenges is to gain insights from the data. Traditional 
market research is seen as insight generating methodologies and this is one of the big differences 
between real-time measurements and more traditional research approaches.  
 
The synergy between real-time measures and traditional research methodologies is where these two 
methods are integrated. Integration in this context refers to using the traditional market research 
expertise and experience and using this to gain actionable insights from data collected in a real-time 
fashion. You need to use the marketing and research skills available in other parts of the business or 
available from skilled specialist research companies and apply these skills and knowledge to get to 
integrated, sustainable insights.  
 
If real-time measures are reduced to a management tool you have lost the biggest advantage from 
real-time measurements, using up-to-date immediate information to get to insights.  
 
13.1  Choosing one over the other    
 
The current problem in the research industry is that experienced researchers are still reluctant to use 
real-time measures and companies specialising in real-time measures stay away from scientific 
research principles. If this notion can be overcome, a synergistic relationship could be created in 
organisations where the two methodologies feed from each other and support each other to provide 
more insight to the organisation. 
 
More traditional research methods could be used to gain an in depth understanding and inform the 
company’s strategy, while real-time measures can be used to track changes in the organisation and 
employ changes quicker in the organisation.  
 
A good analogy to use when comparing traditional research with real-time measures is to compare 
it to the management of your personal health. Traditional research in CEM can be seen as having a 
yearly or twice yearly full medical check-up where various tests are done and an in-depth 
understanding of your current health is established. The doctor can also give you an indication of 
what you can expect in the future considering the current state of your health. Strategies and action 
plans can be developed that will turn your health around or keep it on the same path as it is 
currently.  
 
Real-time measures on the other hand can be seen as a daily check of blood pressure, heart rate and 
cholesterol to see if the plans that you have put in place, after the full medical, is paying off or to 
alert you if something critical is starting to go wrong. The full medical check-up cannot be replaced 
with a daily quick measure since it lacks detail. The quick daily measure can’t be replaced with the 
full medical since it is too complicated and takes too long. Replacing a traditional CEM research 
project with only a real-time measure is fatal, since a lot of cumulative small measures over an 
extended period is not equivalent to one in depth evaluation once a year. Real-time measures gives 
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you the “what” but most often not the “why”. You need to be able to align the “what” and the 
“why” with each other to truly understand the full extent of a customer’s experience.  The strategic 
CEM measure will give you the strategic insight and guidance while the real-time measure can be 
used to track operational changes. 
 
13.2  Internal alignment between measures  
 
Another important concept to remember is that if both measures are employed in an organisation, 
they need to be aligned. This is not only true for real-time measures and traditional research in 
particular, but in general for all research activities within a company. Organisations employing 
research are quite prone to develop and use different measures that are totally disconnected. They 
use different measures at different times for different purposes. These disconnected measures are 
notoriously difficult to relate to one another and therefore making it almost impossible to establish 
cause and effect.  
 
Researchers must try and pull together as many data streams as possible, from real-time measures to 
more traditional measures, behavioural insights, operational metrics, big data already existing in the 
organisation, social media responses, feedback from client relationship managers, strategic data etc. 
to get a holistic view of the customer to try and get to various answers simultaneously: 
 
 What are customers getting from us? 
 What do they want from us? 
 Who are these customers? 
 What are their emotional and cognitive perceptions when dealing with us? 
 How are we changing to align with what customers want? 
 How are we evaluating the impact of changes in the organisation? 
 What are future market opportunities? 
 
All these and many other research questions can be understood by having a holistic approach to 
market research and ensuring that the various research initiatives are aligned with each other and so 
providing a whole that provides more insights than the combination of isolated individual projects.    
 
Aligning various metrics is quite complicated and will probably need a system and a human 
solution. Most systems will not be able to create the correct linkages and most humans will not be 
able to sift through all the data manually. You therefore need an approach that will harness your 
technological and human potential simultaneously to effectively get to the required answers.  
 
In conclusion I think it is important to recognize that there isn’t a battle being fought between real-
time measures and traditional research solutions. There shouldn’t be resistance to employ any of 
these or both of these in organisations. No one is saying that when you use a real-time measure that 
you should sit behind your PC 24/7 and initiate new changes on a daily basis. Or that you should 
wait 365 days for the results of your newest wave of CEM research before you implement any 
changes. It’s more about managing what you need to know at the time you need to know it and 
implementing specific research initiatives at optimal times during projects and organisational 
lifecycles.  
 
Integrating and aligning various measures is the way companies will operate in the future. For this 
to be effective all research will require careful planning and collaboration to ensure effective 
execution and implementation. 
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14.Conclusions 
 
14.1  Implementation of real -time systems  
 
As with any new technology or system implemented in an organisation, the implementation of a 
real-time system will be accompanied by some teething problems. In many instances the proponents 
of these systems oversell and overpromise the capabilities of the system and then under deliver. 
They usually promise that it will be cheaper, provide more up to date information and create 
actionable insights. They promise that everything will be automated, you will need no human 
intervention and that you will have actionable results with the push of a button in real-time. New 
technologies like these often don’t live up to expectations.  
 
Although real-time measures are very promising in terms of what they can offer the market research 
field, they are in most instances also quite complex. This complexity refers to the setup of the 
system, the day to day operations of the system and the outcomes generated via the system.  
 
Any real-time system can only live up to its potential if it is highly integrated with other research 
methodologies to give a holistic view of the entire organisation. To really get the full value of a 
real-time measure it is also critical to involve seasoned researchers and/or organisational expertise 
throughout the research process to turn the masses of data into strategic insights.  
 
14.2   Integration with other systems and resources  
 
Another important aspect is that any real-time system should be integrated with current systems and 
research initiatives from the start to really reap the rewards of real-time operational feedback. If 
real-time measures are used in isolation, without an overarching strategy or integration with other 
research initiatives, acting on real-time results could be a risky strategy. If any real-time initiative is 
integrated with other research and systems the different techniques and results can feed from each 
other and create a synergistic whole.  
.  
14.3   Managing the volume of data    
 
The journey from real-time data to insight is further complicated by the sheer amount of data. This 
phenomenon is not specifically related to real-time measures per say but of corporate organisations 
as whole. The statement that we are overwhelmed with data but starved of information is true for 
most modern organisations. Iwata (2012) describes the new data era we are in as being dominated 
by volume, velocity and variety. 
 
Volume - The equivalent of all of the data that existed up to 2003 is now generated in two days and 

90% of the world’s total data was created in the last two years alone. That’s 2.5 
quintillion bytes every day, and counting (exponentially). 

Velocity - It’s not just more, but faster. In 1987, the New York stock exchange electronic systems 
could handle only 95 transactions per second. Today the NYSE processes millions of 
transactions per second with microsecond latency. 

Variety -Fully 80% of the world’s data today is unstructured, from e-mails, social  
network comments and tweets to audio and video files, medical images and trillions  
of distributed sensors. It is estimated that unstructured data will grow 800% over the  
next five years. 

 
Not only is it challenging enough to deal with the volume, velocity and variety of data we also need 
to question its truthfulness. Since we are relying more and more on unstructured data from various 
sources we need to ensure the legitimacy of the data. More data is not only more, but also more 
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complex, more unclear, more unorganized and more dependent on context. The sheer amount of 
data organisations create, can in itself become an inhibiting factor if the appropriate systems, 
structures and resources are not introduced to effectively manage the vast amount of data generated 
As the celebrated statistician and writer Nate Silver puts it (West, 2013), "Every day, three times 
per second, we produce the equivalent of the amount of data that the Library of Congress has in its 
entire print collection. Most of it is irrelevant noise. So unless you have good techniques for 
filtering and processing the information, you're going to get into trouble." 
 
14.4  Using and implementing results  
 
One of the biggest challenges facing organisations that employ real-time systems is to know what to 
do with the data. It’s one thing collecting all this data but a total different challenge to know how to 
position the results in the organisation and when you need to implement changes as a result of the 
real-time information. One of the participants in the in-depth interviews said to me that his first 
comment when they showed him the new dashboard was “Do I have to look at this every day”.  
 
It is therefore of critical importance to have a companywide understanding and strategy on how 
real-time information should be used, interpreted and implemented.  
 
If companies take some of the suggestions made in this paper to heart they can create a situation in 
their organisation where research measures are integrated and aligned and where the strategic meets 
the operational.  
 
Cultures and behaviours in the organisation can be changed from a strategic and operational level.  
 
1. Strategic level: A top-down approach – Driven from executive level, overall strategy guides 

employees to attain specific cultural and behavioural objectives. 
2. Operational level: A bottom-up approach - Real-time measures can be used to assist cultural and 

behavioural changes by reinforcing the right behaviours on an operational level.  
 
Ultimately any research conducted in an organisation should have an impact on customer decision-
making and address pertinent business issues. If it doesn’t answer both of these effectively then 
market research in its entirety in the organisation should be relooked.  
 
15.Future research and prospects for the research industry  
 
The following section presents a view of propositions for future research. Although some of these 
technologies might already be used by research, IT and consulting firms, their understanding and 
use in South Africa is still limited. Technology is changing the way companies detect, measure and 
respond to events and a thorough understanding of these technologies and associated changes is 
essential if the research fraternity wants to remain relevant in today’s changing world. 
 
The most recent advances in the industry focus on either collecting data while respondents are in 
their natural environment or without asking them directly. The following section will explore 
concepts like, neuromarketing, biometrics and webnography together with the implications of 
technological advances as a whole. 
 
Neuromarketing isn’t a new field per se. The equipment for conducting neurological studies has 
been around for years. Functional magnetic resonance imaging (fMRI), electroencephalography 
(EEC), psychophysical, and magnetoencephalography (MEG) devices are used in the medical 
industry on a daily basis to assist with diagnosis. One of the new trends is to use these types of 
technologies to study how humans behave psychologically and neurologically while in consumer 



68 • SAMRA 2013

related activities. Proponents of these technologies are excited about the fact that they can start 
understanding underlying brain functions while critics are afraid that marketers and researchers will 
gain access to subconsciously hidden information and use these to “manipulate” consumers. Those 
who are interested in reading more about the pros and cons of these technologies are referred to, 
Douglas (2008). 
 
Biometric studies provide a very unique type of methodology for a specific niche market. New 
technologies in this area allows researchers to use physiological indicators such as sweat, heart rate 
and neural activity to measure what shapes people's feelings toward certain brands and experiences. 

 
Technologies that allow us to observe customers in their natural environment are becoming more 
and more popular. These methods are said to provide the “missing link” between our rational and 
our emotional minds. Brainwave tracing provides such a method and allows researchers to 
understand what someone is feeling without having to ask them. 

 
Another one of these methods is Webnography’ or  ‘web-ethnography’ which is an attempt to look 
for insights arising from natural contexts on the internet - the natural ‘conversations’ among 
consumers, or what we refer to as consumer generated media. This includes forums like blogs, 
newsgroups, social networking services, message boards, consumer review forums etc. 
 
Innovation is trying to fill in the ultimate gap in the market researcher’s arsenal; The ability to 
understand the gap between what people say and what they really think; The gap between the 
rational mind and the elusive emotional self; The difference in perception between the experiencing 
self and the remembering self.  
 
All of these aspects are an attempt to better understand the human psyche and the way we as 
humans operate. It is more important than ever for market researchers to understand the subtle 
differences in human behaviour and decision making. Companies demand to understand their 
customers and customers expect that companies will be aware of their individual needs. It is the 
responsibility of market researchers to be the link between what customers expect and what 
companies offer.   
 
In closing: As we enter a new and exciting era in the market research field we have a vast array of 
methodologies to our disposal (big data, biometrics, eye tracking, biofeedback, real-time, mobile, 
internet, social media analytics, blogs, discussion forums, CATI, face to face, CAPI, ethnography, 
web-ethnography, personal interviews, focus groups, communities, text analytics, webcams, 
visualization analytics, apps based research, mobile ethnography, virtual environments, social 
networks, gamification, crowd sourcing, facial analytics, neuro-marketing, GPS tracking, MRI 
scanning, WAP-based research)  we should not lose sight of who we are and what our purpose is. 
We need to ensure that standards within the industry are upheld so that we are not seen as survey 
monkeys. It is our responsibly to seek the truth no matter how well it is hidden and turn that into 
reliable, accurate and actionable insights. Investigating anything in isolation without considering the 
context will become more and more dangerous since large parts of the overall story might be 
missed. 
 
All these new sources of information which customers can use to share their views and experiences 
with us leave us with an added responsibility. Customers expect that their interaction with 
companies, products and brands will have an influence on how the company changes and how the 
company treats them. They want companies to show an understanding for their needs, opinions and 
who they are and change the way they do things. Giving consumers what they want will become the 
natural way of things and not the exception.   
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The following paragraph from the 2013 GRIT (Murphy, 2013).  report summarises the current state 
of the market research industry.  
 
“Two key pieces of the insights value chain – data collection and analysis – have been disrupted by 
multiple new players who are staking their claim to various pieces of the previous domain of market 
research. And with the growth of social media analytics being a significant new trend, traditional 
research is being redefined before our very eyes. There is a realization in the business community 
that insights do not arise solely as a product of traditional research models. Instead, these new 
platforms are providing tools for discovery and the generation of ideas that are faster, more 
unexpected, more customer-focused and quite often, more productive than existing approaches. The 
game has changed, and the pace of change is only accelerating” 
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Appendix A 
 
Introduction 
Discuss the purpose 
Overview of content to discuss 
  
System background 
How long have you had the system 
How long did it take to develop and integrate the system (from project start until the day you gained 
your first insight) 
In general tell me about how your system works 
How does it work 
What do you do 
How do you gain information 
How is it maintained 
Who do you survey (criteria for inclusion, sample control, etc.) 
Who do you survey and when do you survey them 
How does the data collection work 
Do you think that you miss out on a certain proportion of your customers base (only those that 
contact you and contact you in a specific way) 
  
Using the data 
How is the data stored (in what format, databases etc.) 
How is it retrieved  
How is analysis done 
How is the data turned into insight 
How is the results implemented in the organization 
Is it making a difference in the organization 
YES - what are the changes that you see as a direct results of the real-time measurements 
NO - Why is it not working 
  
Real time (as a concept) 
Introduction 
Please define what is real time measurement (in your own words) 
What do you understand real-time means? 
Would you consider your system to be a real time system 
Is real time really real time? 
  
Advantages and disadvantages 
Why did you employ this in your company? 
What are the advantages? 
What are the disadvantages 
What are some of the challenges that you face? 
What is the difficulty in implementing the data collection? 
What is the difficulty in turning the data into insights 
  
Integration with other research 
Do you feel that real time measurements as a methodology provides all the insight that you need in 
your business 
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Why and why not 
Do you use this instead of more traditional research 
Do you combine this with other types of research (supplemented) 
How do you think the two measures complement each other or can be used together 
  
Purpose 
For which type of research activities do you use this system 
In which area do you think real time measurements is a great advantage (specific types of surveys, 
specific types of customers, etc.) 
In which area do you think real time measures is not the answer (where other methodologies are 
more applicable) 
How is the results used to inform and drive your strategy 
Do you think it measures the full extent of the customers experience 
If YES - please explain 
If NO - why do you say that and what would you change 
How do you think will be the best way to integrate real time measures with traditional research 
Should the results obtained during real-time measurements be interpreted differently than traditional 
research methodologies 
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Iso IndustrY standard
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If you carry out, commission or buy market research, demonstrating best practice is a powerful driver to 
potential clients, consumers and competitors.

