
SAMRA 2014 • 1

Ye a r b o o k 

2014
Ye a r b o o k 

2014



2 • SAMRA 2014



SAMRA 2014 • 3

2014
SAMRA YEARBOOK

23rd Edition
The SAMRA Yearbook is an annual publication containing  

information about SAMRA members and activities, and useful, relevant 
resources for professional marketing research practice.

PUBLISHER 
Southern African Marketing Research Association (SAMRA)
3rd Floor Oak Place
264 Oak Ave
Randburg
Tel: 27 11 886 3771
Fax: 27 11 886 9721
Email: info@samra.co.za
Website: www.samra.co.za

PRINTER
Impumelelo Print Solutions (Pty) Ltd.
Unit 7 Kings Court
56 Mineral Crescent
Crown Extension 5
Johannesburg
Tel: 27 11 839 4414
Fax: 27 11 837 3011
Email: solutions@impumelelo.co.za
Website: www.impumelelo.co.za



4 • SAMRA 2014

CoNTENTS

About SAMRA 5

 A Message from the CEO 6

 The SAMRA Chairman’s Report 10

 SAMRA’s Goals and Objectives 13

 SAMRA Products and Services 13

 SAMRA Governance 15

SAMRA Members 19

 SAMRA Organisation Members (as at 6 March 2015) 20

 SAMRA Independent Members (as at 6 March 2015) 21

SAMRA Professional Recognition 23

 SAMRA Honour Roll 24

 SAMRA Accredited Marketing Researchers (SARs) (as at 28 February 2015) 24

 SAMRA Partners (as at 28 February 2015) 25

SAMRA Ethics 27

 SAMRA and ICC/ESOMAR International Code on Market and Social Research 28

 SAMRA Ethics Complaints Procedure 35

 SAMRA Ethics Checklist for Publishing Opinion Polling and Survey Results 38

 SAMRA Guideline for Research with Children in South Africa 40

 SAMRA Guidelines for Qualitative Research Participant Recruitment 42

 ESOMAR Data Protection Checklist 56

SAMRA Annual Conference 70

 SAMRA Annual Conference History (1979 to 2014) 71

 SAMRA Annual Conference 2014 72

 Best Overall Paper Winners (1973 to 2014) 73

Useful Resources 99

 Stakeholder Organisations 100

 Education and Training Providers 105

 ISO Industry Standard SANS 20252:2013 / ISO 20252:2013 106

Directory of Research Services 107

 Research Supplier Profiles 108



SAMRA 2014 • 5

 Venues for Hire 117

 Research Supplier Services Index 118

Information is also available on the SAMRA website: www.samra.co.za

Display aDvertisements (in OrDer Of appearance)

Plus94 Inside front cover

GfK Page 4

Ipsos Page 18

MSSA Page 26

Nielsen Page 69

SAMRA Inside back cover

Foshizi Outside back cover



6 • SAMRA 2014

WE TURN RESEARCH 
INTO SMART 
BUSINESS DECISIONS

Growth from Knowledge www.gfk.com

GfK makes research matter by delivering the future. 
In a digitized world, we are the trusted source of relevant 
market and consumer information that empowers our clients 
to create winning strategies to enrich consumers’ lives.

Tel: 011 803 1300 
Email: zasales@gfk.com
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a message frOm the samra ceO
2014 was another big year for SAMRA. Many of the initiatives that kicked off with the membership restructure in 
2013 were finally starting to show. More and more clients are insisting on SAMRA membership as a procurement 
criterion, in the private, parastatal and government sectors. This is indicative of greater awareness of the SAMRA 
brand and what it stands for: quality and professionalism. It was a tough year for our 
industry, on both client and supplier side, with budget cuts on all sides. The coming 
year looks set to be tough too. 

One of the major changes impacting on the SAMRA strategy this year 
was a decision by the South African Revenue Service in December 2013 to 
require that at least 90% of SAMRA’s income is generated from members 
(not membership fees). Thus, the SAMRA strategy changed from subsidising 
member participation with non-member participation to requiring membership 
for use of as many SAMRA products and services as possible. SAMRA 
membership is growing, and we are thankful for this.

Regarding other governance changes, the SAMRA Annual General Meeting 
appointed Deco Chartered Accountants as the new SAMRA auditors for the 2015/2016 financial year. The 
SAMRA Board also approved revised membership administration and debt collection procedures, requiring 
membership fees invoiced in March to be paid by the latest at the end of May annually, failing which the 
SAMRA Board will make a decision regarding membership termination by end June. A debt collection service 
provider has been appointed to ensure that we adhere to our Memorandum of Incorporation and to assist in 
collecting debt that has been outstanding for more than 120 days.

Membership continues to increase on a year-on-year headcount basis, with the current numbers at 103 
Organisation members, including more than 1500 Associate members, and 213 Independent members (as at 
5 March 2015). SAMRA members reside in 15 countries.

The website received a much needed facelift. Members now have exclusive access to certain areas and 
content, and can participate in discussions and comment on online news items. We currently have 1860 users, 
and the new hosting service allows us to send emails to our stakeholders at the click of a button and at a 
fraction of the cost, compared with the previous tedious process.

Nadia Cassim left SAMRA at the end of 2013. Finding the right fit in terms of staffing has been a challenge. 
The work that SAMRA is engaged in requires a unique skills set and unquestionable professionalism and 
integrity. In 2014, Ziyanda Mbobo and Lisa Burns assisted for a few months. We are currently looking to 
appoint a Membership Support Leader to take care of membership queries and communications, database 
administration and bookkeeping.

2014 also saw the creation of the Red List, a database of individuals who have opted out of participation 
in all research conducted by SAMRA Red List subscribers. This service centralises opting-out at a 
regional level. The online verification service, available at www.samraonline.co.za, is free for SAMRA 
members who subscribe, and includes an interface to opt out online (see www.samraredlist.co.za), as 
well as the option to generate a unique link for use by researchers as part of online and emailed surveys. 
Use of the service will become compulsory for SAMRA Organisation members, to ensure that we fulfil or 
self-regulation mandate.
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The Research Participant Database (RPD) was launched and will be available to Organisation members 
in the coming year. The RPD is an online database service that tracks research participation nationally and 
allows subscribers to verify if a person has participated in research within the 6 months preceding the date of 
verification. This service, available at www.samraonline.co.za, requires annual licensing and aims to root out 
fraudulent, unethical and poor quality research participant recruiting.