ISO 20252:2013 market, opinion, social research, vocabulary and service requirements is the international 
standard that unites and supersedes existing national standards and sets a common level of quality for market 
research globally.

Driven by the global market research industry and professional and trade associations, including European 
Society for Opinion and Market Research (ESOMAR) and Market Research Quality Standards Association 
(MRQSA), the standard provides an international recognised framework for market researchers to work to.

Cultural, social and behavioural differences between countries make conducting, monitoring and relying upon 
international research very difficult. The implementation and certification of a quality management system 
based on ISO 20252 enables you to regulate these differences and carry out cross-border, multi-country 
research studies with assurance that working procedures are compatible.

The standard is suitable for any organisation that undertakes research, both nationally and internationally.
 
SANS 20252:2013 / ISo 20252:2013

Title Market, opinion and social research - vocabulary and service requirements

Date approved 2013-06-01

Edition 2.00

International Code ISO 20252:2013 IDT

Issued by Standards South Africa (www.sabs.co.za)

Price R 571.82 incl. VAT

Abstract Establishes the terms and definitions as well as the service requirements for 
organisations and professionals conducting market, opinion and social research.
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• Syndicated Broker study

40 Nicolson Street, Bailey’s Muckleneuk, Pretoria
PO Box 1930, Silverton, 0127

Tel: (012) 346 0718         Fax: (012)346 0376
email:mssa2@mssa-research.co.za    www.mssa-research.co.za
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useful IndustrY addresses
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ABC Audit Bureau of Circulations of South Africa
 PO Box 47189, Parklands, 2121
 Tel: +27 11 447 4290   
 Fax: +27 11 447 4253
 Email: abc@abc.org.za
 Website: www.abc.org.za
 

ACA Association for Communication and Advertising
 PO Box 2303, Parklands, 2121
 Tel:+27 11 781 2772
 Fax:+27 11 781 2797
 Email: ceo@acasa.co.za 
 Website: www.acasa.co.za
 Contact: Melanie Platt
 

AMA American Marketing Association
 311 South Wacker Drive, Suite 5800, Chicago, IL 60606, USA
 Tel: +1312 542 9000
 Fax: +1312 542-9001
 Email: info@ama.org
 Website: www.marketingpower.com
 

AMASA Advertising Media Association of Southern Africa
 P O Box 2697, Pinegowrie, 2123
 Tel: +27 11 514 1610
 Fax: +27 11 514 1401
 Email: lynj@continentaloutdoor.com
 Website: www.amasa.org.za
 

ARF The Advertising Research Foundation
 432 Park Avenus South, New York, NY10016-8013
 Tel: +212 751 5656
 Fax: +212 319 5265
 Email: info@thearf.org
 Website: www.thearf.org
 

ASA Advertising Standards Authority
 PO Box 41555, Craighall, 2024
 Tel: +27 11 781 2006
 Fax: +27 11 781 1616
 Email: info@asasa.org.za
 Website: www.asasa.org.za
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BER Bureau of Economic Research
 Private Bag 5050, Stellenbosch, 7599
 Tel: +27 21 887 2810
 Fax: +27 21 883 3101
 Email: hhman@sun.ac.za
 Website: www.ber.ac.za
 Contact: Esther Manefeldt
 

BMR Bureau of Market Research
 PO Box 392, Unisa, 0003
 Tel: +27 12 429 3338
 Fax: +27 12 429 3170
 Email: bmr@unisa.ac.za
 Website: www.unisa.ac.za/bmr
 Contact: Mrs P de Jongh
 

CASRO CASRO - USA
 170 North Country Road, Suite 4, Port Jefferson, 
 NY 11777
 Tel: +631 928 6954
 Fax: +631 928 6041
 Email: casro@casro.org
 Website: www.casro.org
 

EFAMRO The European Research Federation
 Bastion Tower, Level 20 Place du Champ de 
 Mars5, B-1050, Brusssels
 Tel: +32 2550 3548
 Fax: +32 2550 3584
 Email: info@efamro.eu
 Website: www.efamro.eu
 

EMRO European Media Research Organisation
 Chaussée de la Hulpe, 181 b 22, B-1170 
 Brusselles, Belgium
 Tel: +32 2 661 31 50
 Email: sp@cim.be
 Website: www.emro.org
 Contact: Stef Peters  
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ESOMAR The World Association of Research Professionals
 Atlas Arena, Building Asia
 Hoogoorddreef 5, 5th floor
 1101 BA Amsterdam Zuidoost
 The Netherlands
 Tel: +31 20664 2141
 Fax: +31 20589 7885
 Email: customerservices@esomar.org
 Website: www.esomar.org

HSRC Human Sciences Research Council
 Private Bag X41, Pretoria, 0001
 Tel: +27 12 302 2000
 Fax: +27 12 302 2001
 Email: helpdesk@hsrc.ac.za
 Contact: Faye Reagon
 Website: www.hsrc.ac.za
 

ICC International Chamber of Commerce
 33-43, av. du Président Wilson, 75116 Paris, France
 Tel: +33 1 49532828
 Fax: +33 1 49532869
 Email: icc@iccwbo.org
 Website: www.iccwbo.org
 

IMM/GSM IMM Graduate School of Marketing
 PO Box 91820, Auckland Park, 2006
 Tel: +27 11 628 2000
 Fax: +27 11 726 4505
 Email: info@immgsm.ac.za
 Website: www.imm.co.za
 

MRA Marketing Research Association
 1156 15th Street NW, Suite 302, Washington, DC 20005
 Tel: +202.800.2545 
 Fax: +888.512.1050
 Email: membership@marketingresearch.org
 Website: www.marketingresearch.org
 

MRS Market Research Society
 15 Northburgh Street, London, ECIV OJR
 Tel: +44020 7490 4911
 Fax: +44020 7490 0608
 Email: info@mrs.org.uk
 Website: www.mrs.org.uk
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NAB National Association of Broadcasters
 PO Box 412363, Craighall, 2024
 Tel: +27 11 325 5741
 Fax: +27 11 325 5743
 Email: lois@nabsa,co.za
 Website: www.nab.org.za
 Contact: Lois Motta-Marques
 

PAMRO Pan African Media Research Organisation
 PO Box 98874, Sloane Park, 2152
 Tel: +27 11 463 5340
 Fax: +27 11 463 5010
 Website: www.pamro.org
 

PRISA Public Relations Institute of Southern Africa
 PO Box 2825, Pinegowrie, 2123
 Tel: +27 11 326 1262
 Fax: +27 11 326 1259
 Email: info@prisa.co.za
 Website: www.prisa.co.za
 Contact: Susan Richardson
 

QRCA Qualitative Research Consultants Association Inc.
 1000 Westgate Dr, Suite 252 Saint Paul, MN 
 55114, USA
 Tel: +51 290 7491
 Fax: +651 290 2266
 Email: inquiries@qrca.org
 Website: www.qrca.org
 

SAQA South African Qualifications Authority
 Postnet Suite 248, Private Bag X06, Waterkloof, 0145
 Helpdesk: 086 010 3188
 Tel: +27 12 431 5000
 Fax: +27 12 431 5039
 Email: saqainfo@saqa.org.za
 Website: www.saqa.org.za
 

SAARF South African Audience Research Foundation
 PO Box 98874, Sloane Park, 2152
 Tel: +27 11 463 5340/1
 Fax: +27 11 463 5010
 Email: saarf@saarf.co.za
 Website: www.saarf.co.za
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Services SETA: Services Sector Education and Training Authority
 Services House, 15 Sherbourne Road, Parktown, 2193
 PO Box 3322, Houghton, 2041
 Tel: +27 11 276 9600
 Fax: +27 11 276 9623
 Email: services@serviceseta.org.za
 Website: www.serviceseta.org.za
 

Standards South Africa  A division of SABS
 Private Bag X191, Pretoria, 0001
 Tel: +27 12 428 7911
 Fax: +27 12 344 1568
 Email: info@sabs.co.za
 Website: www.sabs.co.za
 

STATOMET Bureau for Statistical and Survey Methodology
 Private Bag X20, Pretoria, 0028
 Tel: +27 12 420 3774
 Fax: +27 12 420 3440/50
 Email: info@be.up.ac.za
 Website: www.up.ac.za
 

STATS SA Statistics South Africa
 Private Bag X44, Pretoria, 0001
 Tel: +27 12 310 8911
 Fax: +27 12 321 7381
 Email: info@statssa.gov.za
 Website: www.statssa.gov.za
 

Unilever Institute UCT Unilever Institute
 Private Bag Rondebosch, 7701
 Tel: +27 21 650 4715
 Fax: +27 21 650 4310
 Email: kulsome.roode@uct.ac.za
 Website: www.unileverinstitute.co.za
 Contact: Kulsome Roode
 

WAPOR World Association of Public and Opinion Research
 University of Nebraska, 201 North, 13TH Street, 
 Lincoln, NE 68588-0242, USA
 Tel: +1402 472 7720
 Fax: +1402 472 7727
 Email: wapor@unl.edu
 Website: www.unl.edu/wapor
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PUBLIC HIgHER EdUCATIoN INSTITUTIoNS

THAT offER MARkET RESEARCH oR RELATEd QUALIfICATIoNS

universities - sOuth africa anD namibia

Nelson Mandela Metropolitan University www.nmmu.ac.za
North-West University www.nwu.ac.za
Rhodes University www.ru.ac.za 
Stellenbosch University  www.sun.ac.za
University of Cape Town www.uct.ac.za
University of Fort Hare www.ufh.ac.za
University of the Free State www.ufs.ac.za
University of Johannesburg www.uj.ac.za
University of KwaZulu-Natal www.ukzn.ac.za
University of Limpopo www.ul.ac.za
University of Namibia www.unam.na
University of Pretoria www.up.ac.za
University of South Africa www.unisa.ac.za
University of Venda for Science & Technology www.univen.ac.za
University of the Western Cape www.uwc.ac.za
University of Witwatersrand www.wits.ac.za
University of Zululand www.uzulu.ac.za
Walter Sisulu University for Technology & Science www.wsu.ac.za

universities Of technOlOgy - sOuth africa

Cape Peninsula University of Technology www.cput.ac.za
Central University of Technology www.cut.ac.za
Durban University of Technology www.dut.ac.za
Mangosuthu University of Technology www.mut.ac.za
Tshwane University of Technology www.tut.ac.za
Vaal University of Technology www.vut.ac.za

(Source: http://www.hesa.org.za and www.dhet.gov.za)
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ICC/ESoMAR INTERNATIoNAL CodE oN MARkET ANd 
SoCIAL RESEARCH
Last revised December 2007

INTRodUCTIoN

The first Code of Marketing and Social Research Practice was published by ESOMAR in 1948. This was 
followed by a number of codes produced by national bodies and by the International Chamber of Commerce 
(ICC). In 1976 ICC and ESOMAR agreed that it would be preferable to have a single international code instead 
of two differing ones and a joint ICC/ESOMAR Code was published the following year 1977. This was revised 
and updated in 1986 and 1994, making the current version the fourth edition of the ICC/ESOMAR Code, under 
a slightly altered title.

Effective communication between the providers and consumers of goods and services of all kinds is essential 
to any modern society. There are many methods of gathering information, and the channels available are 
multiplying with the development and use of internet-based technologies and other interactive media. One of 
the most important methods of gathering information is by using market research, which in this Code is taken 
to include social and opinion research. Market research depends for its success on public confidence - that 
it is carried out honestly, objectively and without unwelcome intrusion or disadvantage to its participants. The 
publishing of this Code is intended to foster public confidence and to demonstrate practitioners’ recognition of 
their ethical and professional responsibilities in carrying out market research.

The self-regulatory framework responsible for implementing this Code has been successfully in place for many 
years. The use of codes of this nature and their implementation have been referred to and accepted as best 
practice worldwide, as a recognised means of providing an additional layer of consumer protection.
 
PURPoSE of THE CodE

This Code is designed primarily as a framework for self-regulation. With this in mind, ICC/ESOMAR recommend 
the worldwide use of the Code, which intends to fulfill the following objectives:

• To set out the ethical rules which market researchers shall follow;

•  To enhance the public’s confidence in market research by emphasising the rights and safeguards to which 
they are entitled under this Code;

•  To emphasise the need for a special responsibility when seeking the opinions of children and young people;

•  To safeguard freedom for market researchers to seek, receive and impart information (as embodied in 
article 19 of the United Nations International Covenant of Civil and Political Rights);

• To minimise the need for governmental and/or inter-governmental legislation or regulation.
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kEY fUNdAMENTALS of THE CodE

The Code is based on these key fundamentals:

1. Market researchers shall conform to all relevant national and international laws.

2.  Market researchers shall behave ethically and shall not do anything which might damage the reputation of 
market research. 

3. Market researchers shall take special care when carrying out research among children and young people.

4.  Respondents’ cooperation is voluntary and must be based on adequate, and not misleading, information 
about the general purpose and nature of the project when their agreement to participate is being obtained 
and all such statements shall be honoured. 

5.  The rights of respondents as private individuals shall be respected by market researchers and they shall not 
be harmed or adversely affected as the direct result of cooperating in a market research project.

6.  Market researchers shall never allow personal data they collect in a market research project to be used for 
any purpose other than market research.

7.  Market researchers shall ensure that projects and activities are designed, carried out, reported and 
documented accurately, transparently and objectively.

8. Market researchers shall conform to the accepted principles of fair competition.

SCoPE of THE CodE 

The Code applies to all market research. It should be read in conjunction with other ICC and ESOMAR codes 
and guidelines, principles and framework interpretations, available at www.iccwbo.org or www.esomar.org

The Code sets minimum standards of ethical conduct to be followed by all researchers and clients and is to be 
applied against the background of applicable law and of any stricter standards or rules that may be required in 
any specific market. Information about such requirements is available through ESOMAR.
 
INTERPRETATIoN

The Code is to be applied in the spirit as well as to the letter. 

Acceptance of this International Code is a condition of membership of ESOMAR and of all other bodies that 
have officially adopted the Code . 

dEfINITIoNS

(a)  Market research, which includes social and opinion research, is the systematic gathering and interpretation 
of information about individuals or organisations using the statistical and analytical methods and techniques 
of the applied social sciences to gain insight or support decision making. The identity of respondents will 
not be revealed to the user of the information without explicit consent and no sales approach will be made 
to them as a direct result of their having provided information.
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(b)  Researcher is defined as any individual or organisation carrying out, or acting as a consultant on, a market 
research project, including those working in client organisations. 

(c)  Client is defined as any individual or organisation that requests, commissions or subscribes to all or any 
part of a market research project. 

(d)  Respondent is defined as any individual or organisation from which information is collected for the purposes 
of a market research project, whether they are aware of it or not, or is approached for interview. 

(e)  Interview is defined as any form of contact with a respondent in order to collect information for market 
research purposes. 

ARTICLES

article 1 - basic principles

(a)  Market research shall be legal, honest, truthful and objective and be carried out in accordance with 
appropriate scientific principles.

(b)  Researchers shall not act in any way that could bring discredit on the market research profession or lead 
to a loss of public confidence in it.

(c)  Market research shall be conducted with professional responsibility and conform to the principles of fair 
competition, as generally accepted in business.

(d)  Market research shall be clearly distinguished and separated from non-research activities including any 
commercial activity directed at individual respondents (e.g. advertising, sales promotion, direct marketing, 
direct selling etc.).

article 2 - hOnesty

(a) Market research shall not abuse the trust of respondents or exploit their lack of experience or knowledge.

(b)  Researchers shall not make false statements about their skills, experience or activities, or about those of 
their organisation. 

article 3 - prOfessiOnal respOnsibility

(a)  Respondents’ co-operation in a market research project is entirely voluntary at all stages. They shall not 
be misled when being asked for their co-operation. 

(b)  Researchers shall take all reasonable precautions to ensure that respondents are in no way harmed or 
adversely affected as a direct result of their participation in a market research project. 

(c) Researchers shall not unjustifiably criticise other researchers.

article 4 - transparency 

(a) Researchers shall promptly identify themselves and unambiguously state the purpose of the research. 

(b) Respondents shall be able to check the identity and bona fides of the researcher without difficulty.

(c)  Researchers shall on request allow the client to arrange for checks on the quality of data collection and 
data preparation.
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(d)  Researchers shall provide their clients with appropriate technical details of any research project carried out 
for the clients.

(e)  Researchers shall ensure that market research projects are designed, carried out, reported and 
documented accurately, transparently and objectively. 

article 5 - OWnership

Market research proposals and cost quotations are the property of the organisation or individual who developed 
them unless otherwise agreed.

article 6 - recOrDing anD ObservatiOn techniques

Respondents shall be informed before observation techniques or recording equipment are used for research 
purposes, except where these are openly used in a public place and no personal data are collected. If 
respondents so wish, the record or relevant section of it shall be destroyed or deleted. In the absence of explicit 
consent respondents’ personal identity shall be protected.

article 7 - Data prOtectiOn anD privacy

(a) Privacy policy 

  Researchers shall have a privacy policy which is readily accessible to respondents from whom they are 
collecting data. 

(b) Collection of data 

 When collecting personal information from respondents researchers shall ensure that:

 - respondents are aware of the purpose of the collection; and

 - respondents are aware of any quality control activity involving re-contact.

(c) Use of data 

 Personal information collected and held in accordance with this Code shall be:

 - collected for specified research purposes and not used in any manner incompatible with these purposes;

 -  adequate, relevant and not excessive in relation to the purpose of the research for which they are 
collected and/or further processed; and

 -  preserved no longer than is required for the purpose for which the information was collected or further 
processed.

  Researchers shall ensure that respondents’ personal identity is withheld from the client. The researcher 
may, communicate the respondent’s identifiable personal information to the client, unless national 
provisions require stricter regulations, under the following conditions:

 i) the respondent has explicitly expressed this wish and/or

 ii) the respondent has given their explicit consent and

 iii)  on the understanding that no commercial activity (as defined in Article 1d) will be directed at them as 
a direct result of their having provided information.
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(d)  Security of processing  

  Researchers shall ensure that adequate security measures are employed in order to prevent unauthorised 
access, manipulation to or disclosure of the personal data.

  If personal data are transferred to third parties, it shall be established that they employ at least an 
equivalent level of security measures.

(e) Rights of the respondent  

 Appropriate measures shall be taken to ensure that respondents understand and can exercise their rights

 - not to participate in a market research project; 
 - to withdraw from the market research interview at any time;
 - to require that their personal data are not made available to others; and
 - to delete or to rectify incorrect personal data which are held on them.
 
(f) Transborder transactions  

  Particular care shall be taken to maintain the data protection rights of individuals when personal data are 
transferred from the country in which they are collected to another country. 

  When data processing is conducted in another country, all reasonable steps shall be taken to ensure that 
adequate security measures are observed and that the data protection principles of this Code are respected.

article 8 - chilDren anD yOung peOple 

Researchers shall take special care when interviewing children and young people. The consent of the parent 
or responsible adult shall first be obtained before interviewing children. 

article 9 - shareD intervieWs

Researchers shall inform clients if the work to be carried out for them is to be combined or syndicated in the 
same project with work for other clients, without disclosing the identity of such clients without their permission.

article 10 - subcOntracting

Researchers shall inform clients, prior to work commencing, when any part of the work for them is to be 
subcontracted outside the researchers’ own organisation (including the use of any outside consultants). On 
request clients shall be told the identity of any such subcontractor.

article 11 - publishing finDings

(a)  When reporting on the results of a market research project, researchers shall make a clear distinction 
between the findings, the researchers’ interpretation of these findings, and any recommendations based 
on them.
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(b)  Where any of the findings of a research project are published by the client, the latter shall be asked to 
consult with the researcher as to the form and content of publication of the findings. Both the client and 
the researcher have a responsibility to ensure that published results are not misleading. 

(c)  Researchers shall always be prepared to make available the technical information necessary to assess the 
validity of any published findings.

(d)  Researchers shall not allow their name to be associated with the dissemination of conclusions from a 
market research project unless they are adequately supported by the data. 

article 12 - respOnsibility

Researchers have overall responsibility for ensuring that research is carried out in accordance with this Code, 
and for ensuring that clients and other parties to the research agree to comply with its requirements.

article 13 - effect Of subsequent reDress fOr cOntraventiOn

Subsequent correction and/or appropriate redress for a contravention of the Code, by the party responsible, is 
desirable but does not excuse the contravention.

article 14 - implementatiOn

(a)  The Code and the principles enshrined in it, should be adopted and implemented, nationally and 
internationally, by the relevant local, national or regional self-regulatory bodies. The Code should also be 
applied, where appropriate, by all organisations, companies and individuals involved and at all stages in a 
market research project.

(b)  Marketers, researchers and clients should be familiar with the Code and with other relevant local self-
regulatory documents on market research, and should familiarise themselves with decisions taken by the 
appropriate self-regulatory body. Requests for interpretation of the principles contained in this Code may be 
submitted to the ICC Code Interpretation Panel or to the ESOMAR Professional Standards Committee.
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NoTES ANd gUIdELINES INCLUdEd IN THE CodE of 
CoNdUCT:

Available from www.esomar.org.

•	 Notes	on	how	to	apply	the	ICC/ESOMAR	Code

•	 Guideline	for	conducting	mobile	market	research	and	other	resources

•	 Guideline	on	Social	Media	Research

•	 Guideline	for	Online	Research

•	 Distinguishing	market	research	from	other	data	collection	activities

•	 Passive	data	collection,	observation	and	recording

•	 Interviewing	children	and	young	people

•	 ESOMAR/WAPOR	guide	to	opinion	polls

•	 Customer	satisfaction	studies

•	 How	to	Commission	Research

•	 Mutual	rights	and	responsibilities	of	researchers	and	clients

•	 Mystery	shopping	studies

•	 Disciplinary	procedures
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SAMRA ETHICS CoMPLAINTS PRoCEdURE

Approved on 28 January 2013

The SAMRA Board adjudicates upon all complaints and appeals. The interpretation of the Code of Conduct 
is vested in the Ethics Committee, as well as the Appeal Committee judge. The performance of the Ethics 
Committee and the Appeal Committee is supervised by the Board.

1. Complaints Procedure

1.1  The Chair of the Ethics Committee may, if satisfied that no injustice will result, extend any time period 
contemplated in the rules pertaining to termination of membership in terms of the SAMRA Code of Conduct. 

1.2  Any interested party wishing to make a complaint (hereinafter called the complainant) against a SAMRA 
member in terms of the SAMRA Code of Conduct, must submit a written complaint to the Chair of 
the Ethics Committee. The complainant shall be provided with a copy of the Code of Conduct. The 
complaint must take the form of a written statement and must contain full particulars of the complaint, 
copies of all relevant correspondence, the names and addresses of any witnesses, if applicable, and 
any other evidence, including affidavits in support of the complaint. 

1.3  The Chair of the Ethics Committee must submit a copy of any complainant’s statement to the 
respondent . The respondent must within fourteen days of receipt of such statement submit a written 
statement to the Chair of the Ethics Committee which much set out fully his/her/their defence to the 
complaint together with reference to supporting evidence where necessary, including the names and 
addresses of witnesses, if applicable. The Chair of the Ethics Committee must submit a copy of the 
respondent’s statement and supporting documents to the complainant. 

1.4  The Chair of the Ethics Committee must determine a date, time and venue for the hearing of any Code 
of Conduct complaint against a SAMRA member. 

1.5  The Chair of the Ethics Committee must notify the complainant and the respondent of the date, time 
and venue of the hearing at which a complaint will be adjudicated upon. 

1.6  The complainant and the respondent must both appear personally at the hearing of the complaint and 
will be permitted to give oral evidence and call witnesses. 

1.7  The complainant and the respondent will not be entitled to legal representation at the hearing. 

1.8  Any party who gives oral evidence may be cross-examined and questioned by the Ethics Committee and 
may be re-examined in accordance with the procedure ordinarily applied in South African Courts of Law. 

1.9  Any party giving evidence at a complaint hearing must take an oath or make affirmation. 

1.10 All oral evidence given at a complaint hearing must be recorded. 

1.11  After all the evidence has been given, both parties will be entitled to address the Ethics Committee in 
the order determined by the Chair of the Ethics Committee.
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1.12  After a hearing has been completed, the Ethics Committee must draw its conclusion and prepare a 
report on its finding and recommendation. Copies of the report must then be sent to the complainant 
and the respondent. 

1.13  The complainant and the respondent will be informed that they have the right to appeal in writing 
within fourteen days against the finding and recommendation of the Ethics Committee. If no appeal is 
received, the finding and recommendation of the Ethics Committee will be conveyed to the Board and 
a summary thereof will be made available to all Members. 

1.14  Decisions made by the Ethics Committee will be by majority vote. Where an equality of voting occurs, the 
Chairman of the Ethics Committee will have a casting vote in addition to his/her deliberate vote. The quorum 
for meetings will be 2/3rd of Ethics Committee members in addition to the Ethics Committee Chairman.

2. Appeals Procedure

2.1  If an appeal is received following the report of the Ethics Committee hearing, the SAMRA Ethics 
Committee must within fourteen days furnish the Appeal Committee with a copy of the entire record 
of the complaint proceedings, including the written statements, correspondence, the recorded oral 
evidence, the written evidence and report.

2.2  The Chair of the Ethics Committee must constitute an Appeal Committee which must consist of a judge 
who must be an experienced member of the legal profession, and two co-opted assessors who must be 
Members. The assessors, who must not be members of the Ethics Committee nor the Board, must be 
appointed by the Board. The assessors do not have a vote and will simply advise the judge.

2.3  The appeal will take place within thirty days of receipt by the Appeal Committee of the documents 
referred to above.

2.4  The judge will review the evidence and make a decision. If the judge requires oral evidence, he/she 
may call on the parties and/or their witnesses to appear before him/her. If the judge does, the parties 
will not be entitled to legal representation and evidence must be given on oath or affirmation. The 
judge’s finding and recommendation must be communicated to all parties involved in the dispute and 
to the Board. There will be no further right of appeal.

2.5  The costs involved in securing and paying for the judge will be borne by the person losing the appeal. 
A complainant will not be permitted to lodge an appeal until he/she agrees in writing to pay the costs 
of the appeal in the event of him/her losing.

2.6  A summary of the finding and recommendation of the judge will be conveyed to Members, and by the 
press to the general public.

2.7  SAMRA will indemnify the members of the Appeal Committee against any claims which may be brought 
against them as a result of a decision handed down by the Appeal Committee.

2.8  The Board has the sole right to decide, after considering the report of the Appeal Committee, whether 
or not to implement the recommendation, including a recommendation to withdraw membership of any 
member. There is no right of appeal against such a decision.
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2.9  The Board has the sole right to decide, after considering the report of the Ethics Committee and/or the 
Appeal Committee, whether or not to implement the recommendation, including a recommendation to 
withdraw membership of any member. There is no right of appeal against such a decision.

2.10  The SAMRA Board appoints the Chair of the Ethics Committee and the Chairman must appoint two 
additional Ethics Committee members for the purpose of hearing, adjudicating upon, evaluating and ruling 
on a SAMRA Code of Conduct complaint received against a SAMRA member. When a dispute is brought 
to Board for adjudication the Chairman of the Ethics Committee will co-opt up to 3 additional Ethics 
Committee members who have special knowledge pertaining to the case in question.

2.11  Should any member(s) of the Ethics Committee be considered by the Ethics Committee Chairman to be 
involved either directly or indirectly in any dispute brought to the attention of the Committee, then such 
member(s) will be asked to stand down.

2.12  If the SAMRA Chairman is of the opinion that the Chairman of the Ethics Committee is involved in 
any dispute then he/she will be asked to stand down for the duration of that particular dispute, and 
a replacement Chairman must be appointed by the SAMRA Chairman. Such an appointed Ethics 
Committee Chairman must be a member of the Board.
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ESoMAR gUIdELINE foR CoNdUCTINg MoBILE 
MARkET RESEARCH
1. INTRodUCTIoN 

In 2010, ESOMAR in cooperation with CASRO released a first guideline for conducting research via mobile 
phones. This addressed the legal, ethical and practical considerations for conducting market research by 
using voice or text messaging (SMS) to contact respondents on their mobile phones. Since then the use of 
mobile devices of all kinds (feature phones, smartphones, tablets, portable computers and other similar mobile 
devices) has grown dramatically across the globe and, in the case of smartphones and tablets, has enabled a 
new range of research methods. These include online surveys, passive data collection, geo-location and geo-
fencing applications, open ended mobile contextual data, online diaries and other forms of mobile ethnography 
where respondents record their and other people’s everyday movements, sometimes taking advantage of 
portable photographic and video technology. 

At the same time, mobile marketing applications continue to expand in number and sophistication. These 
applications also collect large amounts of personal data and it is not always clear to consumers what data are 
being collected and how those data are used. Terms of use are not always spelled out clearly and, too often, 
consumers simply ignore them.

The fact that so much personal data can be collected so easily has caused regulators to question whether current 
legislation provides sufficient guarantees that individuals are aware and informed when personal data are being 
collected and shared. Areas of special focus are notice, choice and consent, security and accountability.

Therefore, it is critical that ESOMAR expand its earlier guidance to include the conduct of market, social 
and opinion research using mobile devices. To that end ESOMAR partnered with the Mobile Marketing 
Research Association to develop this new guidance. Its purpose is to promote respectful relationships with the 
individuals contacted for research purposes and to assist researchers in addressing legal, ethical, and practical 
considerations when conducting mobile market research.

1.1 Scope

This guideline covers the collection of information by mobile device (mobile phones, tablets and other similar 
mobile computing devices) for market, opinion or social research purposes (hereafter referred to as market 
research). It recognises that there are many different activities enabled by these devices of which market 
research is just one. These may include personal communication and accessing social media networks but 
also advertising and direct marketing. It is critical that researchers do not allow any personal data they collect 
in a market research project to be used for any purpose other than market research. 

Throughout this document we use the word “must” when describing a principle that researchers are 
obliged to follow in order to comply with the ICC/ESOMAR Code. The word “should” is used when describing 
implementation of a principle. This usage is meant to recognise that researchers may choose to implement a 
principle in different ways depending on the design of their research.

This guideline should be read in conjunction with the ICC/ESOMAR International Code on Market and Social 
Research and other ESOMAR guidelines available at www.esomar.org. 
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1.2 Definitions

Consent means the freely given and informed agreement by a data subject to the collection and processing 
of their personal data. In market research, this consent is based on the fact that the respondent voluntarily 
provides answers in a survey having been provided with clear information about the nature of the data being 
collected, the purpose for which it will be used and the identity of the person or organisation holding the 
personal data. The respondent may withdraw their consent at any time by refusing to cooperate in an interview 
or research project.
 