The Research Client Interest Group met twice in 2014, first at Spier Wine Estate on the eve of the 
SAMRA Annual Conference 2014. The second meeting was on 11 June 2014 in Johannesburg. Although 
the rain dampened attendance in Johannesburg, those present had good discussions and their inputs 
will be added to the interest group strategy. At both events, the agenda included an introduction of the 
overall SAMRA strategy and benefits. Issues discussed included the role of the interest group, the role 
of research in organisations, the cost of doing market research in SA, the quality of market research 
and setting standards and quality norms for research, the role of the research and insights industry in 
contributing to the success of small businesses in South Africa, and the role SAMRA can play in the future 
of South Africa.

In terms of the Code of Conduct, more than a hundred queries from SAMRA members and members of the 
public were addressed, regarding inter alia claims research, research quality, payment of interviewers, and 
research that involves children. More than 10 cases were lodged with the Ethics Committee, of which one 
resulted in a guilty verdict, relating to the use of client data without permission. In addition, more than 10 
complaints have been forwarded to the Direct Marketing Association of South Africa, one of which resulted in 
an ethics committee disciplinary hearing.

Monthly Introduction to Ethics webinars were hosted, and guidelines were developed for research participant 
recruitment, research publication, and for research with children in South Africa. In addition, a Protection 
of Personal Information Webinar was hosted in October 2014, explaining, the timeline, background to the 
legislation, scope of the Act, the requirements, and whether or not research is exempt.
 
The Qualitative Research Interest Group hosted the third Qualitative Conference in Johannesburg on 22 
October 2014 and in Cape Town on 24 October 2014, where Dr Bob Cook, , multi-award winning international 
qualitative researcher and Director of Innovation and Inspiration at Firefish in the United Kingdom inspired 
delegates with his take on the application of life blogging in research – lifelogging. Local speaker Jack 
Hlongwane won the best presentation award for Transnography ‘Taxi Talk’ - A Humanistic and People-Centric 
Approach to Data Collection in Qualitative Research.

The SAMRA Journal 2014 was published in October 2014, but was not distributed in hard copy due 
to a protracted national postal services strike in South Africa. Instead, the SAMRA Journal 2014 was 
made available online to members, on the revamped SAMRA website. This year’s Journal focused on 
talent management. 

SAMRA has participated in the ESOMAR Global Market Research Study since 2004 on behalf of South 
African research operations, and did so again this year. The South African research industry was estimated at 
just under R 2.3 billion in 2013.

The SAMRA Update (our newsletter) was sent out twice during 2014, and the new website is facilitating the 
sharing of information in a much quicker and more frequent way. We also published the annual Salary Survey, 
an important source for benchmarking salaries for key positions in our industry. Our final publication for 2014 
is this Yearbook.
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The 2014 SAMRA Annual Conference was held in Stellenbosch at the Spier Wine Estate in the Western 
Cape, South Africa. The 156 delegates from six countries were treated to twenty cutting edge presentations, 
great wine, and exceptionally lovely Cape weather. Key themes included mobile and online research, big data 
and neuromarketing research. 

We came one step closer to professional recognition for Interviewers when a national qualification was 
developed and submitted to the Quality Council for Trades and Occupations. Once the qualification is 
registered by the South African Qualifications Authority, training providers will be able to offer training that 
meets the national standard. SAMRA, the professional body for marketing research, was also appointed as the 
Assessment Quality Partner for the qualification, and will thus decide who qualifies. This will require national 
assessments, and successful completion of the assessment will be a prerequisite for accreditation/designation 
as a SAMRA accredited interviewer. SAMRA also hoted a number of one-day workshops for interviewers across 
South Africa, entitled 

The Career Service has been used by more than 250 people looking for work in our industry, since 2013. 
Organisation members continue to this source for recruitment of full time and part time employees, temporary 
workers, interns, freelancers, and volunteers.

The Bursary Service, launched in 2014, brings together students in need and SAMRA members 
who are able to give worthy students the opportunity to complete their undergraduate or postgraduate 
studies at an accredited Southern African Higher Education Institution while also gaining valuable work 
experience. Students who qualify submit their application forms online. SAMRA Organisation members 
can then access the submissions and contact students whom they would like to offer bursaries to. 
SAMRA members are encouraged to offer bursaries aimed at students who are studying business and 
management, advertising, marketing, public relations, psychology, information technology, economics, 
statistics, finance, sociology, anthropology, etc. and that include funding for tuition, books, residence 
and allowance. Bursaries are offered to final year undergraduate students or postgraduate students, who 
are in need of financial assistance and are studying at accredited Southern African Higher Education 
Institutions, for courses/programmes that include a research component, in the fields of business and 
management, advertising, marketing, public relations, psychology, information technology, economics, 
statistics, finance, sociology, anthropology, etc. Recipients must be willing to gain work experience with 
the funding organisation during their studies and after completion.

THE MaRkET RESEaRCH INdUSTRy IN 2015 aNd BEyoNd
As researchers, we often grapple with philosophical questions about our practice. We work ourselves into 
an analysis frenzy, losing ourselves and the bigger picture in the debate. We end up with a propensity for 
dichotomous thinking, and ironically that puts us in a perpetual cycle moving from one extreme to the other. 
Some things go better together, and in fact have to go together to maintain a balance and form a whole. We 
don’t have to categorise everything as mutually exclusive: Research AND Marketing, Rational AND Emotional, 
Results AND Interpretation, Insights AND Solutions, Quantitative AND Qualitative, Traditional AND Other, 
Primary AND Secondary, Good Sampling AND Big Data, Probabilistic AND Bayesian Reasoning, Simplicity AND 
Complexity, Art AND Science, Uncertainty AND Fact. This is TRUE genius.

We sometimes forget that there is a big difference between something that is simply new or even innovative 
and something that is evolutionary. Something is new when it has recently come into existence or use, or not 
seen or done before, unused. Innovative is the quality of an idea which is new and different. However, it is 
said that evolution is a slow process of change from one form or level to a better or higher one, or that brings 
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into being a superior or new order. It does not occur in a straight, steady progression but is marked by false 
starts and dead ends, random leaps in different directions, and long periods of no fruitful activity. Evolution is 
characterised primarily not by constant adaptation, but by the preservation of whatever is working well (http://
www.businessdirectory.com). 

Are we evolving as an industry?