Market research, which includes social and opinion research, is the systematic gathering and interpretation of 
information about individuals or organisations using the statistical and analytical methods and techniques of 
the applied social sciences to gain insight or support decision making. The identity of respondents will not be 
revealed to the user of the information without explicit consent and no sales approach will be made to them as 
a direct result of their having provided information.

Mystery shopping is a type of observational study where someone is sent into a business location to act in the 
role of a customer to evaluate the performance of a business or an employee according to a structured protocol.

Personal data, sometimes referred to as personally identifiable information (PII) means any information relating 
to an identified or identifiable natural person, i.e. a private individual as opposed to a corporate or other 
comparable entity. An identifiable person is someone who can be identified directly or indirectly, in particular 
by reference to an identification number or the person’s physical, physiological, mental, economic, cultural 
or social characteristics. In some types of research where there may be no data records per se, individuals 
might also be identifiable because of photographs, video and audio recordings, or other personal information 
collected during the research.

Researcher is defined as any individual or organisation carrying out, or acting as a consultant on, a market 
research project, including those working in client organisations and any subcontractors used such as 
technology providers. 

Research user or client is any individual or organisation that requests, commissions or subscribes to all or any 
part of a market research project. The research user receives the results of the research but not the personal 
data, unless informed consent for this has been given by the respondent.

Sensitive data means any information about an identifiable individual’s racial or ethnic origin, health or sex 
life, criminal record, political opinions, religious or philosophical beliefs or trade union membership. In some 
countries income or other financial information, financial identifiers and government-issued or financial identity 
documents may also regarded as sensitive.

2. kEY PRINCIPLES

All of the core fundamental principles of the ICC/ESOMAR International Code apply to mobile market research. 
This section describes the how these principles should be operationalised in that context.

2.1 Distinguishing market, social and opinion research as the purpose

Researchers must not allow any personal data they collect in a market research project to be used for any other 
purpose than market research. The ICC/ESOMAR Code requires researchers to be transparent in their dealings 
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with research participants and to not misrepresent as market research any project that has another purpose. 
To aid clarity and protect the reputation of the researcher and of market research in general, the researcher 
should present the research services and the organisation or company carrying them out in such a way that 
they are clearly differentiated from any non-research activities. It is recommended that:

•	 	The	organisation’s	privacy	policy,	promotional	literature	and	contracts	differentiate	the	different	services	
offered and separate market research from other activities;

•	 	it	is	easy	for	participants	and	others	to	contact	the	researchers	carrying	out	market	research	and	those	
making enquiries without being confused by having to deal with a non-research organisation or deal with 
non-research staff to raise queries or complaints about market research activities; and

•	 	the	introduction	used	when	contacting	a	potential	research	participant	must	clearly	define	the	purpose	so	that	a	
potential participant is not left with the impression that the exercise has a research purpose if it does not.

These requirements do not prevent researchers from being involved in non-research activities providing the 
purpose of collecting personally identifiable data is not misrepresented and that any personally identifiable data 
are not used for another purpose unless specific informed consent is obtained from each participant. Nor do 
they in any way restrict the right of the organisation to promote the fact that it carries out both market research 
and other activities providing they are clearly differentiated and that they are conducted separately and in 
accordance with the relevant laws and local professional rules of conduct. 

2.2 Conforming to the law

Mobile technology and communications have grown rapidly in some countries and at a slower pace in 
others, and legal frameworks are still evolving. Only a few countries have addressed the legal parameters for 
unsolicited communication and interaction with mobile device users. The regulatory dimension is complicated 
by the multiple communication mediums that mobile devices provide. Further, there may be national laws that 
pertain specifically to mobile users, e.g., restrictions on using mobile phones while driving. Such regulations 
indirectly affect, and could potentially be construed as establishing legal liability for a researcher contacting a 
potential research participant via a mobile device. 

Given the above it is critical that researchers be aware of and respect regional, national and local laws 
and regulations as well as relevant cultural dispositions that may mandate a stricter standard of practice 
than described in this guideline. In some countries anti-spamming laws prohibit unsolicited approaches or 
messages to potential participants by text or other electronic means such as email. Even where such laws do 
not exist Internet service providers (ISPs) or mobile service providers may have their own policies to protect 
customers from unwanted contacts. 

In all cases, researchers must remain mindful of concerns about privacy and intrusion and not make unsolicited 
email approaches to potential participants even in countries where this is still permitted by the law unless individuals 
have a reasonable expectation that they may be contacted for research due to a pre-existing relationship with a 
company or organization. Researchers should also reduce any inconvenience such an email might cause to the 
recipient by clearly stating its purpose in the subject heading and keeping the total message as brief as possible. 
The same requirement applies to other electronic messages (e.g., instant messaging and SMS). 

In the case of calling mobile phones researchers should recognise that even where legislation restricts 
unsolicited calls for commercial purposes but not market research, it is important to consult and apply any 
existing research-specific do-not-contact lists for mobile as well as fixed line phones.  



Some countries have laws or standards that specify calling hours allowed for unsolicited calls of any type and 
these should be observed for surveys via mobile phones as well. Mobile phone numbers rarely indicate the 
respondent’s location and therefore the researcher should anticipate that the person being contacted might 
be in a different time zone, and thus verify the convenience of the time, location and situation. In the absence 
of such requirements, researchers should observe the same calling hours as for fixed-line phone surveys. For 
surveys in the business-to-business sector, acceptable times are implicit in the office hours of the business 
concerned. Similar attention should be paid to the sending of SMS text messages to mobile phones to avoid 
the participant receiving the message received alert outside “normal hours”.

Researchers should note that a number of countries restrict the use of auto-diallers and other automated 
dialling equipment including predictive diallers2. Some countries3 may permit the use of such equipment only 
if a person has given prior explicit consent (for example, as a member of an access panel) to be dialled by 
automated dialling equipment. Where automated diallers are permitted and used, “abandoned or silent calls”, 
where no live interviewer is immediately available, are not allowed.

2.3 Consent and notification

The ICC/ESOMAR Code states that research participants’ co-operation must be based on adequate information 
about the purpose and nature of the research and their agreement to participate obtained. In some countries, 
existing data protection laws may also require participants be informed when personal data are to be collected. 

Therefore, researchers must always obtain informed consent from each research participant before collecting 
and processing any form of personal data and be completely transparent about the information they plan to 
collect, the purpose for which it will be collected, how it will be protected, with whom it might be shared and in 
what form. The information should be clear, concise and prominent. Participants must never be misled, lied to 
or tricked. Participation in research is always voluntary and participants must be allowed to withdraw and have 
their personal data deleted at any time.

If at any time during the research there are material changes in the research plan (for example, additional 
passive data collection such as location or identifiable data shared with research user clients) participants 
must be informed prior to implementation so that they can make an informed choice about whether to continue 
in the research. When research involves multiple waves of data collection or extends for several months or 
longer, researchers should periodically refresh consent by reminding participants of the data being collected, 
the reasons for collecting the data and the intended use.

As with other forms of data collection for research purposes, researchers must inform mobile research 
participants of their privacy policy, explaining how any personal data they collect are handled. The standard 
elements in the privacy policy should include:

•	 Identification	of	the	company	doing	the	research,	its	place	of	business	and	other	contact	information;

•	 a	guarantee	of	confidentiality;

•	 a	promise	to	not	mislead	about	the	nature	of	the	research	or	its	intended	use;

•	 	a	reminder	that	all	research	is	voluntary	and	participants	may	withdraw	at	any	time	as	well	as	ask	that	their	
personal data be deleted or corrected;

•	 	a	clear	statement	about	any	tracking,	cookies	or	tags	or	passive	data	collection	that	may	be	used	and	what	
data are captured;

2 This includes Germany and the UK.
3 This includes the US.
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•	 a	clear	statement	about	how	research	with	children	is	carried	out;

•	 a	description	of	where	personal	data	will	be	held,	and	how	they	will	be	protected.

A more detailed discussion of the necessary elements of a privacy policy can be found in Section 2.3 of The 
ESOMAR Guideline for Online Research. Appendix 2 of that document also contains an example policy.

Where the privacy policy is to be delivered via a mobile device, space limitations on the screen of many 
mobile devices make it difficult to display a full privacy policy and so researchers should provide a solution 
that minimises cost while maximising convenience in accessing the relevant information. Strategies may vary 
but one solution is a layered hypertext document with a concise top level statement on how privacy will be 
protected and data used, a second level general introduction that describes the purpose and general principles 
and a third detailed section covering all aspects of how the researcher treats personal data. 

Participants must also be informed of the law(s) under which the data are being collected. In the EU, ESOMAR 
requires the researcher collecting the data (the data controller) to comply with the law of the country where they 
are established and, if collecting data in several countries, also to comply with the laws of those countries in 
which research is taking place. Where it is possible to know the participants’ country of residence, researchers 
should follow the legal requirements of that country noting that requirements in the EU are not exactly the 
same, for example, both Germany and Italy have stricter requirements than other member states. EU law in this 
area is still being clarified and ESOMAR will monitor developments.

With all of these issues ESOMAR’s advice to researchers is to consider the participant’s point of view and that, 
in participating in research, people will assume that the legal requirements of their own country will be met.

2.4 Protecting personal data

Data privacy legislation applies only to personally identifiable data, not to data sets where it is impossible to 
identify any individual. For example, the inclusion in a data set of a name, address, email address or phone 
number would create personally identifiable data. It might also occur if there were an exact geographic location 
or postal code that could be combined with other information in the data set. 

Researchers must ensure that data sets or other materials (photographs, recordings, paper documents, etc.) 
collected for market research that contain personally identifiable information are kept securely and are only 
used for market research purposes. Personally identifiable data can only be passed onto a research user, if 
the participant has explicitly expressed this wish, or gives explicit consent and on the understanding that no 
commercial activity will be directed at them as a direct result of their having provided information. Researchers 
are advised to have written agreements with research user clients to ensure these requirements are respected. 
Personally identifiable data collected for research purposes cannot be used for non-research purposes. 
However, data that have been anonymised and therefore no longer personally identifiable can be passed on to 
research user clients and processed for other purposes. 

Researchers should also recognise that some personally identifiable information may be characterised as 
“sensitive” and therefore handled with greater care. 

Two features of newer data collection methods like mobile make protection of personal data more complex: (1) 
increased involvement of research users in the research process and (2) shortened cycle times. It therefore is 
essential that researchers anticipate the potential for research users to inadvertently hear or see things that 
may be defined as personal data and design the research to minimise such risks. Likewise, interim deliverables 
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or sharing of research materials via applications such as online portals should be designed with the same 
protections as planned for final deliverables. 

Data privacy legislation normally specifies an individual’s right of access to data held in a personally identifiable 
form, to view records being held in their name and to request corrections if there are errors. This right of access 
no longer applies once the data have been anonymised.

Before personal data are transferred from the country of collection to a third country, the researcher must 
ensure that the data transfer is legal, and that all reasonable steps are taken to ensure adequate security to 
maintain the data protection rights of individuals. This also applies if using a “remote” server in a different 
country to collect data from the respondent or if it is processed in an international “cloud”. The researcher 
should explain this process in their privacy policy and provide appropriate safeguards to protect personal data 
when asking the respondent for permission for the data transfer. 

Given the heightened sensitivities concerning personally identifiable data among the general public and 
regulators, researchers should always use conservative approaches to data release and transfer, bearing in 
mind their desire to maintain consumer trust and have this recognised by legislators.

2.5 Ensuring no harm

Another key principle of the ICC/ESOMAR Code is that the rights of research participants as private individuals 
must be respected and they must not be harmed or adversely affected as the direct result of participating in 
market research.

Researchers should recognise that personal data stored locally on a participant’s mobile device is potentially 
available to others should the device be stolen or used by another person. Examples include data stored in 
data collection apps installed on the device, photographs that may be taken as part of an ethnographic study 
and messages (by SMS or email) that may have been used to transmit data. It is essential that participants be 
made aware of these risks and that researchers implement practices to protect personal data such as data 
encryption, password-protecting the device or providing respondents with instructions on how to delete all 
personal information at the conclusion of the research.

Unlike most other research methods, mobile research participants may incur costs as a consequence of 
participating in research. While specific costs will vary substantially by country and service provider, they can 
include charges for data downloads, online access, text messaging, data plan overages, roaming charges and 
standard telephone charges. If possible, the researcher should design the study so that participants incur no 
cost. If this is not possible, the researcher must be prepared to offer compensation. Where mobile participants 
are added to a panel or sampling database the issue of cost and compensation should be agreed to at the 
“sign up” stage. 

Researchers should also inform participants prior to installing or activating apps that may degrade battery 
life. The researcher must take all reasonable precautions to ensure that respondents are not harmed as a 
direct result of participating in research. Some mobile research methods involve asking participants to go to 
specific places or perform specific tasks. In such instances researchers should caution participants against 
doing anything that might put them at risk or break the law. Examples include warning participants not to text 
or otherwise interact with their mobile device while driving or taking photos in places or situations where this 
is prohibited.
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When the research design involves calling mobile phones researchers may sometimes contact potential 
respondents who are engaged in an activity or in a setting not normally encountered in fixed-line calling. This 
might include driving a vehicle, operating machinery, walking in a public space, or when the caller is in another 
country/time zone. The researcher should confirm whether the potential respondent is in a situation where it is 
legal, safe and convenient to take the call. If the researcher does not receive confirmation, then the call should 
be terminated while allowing the possibility of making further attempts at another time. 

Furthermore, a researcher might contact a potential respondent who is engaged in an activity or in a work or 
social situation where others may overhear the call and confidentiality is compromised. Since a respondent 
could be reached in a public or semi-private space, the researcher must consider the nature of the research 
content in light of the possibility that the respondent might be overheard and personal information or behaviour 
inadvertently disclosed or responses modified on account of the respondent’s situation. If appropriate, the call 
should be rescheduled to another time or location when confidentiality will not to be compromised.

Finally, researchers must remain mindful of concerns about privacy and intrusion and politely terminate the call 
if it becomes apparent that the recipient is not in a position or does not wish to take the call, is not competent, 
or is a child (unless the researcher receives permission from an appropriate adult to proceed with the call). If 
the respondent is not competent some jurisdictions may require that the researcher offer the opportunity to 
complete the survey via another method. If the respondent is a child, the researcher must not go further with 
the interview unless permission is obtained from a parent or legal guardian to invite a child to participate in 
research. 

2.6 Children

Researchers must take special care when carrying out research among children and young people. All 
reasonable measures should be taken to ensure that verifiable and explicit permission is obtained from a 
parent or legal guardian (hereafter referred to as ‘parent’) to invite a child to participate in research, or to install 
an app on their mobile phone, although it is recognised that the identification of children and young people 
sometimes is not possible with certainty. 

Researchers must observe all relevant laws and national codes specifically relating to children and young 
people noting that the age definition for children varies from country to country. Where there is no specific 
national definition, those aged under 14 should be treated as “children” and those aged 14-17 as “young 
people.” These age ranges generally recognise the different stages of mental and psychological development. 