Nate Silver wrote about prediction in his book The Signal and The Noise – The Art and Science of 
Prediction. The signal is the truth, and the noise is what distracts us from the truth. Distinguishing the 
signal from the noise determines the success of prediction, and requires both scientific knowledge 
and self-knowledge. If we are to describe the ever-changing truth truthfully, we have to describe the 
uncertainty, the luck, the risk involved, and not just the facts as we know them today. It is extremely rare, 
if not impossible, to know all the facts. In our business, if someone is 100% confident that they have all 
the facts, odds are they are wrong. It makes it easier to identify the signal, precisely because the signal 
exists in contrast to the noise.

So finally, a challenge to us all: 

Are you prepared to stop running in circles, challenge thumb-suck predictions and hit-and-miss insights and 
solutions, and instead, actually have the courage of your conviction to bet money on the outcome of your work?
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THE SaMRa CHaIRMaN’S REPoRT
The last year as Chair of the SAMRA Council has really been a great experience 
for me. The market research industry continues to change and as such face 
challenges. The economic downturn has impacted on the industry and with this 
comes cuts in client budgets, and the need to do conduct research ‘cheaper’. Partly 
due to this, there has been an increase in digital (including mobile) and online 
surveys, the move to shorter and faster surveys, and investment in systems and 
infrastructure that will cope with these initiatives. In the end, change and innovation 
is the only certainty for our industry. Change is upon us and we need to embrace 
the challenges that the notion of change brings. 

In 2012/2013, I presented a difficult set of financial statements, as SAMRA was 
in a loss making situation. In 2013/2014, it was a great pleasure to present a 
very different view. 

The main take outs are that SAMRA reported an improvement. 

•  Revenue was up 18.5%, driven by increased membership.

•  Cost of sales was down by 47.9%, driven by reduced conference costs and the yearbook costs that were 
not received in this financial period.

•  As for gross surplus, SAMRA was in a much better position by being up by 48.4% to R 1,681,972.

SAMRA has continued to focus on its members during 2013/2014. There has been a 7% growth in Organisation 
membership and an 8.6% growth in Independent membership from 2012/2013. There are almost 2,000 
Associate members. There are 57 SAMRA Accredited Marketing Researchers (SARs) from both client and 
supplier organisations. Our membership is growing.

Some of the key initiatives for this year were:

•  The SAMRA Annual Conference held at the Spier wine Estate in Stellenbosch. There were close to 160 
registered participants, from 6 countries, made of up 36% from client-side and 64% from research supplier-
side. The theme for this year’s conference was “A puzzling time for marketing research and solutions that 
matter”. For the first time in SAMRA history, we used an app for evaluating the presentations, providing the 
schedule, downloading the papers, speaker profile information, paper summaries and delegate profiles.

•  The Jubilee SAMRA Yearbook, a very special edition of the Yearbook, celebrated SAMRA being 50 years 
old. This edition of the Yearbook went back in time and took us through the history of research in the world, 
South Africa and SAMRA. It really was a trip down memory lane.

•  The SAMRA Qualitative Conference 2013 took place in Hermanus and Johannesburg. The theme was “It 
makes you think, doesn’t it…?” 

•  The Introduction to Ethics webinars continued throughout the year.

•  The SAMRA website had been under development for some time and was be launched at the end of 2014.
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•  We embarked on a national process to develop a qualification for Interviewers in South Africa. It is important 
that the industry supports this as it aims to facilitate the up-skilling of our interviewers, allowing us to 
leverage these skills. In the end we are hoping that only accredited interviewers will be used leading to 
better quality in the industry.

I would like to thank the SAMRA Board namely, Salomé Barnard, Mamapudi Nkgadima, Ineke Prinsloo, Elsa 
Thirion-Venter, Leonie Vorster and Jan Wegelin for all their support during this year. Through their efforts, 
strategic thinking and innovative ideas, SAMRA has grown immensely and will continue to do so in the future. 
I am sure that the new SAMRA Chair will continue to build upon the successes and challenges of the past.

financial repOrt summary

SAMRA continued to use ARB Auditors Inc. as the auditors and Venter & Prins as the bookkeepers during the 
2013/2014 financial period. SAMRA reported an improvement. A surplus of R 171 188 was made during the 
2013/2014 financial year compared to a loss of R 595 725 in the previous year. 

Revenue was up 18.5% and cost of sales down by 47.9%. The total cash at hand on 31 July 2014 was R 1 
459 517.49.

SAMRA obtained Directors’ and Officers’ Liability insurance and this was renewed in July 2014. The annual 
cost is R5700.00. The limit of indemnity is R5 000 000.00.

SAMRA’s total assets increased by 7.0% from R 1,294,928 in 2012/2013 to R 1,391,742 in 2013/2014. The Nett 
Asset Value in 2012/2013 was R 1,137,014 compared to R 1,310,324 in 2013/2014. This is a 13.2% increase.

Accounts receivable increased by 75.2% in 2013/2014 from R70,588 in 2012/2013 to R284,927 in 
2013/2014. This was due to the late invoicing of membership fees. In addition to that, we also had paid 
the deposit for the Annual Conference. There was no early invoicing as the Annual Conference was moved 
to later in the year (i.e. June 2014). Therefore, this impacted on the amount of cash that was available: a 
13.2% decrease.

The role of the treasurer has been and will be to continue to chase outstanding payments. Constant 
improvements to the current processes are being made to increase efficiency in this regard. The SAMRA Board 
took the decision not to write off any debt during this period but instead the SAMRA Board took the decision to 
hand accounts over for debt collection. 

A further measure of ensuring SAMRA collects its debt is for the Annual Conference the booking terms will 
require a refundable deposit before visa letter for international bookings, and for all non-members outside 
South Africa.

SAMRA’s gross profit for 2013/2014 increased by 48.8% to R 1,681,972 in 2013/2014 compared to R 
861,399 in 2012/2013. We are starting to see the efficiencies of the restructuring of membership.

The investment revenue decreased by 20.1% in 2013/2014, from R 58,101 in 2012/2013 to R 46,405 in 
2013/2014.

The annual conference brought in more revenue in 2013/2014 compared with the previous conference. There 
was an 84.3% increase in revenue.  
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The number of membership subscriptions increased by 44.4% in 2013/2014. The revenue was R 862,362 
compared to R 535,122 in 2012/2013.
 
However as our number of membership subscriptions increased in 2013/2014, the trade receivables increased 
to R 122,696 in 2013/2014 compared to R 52,589 in 2012/2013. This is because the invoicing was done late, 
in November for Independent Members, and it is really hard to collect at this time due to the end-of-year period 
and then moving into the start of school, etc. In future, we will avoid invoicing our members too late in the year.

SAMRA made an operating profit of R 171,188 – a 448% increase year-on-year. SAMRA managed to control 
the expenses during this period with a minimal increase. The total expenses for the 2013/2014 were R 
1,557,188 compared to R 1,515,225 in 2012/2013: a difference of R 41,963, or a 2.7% increase. There 
are a few expenses I would like to mention that increased or decreased significantly over the financial period:

•  SAMRA did not make use of any external marketing companies so this brought the Advertising and 
Marketing fees down dramatically in 2013/2014.

•  Employee costs were up due to annual salary adjustments and bonuses.

•  There is also a significant decrease in the SAMRA Annual Conference cost of sales between the two 
financial periods. In 2012/2013 it was R 846,853 compared to R 442,121 in 2013/2014. This is because 
the bookings were done later in this period.

•  There was a significant decrease in the costs associated with the Yearbook in 2013/2014. This is because 
the invoice was received in the next financial year 2014/2015.

•  SAMRA did not make any purchases of plant & equipment during this period. Therefore, the cost between 
the two financial periods remained unchanged. 

•  The Website costs were increased due to SAMRA getting an external company to upgrade the website in 
2013/2014.

The financial statements for 2013 / 2014 were approved at the SAMRA Annual General Meeting on 7 August 2014.
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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 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.
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Professional  Members who achieve a certain level of competence and standing in the industry are
Recognition  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.

 
SAMRA Red List  The SAMRA Red List is a database of individuals who have opted out of participation in 

all research conducted by SAMRA Red List subscribers, thereby centralising opting-
out at a regional level. This online verification service, available at www.samraonline.
co.za, is free for SAMRA members, and includes a public interface to opt out online  
(see www.samraredlist.co.za), as well as the option to generate a unique link for use by 
researchers as part of online and emailed surveys. Use of the service will become compulsory 
for SAMRA Organisation members, to ensure that we fulfil or self-regulation mandate.

 
SAMRA Research The SAMRA Research Participant List is an online database service that tracks research 
Participant Database  participation nationally and allows subscribers to verify if a person has participated in 

research within the 6 months preceding the date of verification. This service, available at 
www.samraonline.co.za, requires annual licensing and pay-as-you-go, and aims to root 
out fraudulent, unethical and poor quality research participant recruiting.

 
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 SAMRA Journal of Marketing Research

	 •  Newsflashes to update stakeholders

	 •  The SAMRA Yearbook
 
Professional SAMRA hosts an annual conference, with eminent speakers from South Africa and 
Development  abroad. Other professional development events include interest group events, 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 Advertising and sponsorships are available in SAMRA publications (e.g. the SAMRA 
Sponsorship Journal of Marketing Research, the SAMRA Yearbook, and SAMRA Newsletters), on the 
Opportunities  SAMRA website, or at SAMRA events (e.g. registration area, venue, catering, 

presentation area, gifts, etc.). These opportunities are available to organisations that 
do or use marketing research (members only), have positions available in marketing 
research (members only), offer industry-relevant training courses and other learning 
opportunities, supply research-relevant goods or services to the industry (e.g. focus 
group discussion venues, ICT, freelancers), etc.
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Interest Groups  A number of Interest Groups have formed to discuss common interests, learn, network, 
and share resources, 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, Student and 
Qualitative Research interest groups.

SaMRa GovERNaNCE
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. In 2002, SAMRA registered as a Section 21 Company.

Today, SAMRA is a registered non-profit company, and remains a voluntary association of research 
organisations and researchers who conduct market research, including marketing research, business research, 
organisational research, social research and opinion polling research, both as suppliers and users of research. 
The organisation is managed by a Board of Directors in ten representative seats, most of whom are elected by 
the members at the Annual General Meeting. The SAMRA Chief Executive Officer is responsible for the day-to-
day operations of the association.

SAMRA operates across Southern Africa from our Johannesburg office, with the support of local event 
ambassadors from our membership. The SAMRA Memorandum of Incorporation and Company Rules are 
available on the SAMRA website or from the SAMRA office.
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samra BOarD memBers (2014/2015)

 Ineke Prinsloo
 Zurich Insurance Company South Africa 
 Chairman 
 Director: Small Research Users

 Alexan Carrilho
 Ipsos South Africa
 Immediate Past Chair and Treasurer
 Director: Large Research Suppliers 

 Mamapudi Nkgadima
 African Response 
 Incoming Chairman 
 Director: Medium Research Suppliers

 Shaun Naidoo
 Answered 
 Director: Small Business and Freelance Research Suppliers