When first contacting a potential participant whom one might reasonably expect to be a child, researchers 
must ask for the person’s age before any other personal data. If the age given is below the nationally agreed 
upon definition of a child, the child must not be invited to provide further personal data until the appropriate 
permission has been obtained. The researcher may ask the child to provide their parent’s contact details so that 
permission can be sought. The request to the parent must include all relevant information about the research 
as detailed in Section 2.3 above. 

Where personal data collected from children will only be used for research purposes and no personal data will 
be passed on for any other purpose, permission can be a return email from the parent or other suitable method 
that is in compliance with the relevant laws and national codes.
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Prior parental permission is not required to: 

•	 Collect	a	child’s	or	parent’s	email	address	solely	to	provide	notice	of	data	collection	and	request	permission	or

•	 	collect	a	child’s	age	for	screening	and	exclusion	purposes.	If	this	screening	leads	to	the	decision	that	a	
child does qualify for interview, parental permission must then be sought to continue with the interview. 

In ensuring that all reasonable precautions are taken to ensure respondents are not adversely affected as a 
result of participating in a research project, asking children and young people questions on topics generally 
regarded as sensitive must be avoided wherever possible and in all cases handled with extreme care. 
Researchers should consult the ESOMAR Guideline on Interviewing Children and Young People for more details. 

2.7 Reputation of the industry

Researchers must not do anything that might damage the reputation of market research. They must always 
be mindful of the core principles of the ICC/ESOMAR Code in the work they and their companies conduct and 
avoid activities and practices that could undermine public confidence in market research.

Some people consider their mobile phone to be a personal and private instrument. The researcher must be 
sensitive to these privacy concerns and therefore differentiate the calling protocols for research via mobile 
phone from the practices used in fixed-line phones research. For example, the researcher should consider 
limiting the number and pattern of call-backs when contacting a known mobile number.

In line with the ICC/ESOMAR Code requirement that researchers identify themselves, calls to mobile numbers 
should be set to allow the display of the caller’s number where this is possible and this facility should not be 
deliberately suppressed. If the researcher chooses to leave a voicemail message for a potential respondent 
(who may have to pay to retrieve the message) then this message should detail how the researcher will offer 
to recompense for the cost of retrieval. 

Wherever feasible, it should be made possible for the called party to contact the researcher by calling the 
number displayed to establish the researcher’s identity. It is good practice to provide a toll-free contact number, 
recognising that the respondent may need to call the researcher over a fixed-line. 

2.8 Reporting

The ICC/ESOMAR Code requires that projects are reported and documented accurately, transparently and 
objectively. This includes notifying research user clients prior to work commencing if any part of the work is to 
be subcontracted outside the researcher’s own organisation. Research user clients must be told the identity of 
any such subcontractor on request.

3. SPECIAL CoNSIdERATIoNS foR MoBILE MARkET RESEARCH 

3.1 Downloadable and web-based apps

Where researchers install apps on mobile interactive devices or when the research requires the use of web-
based apps, they must obtain consent and offer respondents an appropriate channel and mechanism for giving 
permission and a place where they can read more about the relevant privacy policy. Researchers must also 
disclose to potential participants the purpose of the app, the specific data it collects or uploads, and any impact 
it may have on the functioning on other installed apps or the performance of the device in general. To the 



maximum extent possible researchers should ensure that any app required as part of the research does not:

•	 	Install	software	that	modifies	the	mobile	settings	beyond	what	is	necessary	to	conduct	research	and	does	
not cause any conflicts with operating systems or cause other installed software to behave erratically or in 
unexpected ways;

•	 	install	software	that	is	hidden	within	other	software	that	may	be	downloaded	or	that	is	difficult	to	uninstall;

•	 	install	 software	 that	 delivers	 advertising	 content,	 with	 the	 exception	 of	 software	 for	 the	 purpose	 of	
advertising testing;

•	 install	upgrades	to	software	without	notifying	users	and	giving	the	participant	the	opportunity	to	opt	out;

•	 create	a	risk	of	exposing	personal	data	during	data	transmission	or	storage;

•	 change	the	nature	of	any	identification	and	tracking	technologies	without	notifying	the	user;	or

•	 fail	to	notify	the	user	of	privacy	practice	changes	relating	to	upgrades	to	the	software;	or

•	 collect	identifiable	data	that	may	be	used	by	the	app	provider	for	non	research	purposes.

Researchers who deploy tracking technologies for research must also be proactive in managing distribution of 
the software and vigorously monitor their distribution channel and look for signs that suggest unusual events 
such as high churn rates.

3.2 Passive data collection

Passive data collection refers to a family of research methods that acquire personal data from participants 
without the traditional asking and answering of survey questions. Sources for passive data collection include 
web browsing data, loyalty cards and store scanners, geo-location data from mobile devices and some types of 
social media data. As mobile technology continues to evolve many of these data sources can now be accessed 
via mobile. These developments bring a growing need to differentiate market research from other activities 
and for transparency with respondents about the information that is being collected, especially in view of data 
protection legislation. 

In many countries, some of these activities are controlled by data privacy legislation4, but these activities 
can also raise ethical concerns as well as legislative issues. Researchers must either have the respondent’s 
consent before collecting and processing data from these and similar passive methods or the data must 
be effectively anonymised noting that consent is needed for sensitive data and for placing apps and similar 
technology as described above.

While it is possible to passively detect the type of device a participant is using, this is not personal data since 
the purpose of detecting device type is to optimise app performance and survey rendering (e.g., smart phone 
versus tablet) as opposed to collecting personal data.

A more detailed discussion may be found in the ESOMAR Guide on Passive Data Collection, Observation and Recording.

3.3 Photographs, video and audio recordings

The ability of smart phones and other mobile devices to create, store and transmit photographs, video and audio 
recordings has provided a new set of tools for researchers to integrate into their methodologies. Two prominent 

4 Note, the EU Privacy and Electronic Communications Directive places restrictions on the use of traffic data and location data, and requires 
users’ consent to such passive data collection from their device even where it is not personal data as defined in Europe.



SAMRA 2013 • 105

examples where these capabilities have enhanced traditional methods are ethnography and mystery shopping.
Researchers must recognize that anytime a digital image contains an individual’s face that is clearly visible 
and allows for that individual to be identified it is considered to be personally identifiable data. Therefore, all 
photographs, video and audio recordings gathered, processed and stored as part of a research project must 
be handled as such. They can only be passed to a research user or client if the participant gives his or her 
permission and even then only to achieve a research purpose. Information that has been anonymised (such as 
through pixelisation or voice changing technology) to a point where it is no longer personally identifiable can be 
passed to a research user client and processed for other purposes.

The guideline recognizes that there may be instances in which someone other than the participant is captured 
in a photograph or video and it may be impractical or even impossible to gain permission. Examples include 
store personnel and passing pedestrians. While these individuals are not defined as research participants, the 
researcher nonetheless has the responsibility to accord them the same respect and privacy protections as 
research participants. 

Some types of observational research may involve photographing, videoing or recording in public settings 
involving people who have not been recruited as research participants. In such instances researchers must 
gain permission to share such images from those individuals whose faces are clearly visible and can be 
identified. If permission cannot be obtained then the individual’s image should be pixelated or otherwise 
anonymised. In addition, clear and legible signs should be placed to indicate that the area is under observation 
along with contact details for the individual or organisation responsible. Cameras should be sited so that they 
monitor only the areas intended for observation. 

Researchers must also caution participants against taking photos or recording in places where this is not 
allowed such as government buildings, banks, schools, airport security areas, private spaces or any area where 
signs are posted prohibiting the use of cameras. In all cases, researchers should be aware of any applicable 
local laws and customs and conduct their research appropriately. More practical details may be found in the 
ESOMAR Guide on Passive Data Collection, Observation and Recording.

Finally, researchers must take special care when photographing or recording children. It must never be done 
without the permission of the parent or legal guardian. This requirement carries over to public spaces where 
researchers should avoid capturing images of children even as passersby or in the background. Should images 
of children be captured inadvertently, their faces must be masked or pixelated to protect their identity.

As with all personally identifiable data researchers should always use conservative approaches to data release 
and transfer and are advised to gain agreement from the research user on this matter in advance.

3.4 Mystery shopping

Mystery shopping presents a special case because by its very nature research subjects are unaware they 
are being observed. Researchers carrying out mystery shopping studies must take care to ensure as far as 
possible that individual privacy is respected and that research subjects are not disadvantaged or harmed in any 
way as a result of this work. Their personal data must be protected and no photographs or recordings may be 
shared with the research user client, unless the subject’s permission has been obtained. 

For a more detailed discussion refer to the ESOMAR Guideline on Mystery Shopping Studies. 
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3.5 Incidental data

In this digital age much opportunity exists for personal data records to be created that are incidental outputs 
from some everyday transaction or activity. A mobile phone will create records not just of who consumers 
call and who calls them, but also approximately where they have been - which mobile cell areas they have 
been connected to. All of these data are legitimately collected for specific purposes such as billing consumers 
accurately or routing calls to them.
 
Such personal data can be processed for those purposes and analysed for management purposes, although usually 
these data contain limited sets of variables and often do not allow much by way of general research insights.

They must not be analysed for different purposes, for example analysing frequently called numbers in order to 
offer personal discounts, or analysing flight destinations of frequent flyers to make special offers to them for 
flights to those locations. 

The research value of these behavioural data can be extracted when it is combined with other data about customer 
habits, attitudes or characteristics; in other words, when two independent personal data files are combined. (This 
is frequently referred to as database enhancement.) This is permissible as long as the following criteria are met:

•	 The	enhancement	serves	a	clear	research	purpose	such	as	increasing	the	analytical	value	of	the	data;

•	 the	research	participant	is	informed	and	agrees;

•	 	no	 action	 (e.g.,	 delivery	 of	 marketing	 messages)	 is	 taken	 against	 a	 participant	 as	 a	 result	 of	 the	
enhancement; and 

•	 	the	enhancement	or	matching	process	is	designed	so	that	the	personal	identity	of	the	participant	is	never	
disclosed without their consent.

3.6 Appropriate design

When conducting research with respondents on mobile devices the researcher should ensure that any task 
given to the participant (e.g., a survey, a diary or discussion forum) is an appropriate length and presented in 
a suitable format that is optimised across devices. While the research continues to evolve, current evidence 
suggests that mobile respondents may expect shorter interactions with researchers than in other modes such 
as phone surveys or in-person focus groups. Because of the small size of the screen on some mobile devices 
it is important that any instructions, questions, or forms displayed be clear and concise. Given the nature of 
mobile technology respondents may be more easily distracted and more likely to lose concentration or the 
connection interrupted or dropped. 

Similar cautions apply when designing surveys to be administered via mobile phone where anecdotal reports 
indicate greater difficulty keeping respondents online with mobile phones as opposed to fixed-line phones.

4.  gUIdANCE oN PRofESSIoNAL STANdARdS 

Queries about implementing the Guideline should be sent to the ESOMAR Professional Standards Committee, 
professional.standards@esomar.org
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oRgANISATIoN MEMBERSHIP
 
Organisation Membership is for commercial or non-profit organisations, including companies or other entities 
such as business units or departments in commercial or non-profit organisations and that are juristic persons 
involved in offering, buying, making use of or contributing to the delivery of marketing research, social research 
and/or opinion polling research and/or research-based consulting products and services; these organisations 
typically have workers, 75% of whom are Associate Members of SAMRA, who perform functions related to one 
or more SAMRA Designated Roles. 

The SAMRA Designated Roles are:

•	 	Executive	and	senior	management	responsible	for	marketing	research,	social	research	or	opinion	polling	
research supply or use

•	 Marketing	research,	social	research	or	opinion	polling	research	management	
•	 	Marketing	 research,	 social	 research	 or	 opinion	 polling	 research	 and	 research-based	 consulting	 

(professional level)
•	 Data	processing	for	marketing	research,	social	research	or	opinion	polling	research
•	 Data	collection	for	marketing	research,	social	research	or	opinion	polling	research
•	 Individual	members	awarded	Honorary	status	who	are	on	the	SAMRA	Honour	Roll

The SAMRA Organisation Members as at 31 December 2013 are:

•	 Africa	Analysis
•	 African	Response
•	 Altech	Autopage	Cellular
•	 Answered
•	 Ask	Afrika
•	 Bateleur	Brand	Planning
•	 BE	at	UP	
•	 Beyond	Insights
•	 Blue	Jackal	Technologies
•	 BMi	Research	
•	 BMI	Sport	Info
•	 BMI–TechKnowledge
•	 Business	DNA
•	 CFS	Consulting
•	 Citizen	Surveys
•	 Columinate
•	 Confluence
•	 Consulta
•	 Dashboard	Marketing	Intelligence
•	 eThekwini	Community	Foundation	Trust
•	 Evolve	Research
•	 The	Exploration	Station	
•	 Foshizi
•	 Freshly	Ground	Insights
•	 Frost	&	Sullivan	External	Profit	Company
•	 George	Klein	&	Associates

•	 GfK	South	Africa
•	 Gosiame
•	 Grant	Thornton	THL	Consulting	
•	 Greenfields
•	 Ground	Control	Research
•	 Heha	Trading
•	 Hotbuttons
•	 ignite	research
•	 inQuba
•	 Insight	Consultancy
•	 Integreon	Managed	Solutions
•	 Interact	RDT
•	 Ipsos	South	Africa
•	 KLA
•	 KPI	Research	&	Strategy
•	 Lida	Groenewald	Research	Consultants
•	 Livingfacts
•	 Lodestar	Marketing	Research
•	 MarkData
•	 Millward	Brown	South	Africa	
•	 MQ	Market	Intelligence
•	 MSSA
•	 Niche	Research	
•	 Nielsen
•	 Partners	in	Research
•	 Peppercorn	Research
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•	 Plus	94	Research	
•	 Pulse	Research
•	 Pure	Survey	
•	 Q&A	Consulting	Services
•	 Qualitative	Quarter
•	 Quest	Research	Services
•	 Ratile	Research	Services
•	 Reach	Rural
•	 The	Reputation	Institute	
•	 The	Research	Junxion
•	 The	Research	LampPost
•	 SABC	
•	 Sentinel	Consulting
•	 Shopper	Behaviour	Research
•	 Standard	Bank

•	 Survey	Warehouse
•	 The	Survey	Workshop
•	 Telkom
•	 Times	Media	Group
•	 TMS	Research
•	 TNS	South	Africa
•	 Topline	Research	Solutions
•	 Tshwane	University	of	Technology
•	 Um	Jwali	Market	Research
•	 Umthombo	Wolwazi	Research	Services
•	 Urban	Studies
•	 VBH	Health	Care	Research	Consultancy
•	 Vision	Africa	Research	Services	Namibia	
•	 Zurich	Insurance	Company	South	Africa

INdEPENdENT MEMBERSHIP
 
Independent Membership is for natural persons who work in one or more SAMRA Designated Roles and that 
offer, buy, make use of or contribute to the delivery of marketing research, social research and/or opinion 
polling research and/or research-based consulting products and services; and who are not working for 
Organisation Members. 

The SAMRA Independent Members as at 31 December 2013 are:

•	 Abboo,	Cheryl
•	 Abrahams,	Kevin
•	 Abreu,	Danny
•	 Affleck,	Carol
•	 Aitken,	Mike
•	 Amato,	Venetia
•	 Aucamp,	San-Marié
•	 Ayingono	Moussavou,	Sandra
•	 Bagopi,	Ernest
•	 Baker,	Stuart
•	 Bekker,	Chantal
•	 Bekker,	Quinta
•	 Benney,	Shirley
•	 Blumeris,	Toni
•	 Boehme,	Michelle
•	 Brain,	Esther
•	 Breytenbach,	Manie
•	 Brookes,	Desiree
•	 Buchanan,	Beverley
•	 Burns,	Sue
•	 Campher,	Elmari
•	 Carelse,	Bradford
•	 Chanaiwa,	Josphat

•	 Charnas,	Michael
•	 Chiloane,	Mmabatho
•	 Chipp,	Kerry
•	 Constantaras,	Margie
•	 Cooke,	Barbara
•	 Cooke,	Tim
•	 Coop,	Billy
•	 Cooper,	David
•	 Corder,	Clive
•	 Coric,	Helene
•	 Crosswaite,	Inka
•	 Crowther,	Hillary
•	 de	Boer,	Ilja
•	 De	Klerk,	Annalize
•	 De	Kock,	Antoinette
•	 Dell,	Alana
•	 Delorie,	Jane
•	 Delport,	Lizalle
•	 Dhaeyere,	Jackie
•	 Dippenaar,	Tertia
•	 Ditlhale,	Segametsi
•	 Dore,	Bridget
•	 Du	Plessis,	Marianne

•	 Dube,	Vusi
•	 Easton,	Graham
•	 Erasmus,	Nicole
•	 Faber,	Cees
•	 Fick,	Magdel
•	 Findlay,	Linda
•	 Foka,	Jean-Pierre
•	 Fourie,	Erica
•	 Fox,	Howard
•	 Fulton,	Andrew
•	 Gabriel,	Christiane
•	 Gabriel,	John
•	 Geel,	Lorraine
•	 Giani,	Sophia
•	 Ginidaza,	Nonhlanhla
•	 Gould,	Ryan	
•	 Gounden,	Roshika
•	 Govender,	Duscha
•	 Govender,	Neil
•	 Graf,	Nicolette
•	 Green,	Jean
•	 Gumede,	Saberah
•	 Harben,	Caroline
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•	 Hargreaves,	Mary
•	 Harris,	Bill
•	 Hatch,	Grant
•	 Hattingh,	Johan
•	 Havenga,	Therese
•	 Haydam,	Norbert
•	 Heimann,	Claude
•	 Henning,	Sanchen
•	 Herbst,	Deon
•	 Herbst,	Frikkie
•	 Heyworth,	Michele
•	 Highley,	Jenny
•	 Highley,	Peter
•	 Hlaleleni,	Eric
•	 Horn,	Marlize
•	 Innes,	Rochelle
•	 James,	Jennifer
•	 Jeffrey,	Ian
•	 Jones,	Lucy
•	 Kaseke,	Trevor
•	 Kaufman,	Laura
•	 Kennedy,	Heather
•	 Kessel,	Alex
•	 Kesselmann,	Antje
•	 Kirchner,	Marna
•	 Klompas,	Brian		
•	 Koekemoer,	Amanda
•	 Kolb,	Craig
•	 Koornstra,	Sjoerd
•	 Kuhn,	Stefanie
•	 Kuhne,	Nicholas
•	 Kuiper,	Linda
•	 Kunene,	Emmanuel
•	 Laas,	Liesel
•	 Labuschagne,	Carli
•	 Lamaletie-Lamy,	Henri
•	 Lehasa,	Mahlomola
•	 Lewin,	Nina
•	 Lindhorst,	Grant
•	 Lombard,	Marina
•	 Love,	Jason
•	 Lubbe,	Deirdre
•	 Makinde,	Yemisi
•	 Maponga,	Rudo
•	 Marais,	Andrea
•	 Masefield,	Richard
•	 Maseko,	S’onqoba
•	 Masemola,	Edward

•	 Mason,	Roger	Bruce
•	 Mathibe,	Noluvuko
•	 Matodes,	Warren
•	 McCourt,	Althea
•	 McKellar,	Justine
•	 Melling-Williams,	Craig
•	 Menelaou,	Hildy
•	 Meyer,	Annemarie
•	 Meyer,	Jean
•	 Mithal,	Mamta
•	 Mkhize,	Sibu
•	 Moerdyk,	Susan
•	 Mohanty,	Dipti	Mohanty
•	 Molalakgotla,	Anikie
•	 Moore,	Jenny
•	 Morton,	Dale
•	 Mudoga,	Geoffrey
•	 Mudzanani,	Takalani
•	 Mulder,	Dustin
•	 Munetsi,	Lee-Ann
•	 Muthialu,	Nomi
•	 Muyambo,	Patience
•	 Natha,	Firdaus
•	 Ndayi,	Sebastian
•	 Ndlovu,	Winani
•	 Neeson,	Kevin
•	 Nicholson,	Lynette
•	 Nyarirangwe,	Dianne
•	 Nzomo,	Jane
•	 Nzori,	Abdi
•	 O`Ryan,	Lee-Ann
•	 Olson,	Brian
•	 Parkar,	Nurjehaan
•	 Peskin,	Sharon
•	 Phakathi,	Jabulani
•	 Pietersen,	Edwina
•	 Pillay,	Jason
•	 Poalses,	Jacolize
•	 Pregaladhan,	Kami
•	 Ramotsei,	Stephen	
•	 Rangecroft,	Carol
•	 Reid,	Graeme	
•	 Reinbrech,	Sandra
•	 Rode,	Erwin
•	 Roderick,	Rebecca
•	 Ronaldson,	Oliver
•	 Rowland-Aitken,	Maureen
•	 Russell,	Bev

•	 Shahim,	Vincent
•	 Shaw,	Alison
•	 Shaw,	Philippa
•	 Sieff,	Grant
•	 Simamane,	Nomahlubi
•	 Siwela,	Lungi
•	 Simoes,	Anthea
•	 Slabbert,	Auralia
•	 Sobey,	Gavin
•	 Solomon,	Jill
•	 Stafford,	Tracey
•	 Staub,	Vincent
•	 Stearman,	Christine
•	 Steenkamp,	Pieter
•	 Strong,	Helen
•	 Teidac,		Mylène
•	 Terblanche-Smit,	Marlize
•	 Thamaga,	Pearl
•	 Theron,	Annamarie
•	 Theron,	Helena
•	 Tshefu,	Prudence
•	 Tshukutswane,	Tshego
•	 Tustin,	Deon
•	 Twala,	Nozuko
•	 Van	Duyn,	Lynette
•	 Van	Erkom	Schurink,	Corine
•	 Van	Laar,	Peter
•	 Van	Niekerk,	Hennie
•	 Van	Zyl,	Dion
•	 Van	Zyl,	Juliet
•	 Van	Zyl,	Suzette
•	 Venter,	Casper
•	 Vercueil,	Megan
•	 Visser,	Alvin
•	 Visser,	Mariana
•	 Vos,	Barry
•	 Waisman,	Monica
•	 Watt,	Candice
•	 Webster,	Davin
•	 Weeden,	Kerryann
•	 Williams,	Arina
•	 Wolhuter,	Joe
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saMra ProfessIonal reCognItIon 
(as at 31 Dec 2013)
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SAMRA HoNoUR RoLL
The SAMRA Board may, at its sole discretion, confer Honorary status on any SAMRA member who, in its 
opinion, has made a significant contribution to the advancement of SAMRA’s activities. Honorary status means 
that the SAMRA member is exempted from the payment of annual membership and recognition fees and the 
member’s name is added to the Honour Roll. The following members have been awarded Honorary status by 
SAMRA in recognition of their valuable contribution to our industry:

•	 Shirley	Benney	(2012)
•	 Alex	Kessel	(2008)
•	 Heather	Kennedy	(2003)
•	 Erik	Du	Plessis	(2003)
•	 Neil	Higgs	(1995)
•	 Jean	Green	(1995)
•	 Monica	Waisman	(1993)

•	 Tim	Cooke	(1992)
•	 Clive	Corder	(1992)
•	 Caroline	Harben	(1992)
•	 Barbara	Cooke	(1992)
•	 Casper	Venter	(1985)
•	 Claude	Heimann	(1981)

SAMRA ACCREdITEd MARkETINg RESEARCHERS
Recognition as a SAMRA Accredited Marketing Researcher (SAR) requires at least the following:

1. SAMRA Partner status for more than five (5) consecutive years immediately preceding the application
2. Adherence to the ESOMAR/SAMRA Code of Conduct
3. Commitment to on-going professional development activities
4. A nationally recognised university degree, or equivalent qualification, that includes relevant research course work
5. Active involvement in the management and practice of research, its implementation, analysis and reporting
6.  5 Or more years management experience in a research related role – For example, Research Managers, 

Research Directors, Managing Directors, Chief Executives, Owners of research companies, and equivalent 
positions of seniority in academia

7.  No on-the-record evidence of ethics violations and/or poor ethical practices and/or conduct during the past 
3 years

The following SAMRA members have been granted SAMRA Accredited Marketing Researcher (SAR) status:
•	 Badenhorst,	Kobus

•	 Barnard,	Salomé
•	 Boniaszczuk,	Joe
•	 Brett,	Duncan
•	 Breytenbach,	Manie
•	 Burmeister,	Liza
•	 Campher,	Elmari
•	 Charnas,	Michael
•	 Classen,	Gregory
•	 Constantaras,	Margaret
•	 Coop,	William	(Billy)
•	 de	Abreu,	Evangelia	
•	 du	Chenne,	Karin
•	 Dube,	Busani

•	 Falala,	Sifiso
•	 Frielinghaus,	Sabine
•	 Gasura,	Patson
•	 Giani,	Sophia
•	 Greeff,	Jacqueline
•	 Grobler,	Johannes
•	 Gumbo,	Promise
•	 Haydam,	Norbert
•	 Higgs,	Neil	
•	 Highley,	Jenny
•	 Highley,	Peter
•	 Janse	van	Rensburg,	Helena	
•	 Jeffreys,	Ian

•	 Kaufman,	Laura
•	 Kirchner,	Marna
•	 Kneale,	Marylou	
•	 Kramer,	Rentia
•	 Kritzinger,	Lizette
•	 Lerena,	Sue
•	 Lindhorst,	Grant
•	 McHarg,	Rosemary
•	 McKellar,	Justine	
•	 Mentz,	Hennie
•	 Munetsi,	Lee-Ann
•	 Mutsonziwa,	Itayi
•	 Ncube,	Mluleki
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•	 Noeth,	Andries
•	 Nyambuya,	Ngonidzaishe
•	 Pater,	Dobroslaw
•	 Pregaladhan,	Kami
•	 Rademeyer,	Andrea
•	 Raganya,	Lucas
•	 Reinbrech,	Sandra
•	 Rice,	Alison

•	 Roberts,	Anne	
•	 Robertson,	Grant
•	 Rossouw,	Nicolene
•	 Schreuder,	Adré
•	 Schurink,	Lauren
•	 Smit,	Christine
•	 Snyman,	Marelize	
•	 Solomon,	Jill

•	 Stewart,	Richard
•	 Thirion-Venter,	Elsa
•	 van	Schaardenburg,	Joanne
•	 van	Vuuren,	Schalk
•	 Webster,	Sara
•	 Wegelin,	Jan
•	 Wills,	André

SAMRA PARTNERS
Recognition as a SAMRA Partner requires at least the following:

1.  SAMRA Associate Membership or Independent Membership for more than one (1) year immediately 
preceding the application for recognition

2. Adherence to the ESOMAR/SAMRA Code of Conduct
3.  The support of two (2) SAMRA members who have SAMRA Partner status, or, if the applicant is unable 

to obtain the support of two members who have SAMRA Partner status, a letter of reference has to be 
submitted from a Southern African marketing researcher, social researcher or opinion polling researcher 
vouching for the quality of the applicant’s research and ethical conduct, and explaining why the person is 
in a position to vouch for these aspects of the applicants work

4.  Either a minimum of 5 years’ experience at middle to senior level in marketing research, social research 
or opinion polling research and no relevant tertiary qualification OR a relevant tertiary qualification and 3 
years’ experience at middle or senior level.

The following SAMRA members have been granted SAMRA Partner status:

•	 Abreu,	Danny
•	 Affleck,	Carol
•	 Aigner,	Brad	
•	 Alder,	Elaine
•	 Amado,	Angelique
•	 Amato,	Venetia
•	 Bacchialoni,	Althea
•	 Baker,	Stuart
•	 Bekker,	Quinta
•	 Benjamin,	Lynette
•	 Bhoola,	Preena
•	 Blaauw,	Christoff
•	 Blumeris,	Toni
•	 Boehme,	Michelle
•	 Burns,	Sue
•	 Carrilho,	Alexan
•	 Coggin,	Jenni-Ruth
•	 Corder,	Clive
•	 Cunliffe,	Catherineanne
•	 Deken,	Esme

•	 Delport,	Lizelle	Helen
•	 Diakakis,	Jane
•	 Du	Plessis,	Erik
•	 Dube,	Cletus
•	 Dunn,	Patrick
•	 Faber,	Cees
•	 Foster,	Charles
•	 Fox,	Howard
•	 Gabriel,	Christiane
•	 Gabriel,	John
•	 Goolam,	Nissar
•	 Gounden,	Roshika
•	 Govender,	Nelindran
•	 Greenfield,	Gary
•	 Groenewald,	Lida
•	 Hamilton-Attwell,	Amanda
•	 Hanson,	Trudi
•	 Harding,	Shirley
•	 Harris,	Bill
•	 Harris,	Mari

•	 Havenga,	Therese
•	 Heimann,	Claude
•	 Herbst,	Deon
•	 Heyworth,	Michele
•	 Hooper,	Gordon
•	 James	(Daniel),	Jennifer
•	 James,	Jude
•	 Jones,	Sylvia	Lynn
•	 Jordaan,	Zanné
•	 Kapery,	Washeelah
•	 Kennedy,	Heather
•	 Kesselmann,	Antje
•	 Keulder,	Christie
•	 Klein,	George
•	 Leech,	Monique
•	 Lehasa,	Mahlomola
•	 Lewin,	Nina
•	 Lombard,	Marina
•	 Lombardi,	Ashleigh
•	 Lubbe,	Deirdre
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•	 Malema,	Kgomotso
•	 Maposa,	Aggrey
•	 Marais	-	Potgieter,	Andrea
•	 Maree,	Anina
•	 Masefield,	Richard
•	 Mathibe,	Noluvuko
•	 Matterson,	Stephanie
•	 	Menelaou	Constantinides,	

Hildegarde
•	 Meyer,	Jean
•	 Mithal,	Mamta
•	 Mohamed,	Amina
•	 Moore,	Jenny
•	 Morton,	Dale
•	 Motshegoa,	Lebo
•	 Muller,	Chuck
•	 Naidoo,	Sagaran
•	 Ngadima,	Mamapudi
•	 Nzori,	Abdi

•	 Pasich,	
•	 Patel,	Adhil
•	 Pearson,	Gareth
•	 Penyenye,	Ipeleng
•	 Peskin,	Sharon
•	 Phakathi,	Jabulani
•	 Pretorius,	Henk
•	 Prinsloo,	Dirk
•	 Putter,	Margarita
•	 Rangecroft,	Carol
•	 Regnart,	Nicola
•	 Rice,	Alison
•	 Ronaldson,	Oliver
•	 Rowland-Aitken,	Maureen
•	 Russell,	Bev
•	 Salters,	Jon
•	 Scott,	Sue
•	 Scott-Wilson,	Peter
•	 Searll,	Peter

•	 Smit,	Elna
•	 Sobey,	Gavin
•	 Soldo,	Petar
•	 Stoman,	Lizl
•	 Strong,	Helen
•	 Theron,	Annamarie
•	 Theron,	Helena
•	 Tustin,	Deon
•	 Van	Buuren,	Lesley
•	 Van	Der	Walt,	Lesley
•	 Van	Der	Walt,	Tertia
•	 Van	Duyn,	Lynette
•	 Van	Erkom	Schurink,	Corine
•	 Van	Laar,	Peter
•	 Van	Zyl,	Suzette
•	 Viviers,	Heike
•	 Walmsley,	Alastair
•	 Walton,	Lorraine
•	 Wolhuter,	Joe
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AfRICAN RESPoNSE 

The most local global research company 

Sloane Street, Bryanston, 2012; 
PO Box 68369 Bryanston 2021
Contact: Mamapudi Nkgadima 
Tel: +27 11 709 7888 / Fax +27 11 2233 
Email: info@africanresponse.co.za
Website: www.african response.co.za  
 
African Response is a full service market research agency providing Qualitative and Quantitative research. We 
have the flexibility to conduct research anywhere in the country with a regional springboard into the rest of Africa. 