 Salomé Barnard
 Telkom SA 
 Director: Large Research Users

 Elsa Thirion-Venter
 MarkData 
 Director: Academia

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

1963/64 Prof Chris De Coning 1990/91 Mr Reinhold Ratz

1964/65 Prof Chris De Coning 1991/92 Mrs Jean Green

1965/66 Ms Lulu Grobbelaar (Kristein) 1992/93 Mrs Jean Green

1966/67 Dr Wally Langschmidt 1993/94 Mrs Shirley Harding

1967/68 Dr Wally Langschmidt 1994/95 Mrs Shirley Harding

1968/69 Mr Richard Beford 1995/96 Mr Maurice Britten

1969/70 Mr Tim Cooke 1996/97 Mr Maurice Britten

1970/71 Mr Peter Hume 1997/98 Ms Elaine Alder

1971/72 Mr Nick Green 1998/99 Ms Elaine Alder

1972/73 Mr Bill Hunt 1999/00 Ms Elaine Alder

1973/74 Mr Brian Butler 2000/01 Ms Margaret Constantaras

1974/75 Mr Claude Heimann 2001/02 Ms Heather Kennedy

1975/76 Mrs Pat Van Der Reis 2002/03 Mr Sifiso Falala

1976/77 Mr Clive Corder 2003/04 Mr Sifiso Falala

1977/78 Mr Brian Pitman 2004/05 Mr Gordon Hooper

1978/79 Mr Ian Byers 2005/06 Mr Schalk van Vuuren

1979/80 Mr Ian Byers 2006/07 Mrs Shirley Benney

1980/81 Mr Gordon Haymes 2007/08 Ms Leonie Vorster

1981/82 Mr Gordon Haymes 2008/09 Mr Niel Victor

1982/83 Mrs Caroline Harben 2009/10 Ms Salomé Barnard

1983/84 Mrs Caroline Harben 2010/11 Ms Elsa Thirion-Venter

1984/85 Dr Hein Oosthuizen 2011/12 Prof Adré Schreuder

1985/86 Mr Martin Slack 2012/13 Mr Jan Wegelin

1986/87 Mr Martin Slack 2013/14 Ms Alexan Carrilho

1987/88 Mr Neil Higgs 2014/15 Ms Ineke Prinsloo

1988/89 Mr Neil Higgs  

1989/90 Mr Reinhold Ratz  
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IT’S TIME FOR CELEBRATION
For 40 years, we have been at your side, thanks to the knowledge 
and dedication of our experts, deciphering the world, its evolution, 
its individuals. Today, everything moves faster. The world is chang-
ing. Everyone is changing. Ipsos is changing.

It’s time to celebrate the change.
We deliver the intelligence that will shed light on the decision you 
need to take to move forward.

We are Game Changers
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sAmrA members 
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•	 Activquest
•	 Africa	Analysis
•	 African	Bank
•	 African	Response
•	 Answered
•	 ASARA	IT	and	Data
•	 Ask	Afrika
•	 Bateleur	Brand	Planning
•	 Business	Enterprises	at	University	of	Pretoria
•	 Beyond	Insights
•	 Blue	Jackal	Technologies
•	 BMi	Research
•	 BMi	Sport	Info
•	 BMi–Techknowledge
•	 Business	DNA
•	 Business	Intelligence	Africa
•	 Carnelley	Rangecroft	Consultancy
•	 CFS	Consulting
•	 CIA
•	 Citizen	Surveys
•	 Columinate
•	 Confluence
•	 Consulta
•	 Consumer	Conversations
•	 Dashboard	Marketing	Intelligence
•	 Evolve	Research
•	 The	Exploration	Station
•	 Eyes	and	Ears	Marketing	Services
•	 Foshizi
•	 Fresh	Thinking	Capital
•	 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
•	 Ifeedback
•	 Ignite	Research
•	 Imagine	Nation	Alliance
•	 Imvunge	Consulting
•	 Inquba
•	 Insight	Survey
•	 Integreon	Managed	Solutions
•	 Interact	RDT
•	 Ipsos	South	Africa
•	 KLA
•	 Knowledge	Research	and	Consultancy

•	 KPI	Research	&	Strategy
•	 Lida	Groenewald	Research	Consultants
•	 Livingfacts
•	 Lodestar	Marketing	Research
•	 Markdata
•	 Masutane	Consulting	Services
•	 Millward	Brown	South	Africa
•	 MQ	Market	Intelligence
•	 MSSA
•	 Mthente	Research	&	Consulting	Services
•	 Nedbank
•	 Nielsen
•	 Nutshell
•	 Partners	In	Research
•	 Peppercorn	Research
•	 Pernod	Ricard	South	Africa
•	 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
•	 SAB
•	 SADC	Research	Centre
•	 Sentinel	Consulting
•	 Skhunyana	Training	Consultants
•	 Social	Survey
•	 Soft	Craft	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
•	 Vibrand	Research
•	 Vision	Africa	Research	Services	Namibia
•	 Yellowwood
•	 Zanusi	Brand	Solutions
•	 Zurich	Insurance	Company	South	Africa	

samra OrganisatiOn memBers (as at 6 march 2015)
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•	 Kevin	Abraham
•	 Danny	Abreu
•	 Carol	Affleck
•	 Mike	Aitken
•	 Venetia	Amato
•	 Matt	Angus-Hammond
•	 San-Marié	Aucamp
•	 Ernest	Bagopi
•	 Quinta	Bekker
•	 Shirley	Benney
•	 Kobus	Boshoff
•	 Anita	Botha
•	 Jackie	Botha
•	 Esther	Brain
•	 Desiree	Brookes
•	 Beverley	Buchanan
•	 Sue	Burns
•	 Miroslav	Canak
•	 Bradford	Carelse
•	 Teboho	Chalale
•	 Josphat	Chanaiwa
•	 Mike	Charnas
•	 Mmabatho	Chiloane
•	 Christele	Chokossa
•	 Margie	Constantaras
•	 Barbara	Cooke
•	 Tim	Cooke
•	 Billy	Coop
•	 Clive	Corder
•	 Helene	Coric
•	 Inka	Crosswaite
•	 Jani	de	Kock
•	 Annalize	de	Klerk
•	 Ilja	de	Boer
•	 Alana	Dell
•	 Jane	Delorie
•	 Lizalle	Delport
•	 Jackie	Dhaeyere
•	 Zandile	Dhlamini
•	 Segametsi	Diitlhale
•	 Marne	Dirks
•	 Tebatso	Disemelo
•	 Nomfundo	Dlamini
•	 Jean	Dommisse
•	 Marianne	Du	Plessis
•	 Tammy	du	Preez
•	 Mathilda	du	Preez
•	 Graham	Easton
•	 Cees	Faber
•	 Magdel	Fick

•	 Linda	Findlay
•	 Erica	Fourie
•	 Howard	Fox
•	 Andrew	Fulton
•	 John	Gachelin
•	 Rebone	Gcabo
•	 Lorraine	Geel
•	 Sophia	Giani
•	 Nonhlanhla	Ginindza
•	 Ryan	Gould
•	 Roshika	Gounden
•	 Duscha	Govender
•	 Nicky	Graf
•	 Jean	Green
•	 Saberah	Gumede
•	 Mamodiehi	Gwala
•	 Charmaine	Haarhoff
•	 Caroline	Harben
•	 Mary	Hargreaves
•	 Grant	Hatch
•	 Johan	Hattingh
•	 Therese	Havenga
•	 Norbert	Haydam
•	 Claude	Heimann
•	 Frikkie	Herbst
•	 Peter	Highley
•	 Jenny	Highley
•	 Thebe	Ikalafeng
•	 Jennifer	James
•	 Ian	Jeffrey
•	 Trevor	Kaseke
•	 Laura	Kaufman
•	 Meredith	Keegan
•	 Heather	Kennedy
•	 Alex	Kessel
•	 Lucia	Kgagudi
•	 Marna	Kirchner
•	 Craig	Kolb
•	 Sjoerd	Koornstra
•	 Chris	Kriel
•	 Linda	Kuiper
•	 Kathryn	Kure
•	 Henri	Lamaletie-Lamy
•	 Grant	Lindhorst
•	 Marina	Lombard
•	 Jason	Love
•	 Deirdre	Lubbe
•	 Sipho	Mabika
•	 Yashvir	Maharaj
•	 Patrizia	Male

samra inDepenDent memBers (as at 6 march 2015)
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•	 Wahid	Manaye	Shiferaw	Shiferaw
•	 Sravanthi	Mandala
•	 Yolande	Maree
•	 Moowa	Masani
•	 S’onqoba	Maseko
•	 Edward	Masemola
•	 Warren	Matodes
•	 Mietjie	Mbatha
•	 Thecla	Mbongue
•	 Althea	McCourt
•	 Rosemary	McHarg
•	 Justine	McKellar	McKellar
•	 Craig	Melling-Williams
•	 Hildy	Menelaou
•	 Annemarie	Meyer
•	 Mamta	Mithal
•	 Mafiri	Moeng
•	 Susan	Moerdyk
•	 Dipti	Mohanty
•	 Kriyanka	Moodley
•	 Dale	Morton
•	 Aleseng	Moshoette
•	 Edwina	Movundlela
•	 Takalani	Mudzanani
•	 Chuck	Muller
•	 Lee-Ann	Munetsi
•	 Patience	Muyambo
•	 Firdaus	Natha
•	 Sebastian	Ndayi
•	 Kimondo	Ndungu
•	 Lynette	Nicholson
•	 Jane	Nzomo
•	 Abdi	Nzori
•	 Brian	Olson
•	 Lee-Ann	O’Ryan
•	 Nurjehaan	Parkar
•	 Rebecca	Peters
•	 David	Phiri
•	 Edwina	Pietersen
•	 Jason	Pillay
•	 Nimalan	Pillay
•	 Jacolize	Poalses
•	 Kami	Pregaladhan
•	 Wellington	Radu
•	 Lukey	Raganya
•	 Sandra	Reinbrech
•	 Erwin	Rode
•	 Oliver	Ronaldson
•	 Thabiso	Rulashe
•	 Nnono	Shai
•	 Alison	Shaw
•	 Nomahlubi	Simamane

•	 Anthea	Simoes
•	 Alexius	Sithole
•	 Thuba	Sithole
•	 Lungy	Siwela
•	 Gavin	Sobey
•	 Jill	Solomon
•	 Ash	Somary
•	 Philip	Sparks
•	 Christine	Stearman
•	 Pieter	Steenkamp
•	 Helen	Strong
•	 Marilette	Swart
•	 Marlize	Terblanche-Smit
•	 Helena	Theron
•	 Annamarie	Theron
•	 Deon	Tustin
•	 Nozuko	Twala
•	 Ziegfried	van	Huyssteen
•	 Hennie	van	Niekerk
•	 Corine	van	Erkom	Schurink
•	 Suzette	van	Zyl
•	 Lynette	van	Duyn
•	 Peter	van	Laar
•	 Casper	Venter
•	 Megan	Vercueil
•	 Soraiya	Verjee
•	 Jean	Vincent	Staub
•	 Mariana	Visser
•	 Monica	Waisman
•	 Candice	Watt
•	 Davin	Webster
•	 Joe	Wolhuter
•	 Shameen	Yacoob
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sAmrA ProfessionAl recognition 
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SaMRa HoNoUR RoLL
The SAMRA Board, 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:

•	 Ms	Shirley	Benney	(2012)
•	 Ms	Alex	Kessel	(2008)
•	 Ms	Heather	Kennedy	(2003)
•	 Mr	Erik	Du	Plessis	(2003)
•	 Mr	Neil	Higgs	(1995)

•	 Mrs	Jean	Green	(1995)
•	 Ms	Monica	Waisman	(1993)
•	 Mr	Tim	Cooke	(1992)
•	 Dr	Clive	Corder	(1992)
•	 Ms	Caroline	Harben	(1992)

•	 Ms	Barbara	Cooke	(1992)
•	 Mr	Casper	Venter	(1985)
•	 Mr	Claude	Heimann	(1981)

samra accreDiteD marketing researchers (sars)
(as at 28 feBruary 2015)

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 poor ethical conduct 
during the past 3 years

The following SAMRA members have been granted SAMRA Accredited Marketing Researcher (SAR) status:

•	 Jacobus	(Kobus)	Badenhorst
•	 Salome	Barnard
•	 Joseph	(Joe)	Boniaszczuk
•	 Duncan	Brett
•	 Liza	Burmeister
•	 Michael	Charnas
•	 Gregory	Classen
•	 Margaret	Constantaras
•	 William	Coop
•	 Evangelia	(Angela)	de	Abreu
•	 Karin	Du	Chenne
•	 Sifiso	Falala
•	 Sabine	Frielinghaus
•	 Patson	Gasura
•	 Sophia	Giani
•	 Jacqueline	(Jacqui)	Greeff
•	 Johannes	(Johan)	Grobler
•	 Promise	Gumbo
•	 Norbert	Haydam

•	 Neil	Higgs
•	 Peter	Highley
•	 Jennifer	(Jenny)	Highley
•	 Helena	Janse	van	Rensburg
•	 Ian	Jeffrey
•	 Laura	Kaufman
•	 Marna	Kirchner
•	 Marylou		Kneale
•	 Emmarentia	Kramer
•	 Lizette	Kritzinger
•	 Susan	(Sue)	Lerena
•	 Grant	Lindhorst
•	 Rosemary	McHarg
•	 Hendrik	Mentz
•	 Amina	Mohamed
•	 Lee-Ann	Munetsi
•	 Itayi	Mutsonziwa
•	 Andries	Noeth
•	 Ngonidzaishe	Nyambuya

•	 Dobroslaw	Pater
•	 Kaminthia	(Kami)	Pregaladhan
•	 Andrea	Rademeyer
•	 Lucas	Raganya
•	 Sandra	Reinbrech
•	 Alison	Rice
•	 Anne		Roberts
•	 Grant	Robertson
•	 Adre	Schreuder
•	 Lauren	Schurink
•	 Christine	Smit
•	 Marelize		Snyman
•	 Jillian	(Jill)	Solomon
•	 Richard	Stewart
•	 Elsa	Thirion-Venter
•	 Joanne	van	Schaardenburg
•	 Sara	Webster
•	 Jan	Wegelin
•	 Andre	Wills
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SaMRa PaRTNERS 
(as at 28 feBruary 2015)