We are renowned for going where few dare to go in order to uncover people and market insights to guide brands and 
organisations. Our exceptional ability to understand and interpret the needs of the majority market segment, coupled 
with our association with Ipsos, makes African Response the most local global research company in South Africa. 

Our research solutions delve into finding alternative and innovative ways of engaging and understanding people. We 
conduct different types of adhoc and tracking surveys such as Usage and Attitudes, Product and Concept testing, 
Brand Health, Corporate Reputation, Customer Satisfaction, Market Segmentations, Stokvel and Trade immersions. 

African Response is a value adding Level 1 BBBEE rated agency and holds an ISO 2001:9000 certification. 
Data collection capabilities for Qualitative and Quantitative research include: CAPI, CATI, HAPI, Mobile, Online, 
Mystery Shopping, Stokvel, Consumer and Trade Immersions.
 
 

ASk AfRIkA
Head Office:
224 Waterkloof Rd, Brooklyn, Pretoria, 0181
PO Box 1509, Brooklyn Square, 0075
Contact: Sarina de Beer / Tel: +27 12 428 7400
Email: sarina.debeer@askafrika.co.za
Website: www.askafrika.co.za 
  
Over a period of almost two decades, Ask Afrika has grown to be the largest independent South African market 
research company. The company focuses on local relevance, benchmarked against the global context. Ask 
Afrika is a member of WIN/Gallup International and ESOMAR. Apart from their large South African footprint, Ask 
Afrika also operates in a dozen African continental territories. Ask Afrika is well known for delivering strategic 
and large-scale field projects and for creating benchmarks for industry. 

With regards to service excellence Ask Afrika is the preferred research partner across industries to co-craft customer 
service strategies through meaningful research methodologies across the value chain and customer service touch 
points. Their exclusive product suite includes the Ask Afrika Orange Index®, Trust Barometer™, Radio Moods™, TGI 
Icon Brands and TGI (the Target Group Index). Ask Afrika pride themselves on their exceptional service delivery and 
they have offices based in Pretoria, Stellenbosch and Austria. For more information please visit the website.
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bDrc (sOuth africa)
Studio C14, Mainstream Centre
Main Road Hout Bay, 7806, Cape Town
Contact: Linda Findlay
Tel: +27 21 790 5262 / Fax: +27 21 791 1021
Email: mail@bdrc.co.za / Website: www.bdrc.co.za  
 
BDRC is a partner to service industry clients, operating both in South Africa and internationally. Our particular 
areas of specialism are:

	 •	Financial	service	 	•	Hotels	and	travel
	 •	Automotive	 	•	Pharmaceutical
	 •	Agricultural	Research	 	•	Corporate	and	business	services
	 •	IT,	telecoms	and	new	media	 	•	FMCG

Our team of talented researchers combine market sector expertise with technical skills and a commitment to client 
service. Equally adept with consumer and business markets, assignments range from small-scale consultancy to strategic 
segmentation studies. Our purpose is simple: to guide our clients towards more profitable business development.
 
 

BUSINESS INTELLIgENCE AfRICA 
Unit 10, Wasserberg Park, 1 Jan Jonker Str, Windhoek, Namibia
PO Box 86321, Windhoek, Namibia 
Contact: Antje Kesselmann
Email: antje@consultburo.com  
Tel: +264 61 254 810 Fax: +264 61 252 715
Email: info@consultburo.com

Our Mission is to provide through focused research: reliable, relevant and sufficient market data and information 
to enhance the quality and accuracy of management decision making.

Services Offered
	 •	Consumer	perception	and	preference	surveys	 •	Internal	and	external	stakeholder	analysis
	 •	Customer	satisfaction	surveys	 •	Retail	compliance	audits
	 •	Mystery	shopping	surveys	 •	Employee	climate	surveys
	 •	Public	perception	and	reputation	surveys	 •	Focus	Group	interviews

Our key strengths can be defined as follows: 
	 •	All	research	projects	are	done	in	close	coordination	with	the	client	and	are	customized	to	individual	client	needs.
	 •	A	well	trained	and	reliable	network	of	field	staff	covering	the	entire	Namibia.

Information is the bridge to your market - access to sound market information is probably the most important 
aid to good and effective business decisions.
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CfS CoNSULTINg CC
5 Chandler Drive, Craighall Park, 2196
Contact: Peter Scott-Wilson
Tel: +27 11 325 4168 / 325 4801 / Fax: 086 672 2785 
Mobile: +27 83 444 3232 / Email: petersw@yebo.co.za 

Our Approach CFS Consulting is your research partner, providing the full range of market research services to meet the 
needs of marketers, manufacturers, consultants and research companies. Our extensive expertise in conducting research 
in a wide cross section of products categories, markets (in South Africa and the rest of Africa) and using different research 
techniques, enables us to come up with the best solution for your research needs. We will complement your areas of 
expertise to provide a seamless service, be it a complete research solution or providing only selected services as required 
e.g. design, field work (exploratory groups, in-depth interviews and quantitative), data processing or strategy development.

Research on Sub-Saharan Africa Cost-effective co-ordination of all your research needs in the key markets of Sub-
Saharan Africa. Accessing the best local research resources. We have first-hand experience in 17 African Countries.

Stakeholder Measurement and Management CFS will develop and implement an optimal research programme 
which measures all Stakeholder perceptions followed up with guidance in the formulation of effective interventions 
to address areas of perceived competitive weakness based on over 10 years of experience in this field.

gREENfIELdS INSTITUTE of BUSINESS
Prescient House, Otto Close, Westlake Business Park, Westlake, Cape Town, 7945 / PostNet Suite # 505, 
Private Bag X16, Constantia, 7848 / Contact: Lauren Kotthoff / Tel: +27 21 700 5478
Email: lauren@greenfieldsbus.com / Website:www.greenfieldsbus.com  
 
Greenfields Institute of Business (Pty) Limited is a South African market research and business consulting company. 
Greenfields is a member of the Prescient Group of companies, with offices in Cape Town, Durban and Johannesburg. 
Greenfields Research focuses on offering unique, customised research solutions that best fit your organisations needs and 
priorities. Through our specialisation in Business strategy, Market Segmentation, Key Account Management and Customer 
Relationship Management, we are equipped with valuable insights and expertise which enable us to critically investigate and 
optimise your research, and minimise the risk of doing business. Throughout our business we place emphasis on the use 
of research technology measurement tools to ensure effective business performance and delivery. Industries within which 
Greenfields has done research business include energy and petroleum, financial services, banking, life assurance, short 
term insurance, motor, mining and healthcare. Greenfields has full-service quantitative and qualitative market research 
capabilities. It has a niched focus on online and call centre research solutions. Information-gathering methodologies that can 
be undertaken by Greenfields in the business to business and business to consumer markets are as follows:

•	Preliminary	secondary	information-gathering	•	Data	analytics	•	Attitudinal,	exploratory	research	(qualitative	research,	
typically undertaken as group discussions, or one-on-one interviews), to gain an understanding of local consumer 
perceptions	on	issues	that	may	need	to	be	addressed	•	Usage	profiling,	to	identify	potential	target	segments	of	users	
(Usage	and	attitudinal	research)	•	Customer	experience	and	satisfaction	(Internal	and	external	CSI)	research	•	New	
product	or	concept	development	research	(to	evaluate	the	potential	for	introducing	new	products	or	derivatives)	•	Internal	
staff research, such as staff attitudes, climate surveys, 360 feedback and so on, to ascertain the health of the business 
from	its	human	assets	perspective	•	Any	other	ad	hoc	research	that	may	be	required	from	time	to	time.
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IPSoS PTY LTd 
Head Office: Ground Floor Wrigley Field, The Campus, 57 Sloane street Bryanston 
PO Box 68369, Bryanston, 2021
Contact: Kate Slade / Tel: +27 11 709 7800 / Fax: +27 11 463 2233
Email: southafrica@ipsos.com / kate.slade@ipsos.com / Website: www.ipsossouthafrica.co.za 
 
Ipsos is the only leading independent market research company controlled and managed by research professionals. 
We are the world’s third largest market research firm. Our activity consists of asking the right questions of the right 
people. Ipsos implements this know-how allied with new technologies in its six specialisations:

•	 Ipsos	 ASI	 -	 the	 advertising	 research	 specialists	 •	 Ipsos	 Marketing	 -	 the	 market	 understanding	 and	
measurement	specialists	•	Ipsos	Media	CT	-	The	media,	content	and	technology	research	specialists	•	Ipsos	
Public	Affairs	-	The	social	research	and	corporate	reputation	specialists	•	Ipsos	Loyalty	-	The	customer	and	
employee	research	specialists	•	Ipsos	Observer	-	the	survey	management,	data	collection	delivery	specialists

Ipsos is ISO 9001:2008, 20252:2012 and 27001:2012 certified. Ipsos has offices present in South Africa, Kenya, Zambia, 
Egypt, Morocco, Algeria, Uganda, Tanzania, Ghana, Mozambique, Ivory Coast and Tunisia. We can perform multi-country 
surveys based from anywhere on the continent. In South Africa, we have branches in Bryanston, Bloemfontein, Port Elizabeth; 
Cape Town, and Durban. Our methodologies include: CATI, HAPI and CAPI enabled interviewing; Mystery Shopping; Focus 
Groups ; Ethnographies; Web / online surveys; Custom online reporting; Interactive voice response; SMS capabilities

Our goal is simple: to be our clients’ preferred research partners in our areas of specialization, based on our better 
and quicker methodologies and processes. We want our clients to be proud and pleased to work with us and we 
want each one of us to be proud and pleased to offer our clients high quality standards, efficiency and intelligence.
 
 

LIvINgfACTS 

Endaweni Offices,14 Ballyclare Drive, Bryanston, 2021 / P O Box 1792, Rivonia, 2128
Contact: Marylou Kneale / Tel: +27 82 807 4043 / +27 11 875 4324 / Fax: 086 684 4071 
Email: marylou.kneale@livingfacts.co.za / Website: www.livingfacts.co.za
 
Livingfacts	specialises	in	finding	answers	to	these	business	questions…	•	Customers’	needs	and	perceptions	•	
Maximising	B-2-B	relationships	•	Evaluating	customer	experiences	and	loyalty	•	Establishing	competitive	positioning	
•	Understanding	buyer	behaviour	•	Evaluating	channels	to	market	•	Measuring	business	and	consumer	response	to	
new	ideas	•	Identifying	brand	differentiators	and	positioning	•	Understanding	SA’s	Top	LSM’s.

What	makes	Livingfacts	unique…	•	We	find	out	how	you	intend	to	use	the	research	•	We	get	to	know	your	
structure,	team	and	company	dynamics	•	We	customise	our	teams	and	methodologies	to	your	project	and	market	
•	We	believe	results	must	aid	decision	making	•	We	incorporate	our	corporate	and	industry	experience	•	We	have	
quality	Business	field	staff	•	Relationships	and	communication	are	the	cornerstones	of	the	way	we	work	

Our	Industry	expertise…	•	Research	for	Business	&	Marketing	Strategy	and	Consulting	•	B-2-B	Research	for	
Financial Services, Pharmaceuticals, Telecommunications, Petroleum & Chemicals, Logistics, Distribution & 
Channels	to	Market	•	Consumer	Research	into	Prestige	Brands	and	Upper	LSM	Customers,	Telecommunications,	
Financial	Services,	Retail,	Beauty	&	Health,	Building	•	Customer	Experience	&	Loyalty	Research	
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marKData (pty) ltD 
216 Main Street, Nieuw Muckleneuk, 0181 / PO Box 13568, Hatfield, Pretoria, 0028
Contact: Mrs Tertia van der Walt  / Tel: +27 12 460 3858 / Fax: +27 12 460 1078
Email: markdata@iafrica.com / Website: www.markdata.co.za
 
. . . More than market research
Types of research: Quantitative and qualitative research which involves Consumer, Social, Political, Economic, 
Demographic, Health Surveys, Business and Pharmaceutical Research.

Services: Project, sample and questionnaire design, data collection, analysis and interpretation of data, report 
writing and presentations.

Methodologies: MarkData’s methodologies encompass both qualitative and quantitative techniques including 
face-to-face and telephone interviews, depth interviews and focus group or group discussions.
 
 

MILLwARd BRowN 
Head Office: Bradenham Hall, Mellis Park, 7 Mellis Road, Rivonia
PO Box 332, Rivonia, 2128 / Contact: Charles Foster / Richard Stewart
Tel: +27 11 202 7000 / Email: charles.foster@millwardbrown.com / richard.stewart@millwardbrown.com

Cape Town: Unit 2 B, Black River Park North, Fir Street, Observatory, Cape Town
PO Box 12923, Mowbray, Cape Town, 7705 / Contact: Stina Van Rooyen
Tel: +27 21 442 3680 / Email: stina.vanrooyen@millwardbrown.com / Website: www.millwardbrown.com
 
At Millward Brown, we know marketers are focused on brand, media and digital, and we provide the solutions 
to help build and grow strong brands. We understand the need for more than data, and provide synthesis, 
insight, direction and innovative thinking. We’re experts in advertising, marketing communications, media, 
digital and brand equity research, and we work with 90% of the world’s leading brands. 

Our key areas of focus are Brand Strategy, Creative Development, Channel Optimisation and Brand Performance. 

We know that brands that are Meaningfully Different capture more volume share, command premiums and 
grow their value. 

Our team includes some of the most talented market researchers, consultants and neuroscience experts in 
the industry. With offices in 56 countries, we understand the importance of both a global and local focus - and 
we understand consumers. 

Today, many brands are a company’s most valuable asset. We can help you manage your brands to drive 
financial growth and wealth creation for your organisation.