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:

•	 Danny	Abreu
•	 Carol	Affleck
•	 Brad	Aigner
•	 Elaine	Alder
•	 Angelique	Amado
•	 Venetia	Amato
•	 Althea	Bacchialoni
•	 Quinta	Bekker
•	 Preena	Bhoola
•	 Michelle	Boehme
•	 Dawn	Brookes
•	 Nicola	Brown	(Regnart)
•	 Sue	Burns
•	 Patrick	Busschau
•	 Alexan	Carrilho
•	 Catherine	Cunliffe
•	 Esmé	Deken
•	 Lizalle	Delport
•	 Jane	Diakakis
•	 Cletus	Dube
•	 Patrick	Dunn
•	 Cees	Faber
•	 Charles	Foster
•	 Howard	Fox
•	 Bradley	Futter
•	 Chris	Gabriel
•	 Nissar	Goolam
•	 Roshika	Gounden
•	 Duscha	Govender
•	 Gary	Greenfield
•	 Lida	Groenewald
•	 Amanda	Hamilton-Attwell
•	 Trevor	Hanekom
•	 Kim	Hanekom

•	 Trudi	Hanson
•	 Shirley	Harding
•	 Mari	Harris
•	 Bill	Harris
•	 Harald	Hasselmann
•	 Therese	Havenga
•	 Deon	Herbst
•	 Gordon	Hooper
•	 Jude	James
•	 Jennifer	James
•	 Sylvia	Jones
•	 Zanné	Jordaan
•	 Antje	Kesselmann
•	 Christie	Keulder
•	 George	Klein
•	 Monique	Leech
•	 Nina	Lewin
•	 Marina	Lombard
•	 Deirdre	Lubbe
•	 Danny	Manuell
•	 Aggrey	Maposa
•	 Anina	Maree
•	 Stephanie	Matterson
•	 Hildy	Menelaou
•	 Mamta	Mithal
•	 Dale	Morton
•	 Lebo	Motshegoa
•	 Chuck	Muller
•	 Sagaran	Naidoo
•	 Mamapudi	Nkgadima
•	 Rafal	Pasich
•	 Adhil	Patel
•	 Gareth	Pearson
•	 Ipeleng	Penyenye

•	 Sharon	Peskin
•	 Jabulani	Phakathi
•	 Henk	Pretorius
•	 Dirk	Prinsloo
•	 Carol	Rangecroft
•	 Leonie	Richter
•	 Oliver	Ronaldson
•	 Nicolene	Rossouw
•	 Bev	Russell
•	 Sue	Scott
•	 Peter	Scott-Wilson
•	 Peter	Searll
•	 Elna	Smit
•	 Janine	Snyman
•	 Gavin	Sobey
•	 Petar	Soldo
•	 Lizl	Stoman
•	 Helen	Strong
•	 Annamarie	Theron
•	 Helena	Theron
•	 Deon	Tustin
•	 Lesley	Van	Der	Walt
•	 Hendrik	Van	Blerk
•	 Lesley	Van	Buuren
•	 Peter	van	Laar
•	 Lynette	van	Duyn
•	 Suzette	van	Zyl
•	 Corine	van	Erkom	Schurink
•	 Heike	Viviers
•	 Alastair	Walmsley
•	 Lorraine	Walton
•	 Joe	Wolhuter
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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

. .



SAMRA 2014 • 29

sAmrA ethics

• 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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samra anD 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 https://www.esomar.org/knowledge-and-standards/codes-and-guidelines.php 

•	 ESOMAR/GRBN	Guideline	for	Online	Sample	Quality

•	 ESOMAR	Data	Protection	Checklist

•	 ESOMAR/WAPOR	Guideline	on	Opinion	Polls	and	Published	Surveys

•	 ESOMAR	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

•	 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.



38 • SAMRA 2014

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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samra ethics checklist fOr puBlishing 
oPINIoN PoLLING aNd SURvEy RESULTS

Based on the ICC/ESOMAR International Code on Market and Social Research, 2008

The validity and value of public opinion surveys depend on:

- Research technique
- Honesty and objectivity
- Presentation and use of findings

Findings, interpretation of findings and recommendations must be clearly distinguishable 
from each other.

Researchers must be consulted about the form and content of publication.

Published results must not be misleading.

Conclusions must be adequately supported by the data.

Any recommendations for a standard publication format in print must take account of the different 
styles, layouts, etc. of widely varying types of publication.

The percentages of participants who give ‘don’t know’ answers (and in the case of voting-intention 
studies, of those who say they will not vote) must always be given where they are likely to affect the 
interpretation of the findings significantly. When comparing the findings from different surveys, any 
changes (other than minor ones) in these percentages must also be indicated.

Whatever information may be given in the published report of the survey, the publisher and/or the 
research organisation involved must be prepared on request to supply the information.

Technical information necessary to assess the validity of published findings must be available.

Published findings must state clearly: 

(a)  the name of the research organisation carrying out the survey;

(b) the universe effectively represented (i.e. who was interviewed);

(c)  the achieved sample size (number of interviews actually reported) and its geographical coverage 
(broad regions of the country – national or other such as urban areas only or a specific geographical 
area – represented) and the number of sampling locations used as an indication of the adequacy of 
the sample design;

(d)  the dates of fieldwork;

(e)  the sampling method used (and in the case of full random probability samples the response rate 
achieved);

(f) the method by which the information was collected (face-to-face, telephone interview, internet panel etc.);

(g) whether weighting procedures or other statistical methods were used to adjust the results and the 
universe used for the weights, and it is recommended that the raw data is made available wherever the 
findings reported differ substantially from the raw data collected in the field.
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(h) the relevant questions asked. In order to avoid possible ambiguity and misunderstanding the actual 
wording of the question should be given unless this is a standard question already familiar to the 
audience or it is given in a previously published report to which reference is made. This is particularly 
important where the actual wording of the question is critical to the interpretation of the findings, 
and where the reported answers can be affected by the precise form of the question or its context – 
especially on politically or socially sensitive issues.