Want to find out more? 
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MQ MARkET INTELLIgENCE
5 Windward Turn, Atlantic Beach Golf Estate, Melkbosstrand, 7437
PB X1, Suite 261, Melkbosstrand, 7437
Contact: Sabine Frielinghaus 
Tel: +27 21 553 5292 / Email: sabine@mqmi.net / Website: http://www.mqmi.net/  
 
MQ Market Intelligence is a full service market research company specializing in customized quantitative and 
qualitative consumer and business-to-business research. We offer:
•	 Advertising	evaluation	 •	 Consumer	attitude	and	usage	studies
•	 Customer	satisfaction	studies	 •	 Desktop	research
•	 Feasibility	studies	 •	 Mystery	evaluations
•	 Product	placements	&	acceptance	tests	 •	 Syndicated	consumer	research
•	 Tracking	studies

Our approach emphasises one-on-one personal interactions to ensure a full understanding of your research 
requirements. At the same time we are at the cutting edge of new research techniques and analysis tools 
ensuring our clients the most appropriate and effective project execution. We are experts in engaging with your 
market in face-to-face or telephonic conversations and we are equally good at having an insightful conversation 
in the Dukuduku forest as on the 12th floor of a Sandton office. 

We focus strongly on field work execution and we are experts in performing rigorous analysis to find meaningful 
insights for our clients. Helping our clients to understand what their customers mean, not just what they say, 
is the heartbeat of what we do. 
 
 

MSSA
40 Nicolson Street, Bailey’s, Muckleneuk, Pretoria
PO Box 1930, Silverton, 0027
Contact: Schalk van Vuuren
Tel: +27 12 346 0718 / Email: Mssa2@mssa-research.co.za  
 
General research applications: 
Scientific sampling, Fieldwork, Focus groups, Data capturing and editing, Database conversion, Statistical 
analysis, Statistical consultancy, Information Systems, Reports, Implementing research results.

Specialised research applications: 
Market Segmentation, Perceptual Mapping, Product Features Analysis, Value Analysis Modelling

Products/Approaches: 
StatsAssist, Marketing Management Assist

Syndicated Studies: 
Commercial Farmers Survey, Consumer Research, Why Buy? Studies, SME Survey, Agri Business, Broker Studies 

Established in 1994
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NIELSEN
Head Office: 7 Handel Road, Ormonde / PO Box 2208, Southdale, 2135
Contact: Ailsa Wingfield / Tel: +27 11 495 3000
Email: Ailsa.wingfield@nielsen.com / Website: www.nielsen.com and www.nielsen.com/africa
  
Nielsen is a leading global information and measurement company that provides clients with the most complete 
understanding of consumers and consumer behaviour, worldwide. 

Nielsen delivers critical media and marketing information, analytics and industry expertise about what 
consumers WATCH (consumer interaction with television, online and mobile) and what consumers BUY on a 
global, regional and local basis. 

Nielsen’s corporate DNA, stretching back almost a century, is a legacy of pioneering investments in technology 
and industry leadership in measurement science and client engagement. 

Our Path to Performance solutions enable faster, smarter more confident decisions to improve performance 
in the areas of :

•	Consumerisation	-	identify	and	segment	the	most	profitable	consumers	to	unlock	demand	and	inform	the	path	to	
purchase	•	 Innovation	-	develop,	price	and	promote	new	products	•	Marketing	Effectiveness	-	engage	consumers	
through	effective	and	efficient	marketing	•	Performance	Measurement	-	activate	plans	through	superior	sales	execution

For more information please contact us or visit our websites.
 
 

NUTSHELL RESEARCH
1005 Bram Fisher Towers, 20 Albert Street, Marshalltown
24 South Rd, The Hill, 2197
Contact: Trevor Hanekom / Tel: +27 83 300 2200
Email: Trevorh@nutshellresearch.co.za  / Website: www.nielsen.com and www.nielsen.com/africa  
 
At Nutshell Research, we have been filling a unique gap in the market by playing a supporting role to marketing 
research companies. Our services are specifically aimed at assisting marketing research companies by 
providing essential services which they do not necessarily have in-house or in areas where they need to 
outsource due to workload. These services include:

•	 Computer	 assisted	 telephone	 interviewing	 (CATI):	 Our	 CATI	 centre	 is	 fully	 automated.	 Respondents	 are	
randomly dialled. Progress and status reports are immediately available, plus we are able to provide feedback 
on every respondent which was called. Quotas are automated and easily managed through our system. All 
calls	are	recorded	•	Online	research:	Cost	effective.	We	manage	the	entire	process	from	mail	distribution	to	
tabular	results/	data	delivery.	Results	are	available	in	less	than	a	day	from	the	time	we	close	the	survey	•	Data	
capturing:	CATI	style	capturing.	Logic	and	cross	checks	done	while	capturing	is	in	progress	•	Data	cleaning	
and	 processing	 (up	 to	 tabular	 results)	 •	 Statistical	 analyses	 •	 Conjoint	 Analysis	 •	 Questionnaire	 design	 
•	Reporting	and	charting	•	Post	coding	
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PEPPERCoRN RESEARCH
Corner House, corner of Wessels Rd & 10th Ave, Rivonia
PO Box 784193, Sandton, 2146
Contact: Sara Webster / Tel: +27 11 234 0143 / Fax: +27 11 234 0145
Email: info@peppercorn.co.za / Website: www.peppercorn.co.za  

Peppercorn Research is owned by experience professionals to help business get real value from research that is both 
meaningful and relevant to decision making. Our expertise is in both qualitative and quantitative research across all 
markets in South Africa and Namibia. We are hands-on and extensively involved at each stage of the project:

•	We	ensure	that	our	client’s	brief	and	project	objectives	are	properly	understood	•	Project	implementation,	
with	 no	 behind-the-scenes	 delegation	 •	 Each	 and	 every	 project	 gets	 the	 attention	 it	 deserves	 •	 Data	 is	
intelligently	analysed	•	In	many	instances,	we	are	part	of	the	Client’s	marketing	and	strategy	team

Each project is uniquely designed for clients within the budget parameters rather than fitted into existing products, 
methodologies and structures. We are adamant about the quality of our work and this is supported by the number 
of blue-chip clients that choose to have an on-going relationship with Peppercorn. We have extensive knowledge 
and experience in the motor vehicle industry, financial services sector and alcohol beverage industry. 

Established 1997
 
 

QUEST RESEARCH SERvICES
Head Office: 
Unit 17B, Wild Fig Business Park,1494 Cranberry Street, Honeydew,PO Box 1324, Randpark Ridge, 2156
Contact: Mluleki Ncube / Tel: +27 11 795 237 / Fax: +27 11 795 1445
Email: mluleki@qrs.co.za / Website: www.qrs.co.za

Quest Research Services, since its inception in 2003 has strived for business excellence in Social and Marketing 
Research. QRS is a fullhouse research firm with offices based in Johannesburg, Durban and Cape Town as 
well as a footprint in almost every corner of Sub-Saharan Africa. We endure in our pursuit of excellence, 
transparency and professionalism with the sole purpose of exceeding expectations in strategic solutions.

1. Genuine understanding of the distinct cultural dynamics in South Africa and Sub-Saharan African.
2.  Full in-house research project management from data-collection to data-processing analysis and reporting 

ensures a seamless, hands-on approach.
3.  Resources: Fleet of cars, 30-seater call centre, state of the art focus group venues and a team of researchers 

and consultants with a wide spectrum of qualifications and experience.
4. Wholly black owned and managed 20% of the ownership stake in female hands.
5. Services: We do qualitative and quantitative research methodologies. 

We offer Advertising Evaluation; Attitudinal Research; Baseline Studies; Behavioural Research; Benchmarking Studies; 
Communication Audits; Concept Testing; Conjoint Studies; Consumer Forums; Customer Profiles; Customer Satisfaction 
Surveys; Ethnography; Email and Internet based Surveys/ On-line research; Exploratory Research; Feasibility Studies; 
Market Segmentation; Media Audience Research; Mystery Shopping Surveys; New Product Research; Perception 
Studies; Product Placements; Pricing Research; Product Tests; Social Public/Opinion Polls; Test Markets; Tracking Studies
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SMRC MARkETINg SoLUTIoNS 
Johannesburg, South Africa
Sheldon Place,5 Lone Close, Lonehille, Sandton, 2062 / PO Box 1690, Lonehill, 2062
Tel: +27 11 465 7807 / Fax: +27 11 465 3648

Kigali, Rwanda
25 Amajyambere Street, Kinihurura, Kigali, Rwanda / PO Box 4880, Kigali, Rwanda
Tel: +250 25 258 8175 / Fax: +250 25 258 8174
Email :info@smrcinternational.com / Website: www.smrcinternational.com

SMRC Marketing Solutions (Pty) Ltd, is a leading marketing, consulting and research firm that uses a variety of techniques 
to arrive at a deeper understanding of consumer and business behaviour. SMRC’s combination of services do not easily 
slot into conventional categories like ‘research company’, ‘marketing consultancy’, ‘management consultancy’, ‘CRM 
Specialist’ or ‘Social and Development consultancy’. SMRC can deliver in any or all of these areas, according to a 
particular client’s needs. In all applications, however, the Company does not claim exceptional high delivery in the areas 
of client knowledge, experience, professionalism and dedication. While these are often-claimed qualities (to the extent of 
becoming a cliché in many business contexts), in SMRC’s case they are not the Company’s words but those of its clients.

Marketing and Market Research
The company offers a broad spectrum of research and consulting services designed to increase Clients 
marketing potential by providing expert assistance in understanding both consumer and business behaviour. 
These services range from basic survey research to specialised analysis, modelling and strategic planning.

SMRC specialises in the ‘Process for Integrated Relationship Marketing’ which translates into the ability of a business 
to generate, maintain and increase the life expectancy of customer relationships, thus increasing their life value.

Within this content SMRC uses a novel and incisive approach to exploring the dynamics of consumer and 
business behaviour and generating insights from qualitative research, in a structured method of probing 
respondents, called “Active Listening”. The use of this technique permits SMRC to discover what a person 
really thinks, what he/she really means by what he/she says and to ascertain his/her real opinion.

Focus Group Facilities

SMRC has State-of-the-Art Focus Group Rooms for hire on a per session basis.

SMRC International Ltd

SMRC International is an affiliate of SMRC Marketing Solutions (Pty) Ltd with a home office in Kigali Rwanda. 
While SMRC Marketing Solutions (Pty) Ltd focuses mostly on Southern Africa assignments; SMRC International 
has been strategically positioned to undertake regional, continental and global consulting assignments. It is 
also positioned to serve businesses, government and parastatal sectors with strategic marketing research 
and management solutions to enhance organizational performance, competitiveness and improve profitability. 
SMRC International, Kigali, Rwanda utilizes this capability and adapts it to lessons learned from development 
experiences geared to improving the lives of the poor in developing and emerging countries.

SMRC Marketing Solutions (Pty) Ltd is managed by William Harris, while SMRC International is managed by 
Basil Karimba who between them have more than 45 years of business and academic experience in managing 
consumer, industrial, business, financial product and communications research and marketing programmes.
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TNS SoUTH AfRICA 
Head Office:
TNS House, 6 Thicket Street, Newlands, 7700, Cape Town
P.O. Box 44286, Claremont, 7735
Contact: Mark Molenaar
Director: Client Service
Tel: +27 21 657 9503
Email: Mark.Molenaar@tnsglobal.com 
Website: www.tnsglobal.com  

TNS is different. We’re not just a research company; we exist to identify the steps that our clients should take 
to grow their business. 
We have more meaningful conversations with the consumers across the world than anyone else, enabling us 
to build an understanding of emotions, motivations and behaviours that equip us to identify new opportunities 
for brands. For every client interaction across our network we deliver a precise plan based on the proven TNS 
growth framework. Ensuring that we always go beyond insights to deliver a practical summary that outlines the 
exact steps our clients need to take to drive the growth their business needs. 

TNS is confident: Presenting our personal point of view to other thought leaders with authority.
TNS is clear: Delivering new ideas and insights with the same precision with which we think. 
TNS is passionate: Sharing our findings with enthusiasm and energy. 
TNS is inspiring: Motivating our clients to make hard business decisions.

TNS has the Africa Middle East region covered with 21 full service offices, 36 field centers as well as a 
centralized African hub to ensure consistent data quality, fast & economical solutions and quality deliverables.

Our unique product offering stretches across the entire range of marketing and business issues, specialising 
in product development & innovation, brand & communication, stakeholder management, retail & shopper, and 
qualitative research.
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vENUES foR HIRE
Field and Tab Durban
Contact: Yvonne or Richard
Tel: +27 31 303 5690
Fax: +27 31 303 5693
Email: info@fieldandtab.co.za
Website: www.fieldandtab.co.za

Field and Tab specialises in focus group recruitment with two beautifully appointed viewing facilities. Your 
Kwa-Zulu partner since 1993.

64 On Bram Viewing Facility Robindale, Randburg
Contact: Sandra Baxter
Tel: +27 11 888 4060
Email: Interserv@icon.co.za

On Grove Conferencing and Research Services Claremont, Cape Town 
Contact: Chantal Ford
Tel: +27 83 225 6926 / +27 21 671 8655 
Email: chantal.ford@ongrove.co.za 
Website: www.ongrove.co.za

The venue is a multipurpose space to accommodate qualitative groups, fusion (super groups); quantitative 
central venues, in-depth interviews as well as training or traditional conferencing

 

•	 Group	and	workshop	/	depth	interview	venue
•	 Seats	8-10	respondents
•	 Viewing	room	seats	up	to	8	clients
•	 DVD	/	CCTV	Audio	recording
•	 Internet	audio	transfer
•	 TV/DVD/laptop	to	TV	link

•	 Web	streaming	via	Focus	Vision
•	 	Secure	 off	 street	 parking	 for	 clients	 with	

separate entrance
•	 Hostess	&	security	guard	always	provided
•	 Catering	is	arranged	on	request
•	 Generator	available	in	case	of	power	failure
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Manufacturing: Consumer Non-Durables (FMCG) • • • • • • • • • • • • • • •
Manufacturing: Consumer Durables • • • • • • • • • • • •
Manufacturing: Pharmaceutical products and services (Rx – prescription) • • • • • • • • • •
Manufacturing: Automotive • • • • • • • • • • • • • •
Manufacturing: Other • • • • • • •
Business-to-business and industrial • • • • • • • • • • • • • • • •
Wholesale and retail • • • • • • • • • • • • • • • • •
Financial services • • • • • • • • • • • • • • • • •
Utilities  • • • • • • • •
Telecommunications • • • • • • • • • • • • • • • •
Public sector • • • • • • • • • • •
Media • • • • • • • • • • • •
Advertising agencies • • • • • • • • • • • • •
Research institutes • • • • • • • • • • • •
Mail • • • • • • • •
Telephone (CATI) (including mobile voice) • • • • • • • • • • • • • • • • • •
Face-to-face (PAPI/CAPI) • • • • • • • • • • • • • • • • •
Online quantitative research (including mobile internet) • • • • • • • • • • • • • • •
Online traffic / audience measurement • • • • • •
Automated digital/electronic  (i.e. retail audits and media measurements - excluding online traffic / audience measurement) • • • • • • • •
Group discussions /  Focus groups • • • • • • • • • • • • • • • •
In-depth interviews • • • • • • • • • • • • • • • •
Online qualitative research • • • • • • • • • • •
Other • • • • • • •

• • • • • • • • • • • • •
Ad hoc research • • • • • • • • • • • • • • • • •
Omnibus surveys • • • • • • • • • •
Panel research (both online and offline, including CP, TAM, RA and other continuous and non-continuous panel research) • • • • • • • • • • •
Other continuous (radio listenership, online web tracking, brand, advertising and customer satisfaction trackers) • • • • • • • • • • • •
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