Except where:
-  The survey reported on is very extensive and complex and where the media report can therefore 

provide only a relatively brief overview of the total survey
-  Where an article summarises the results of a number of surveys, when again it would be too 

complicated to give all the key information for each of the surveys referred to. Also, where a given 
survey is reported on ‘serially’ (for example in the course of several consecutive issues of a newspaper) 
it might be unnecessary to repeat all the technical details in every issue.

-  In the case of broadcast media, it may not always be possible to give information on all the above 
points. As a minimum, points (a) through (f) above must be covered in any broadcast reference to the 
findings of a public opinion poll, preferably in visual (written) form where practical.

in which case the reader who wants additional information should be told how and where to get it.
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samra guiDeline fOr research with chilDren 
in sOuth africa

Approved on 24 February 2015

a sOuth african DefinitiOn Of chilDren fOr the purpOse Of DOing 
RESEaRCH

The SAMRA/ICC/ESOMAR Code of Conduct states that 14 is the cut-point for defining a child and thus also for 
obtaining parental/guardian consent, if no legislation specifies otherwise in the country where the research is 
done. South African legislation defines a child in many ways, ranging from 12 to 18:

•	 Age	of	majority	–	18	(this	was	21	until	2007)
•	 Voting	age	–	18
•	 Drinking	age	–	18
•	 Sexual	consent	age	–	16
•	 Children	under	12	are	presumed	by	the	law	to	be	incapable	of	consenting	

Thus, determining when parental/guardian consent is required for research is not clear-cut across all contexts 
in South Africa. If a child can consent to sex at the age of 16, then one could argue that you do not need 
parental consent for research regarding sexual behaviour. 

Special care should be taken in instances where sensitive information is being gathered. Sensitive information 
includes information about:

•	 	Sex,	health	(incl.	physical	and	mental	health	or	condition),	politics,	religion,	civil	participation	(e.g.	student	
union affiliation), and related beliefs and behaviour

•	 Illegal	activities	(e.g.	under-age	drinking,	the	commission	or	alleged	commission	of	any	offence/crime,	etc.)
•	 Racial	or	ethnic	origin

The following guideline can be used for interviewing children of various ages:

•	 From	18	years	old,	and	older:	no	parental	consent	required
•	 	16	up	to	18	years	old:	parental	consent	required	for	sensitive	information,	excluding	sex	and	drinking	behaviour
•	 	14	up	to	16	years	old:	parental	consent	required	for	sensitive	information,	and	preferred	for	all	other	information
•	 12	up	to	14	years	old:	parental	consent	required	irrespective	of	the	type	of	information
•	 Under	12	years	old:	parental	consent	required	irrespective	of	the	type	of	information

Specific requirements are discussed in the SAMRA/ICC/ESOMAR Code of Conduct Guidelines on Interviewing 
Children and Young People.

research with chilD-heaDeD hOusehOlDs

In 2010, around 229,000 households were headed by children (1.6% of households) (Eighty Twenty)

In terms of the SAMRA/ICC/ESOMAR Code of Conduct, the pertinent ethical principles are that:
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•	 Research	respondents	must	remain	anonymous
•	 Permission	from	parents/legal	guardians	to	interview	a	child	is	required	for	children	under	14

An under-aged ‘head of household’ should have a legal guardian, either in the form of a relative that is of age, 
or in the case where no relative exists, the child should be under state care. However, due to factors such as 
migration and HIV/AIDS deaths, children are heading households consisting of children, their nearest adult 
relatives are very difficult to contact as they are often in inaccessible rural areas, and these children (and often 
the teachers, researchers, government social services, other adults, etc. that know about them) do not want to 
involve the state as it would break up a family that is, for practical purposes, functioning relatively well under 
the circumstances. 

A researcher wishing to interview a child in a child-headed household should determine how the children sustain 
the household financially. A school, clinic or social services department may be involved financially, and may thus 
act as (legal or de facto) guardians, in which case they can be contacted for permission to interview the child. 

For example, if social services or the school know about the household, and are providing financial support, 
and the child/ren are legally under state care, this is not a problem. If the social services department/school/
etc. is supporting them, they should know who the legal guardian is, or the child should be temporarily under 
state care until such time as a legal guardian is appointed. If they do not, then, unfortunately, they are acting 
illegally by not ‘reporting’ the case and taking the necessary legal route to place the children in state/an adult’s 
care. A whole host of moral, ethical and legal questions then come to play, such as, the best interest of the 
child, whether the researcher is acting illegally and/or unethically by not reporting the case, whether the school 
or social services are acting illegally and/or unethically, etc. It is often based on the first issue (the best interest 
of the child) that social services/schools ‘turn a blind eye’.

aDDitiOnal sOurces Of infOrmatiOn

http://www.ci.org.za/depts/ci/pubs/pdf/resources/guides/Ages%20Guide%20April%202011%20e-version.pdf
South African Department of Social Development (http://www.dsd.gov.za/)
The South African Council for the Social Service Professions  (http://www.sacssp.co.za/)
Any of the Universities that train social workers (http://www.hesa.org.za/sa-universities/all-campuses) 
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samra guiDelines fOr qualitative research 
PaRTICIPaNT RECRUITMENT

Approved on 13 November 2013

1. research participant recruiter prOfile

Research participant recruiting is any form of contact with (potential) research participants (incl. individuals 
or organisations) in order to collect information from them, for research purposes during a data collection 
event (e.g. focus group interview or In-Depth Interview). In this document, ‘client’ refers to any individual or 
organisation that makes use of a research participant recruiter (i.e. recruiter client). ‘Recruiter’ should be 
interpreted as including ‘recruitment agency’.

What makes a recruiter great?

Skills Knowledge Personal Characteristics

•	 	Plan,	organise	and	schedule	–	
work methodically 

•	 	Time	management	
•	 Multi-tasking	
•	 Lateral	thinking
•	 	Very	good	communication	

skills (incl. telephonically and 
face to face) 

•	 	Etiquette	on	the	phone	
with clients and research 
participants

•	 	Interpersonal/People	skills
•	 	Assessing	people	and	

personalities
•	 	Administration	and	project	

management
•	 	Developing	partnerships	and	

networks 
•	 	Listening	to	others	(incl.	potential	

research participants and 
particularly the voice of sub-
contractors who are familiar with 
a particular territory)

•	 	Computer	literate	(email,	
spreadsheets) 

•	 	Asking	questions	to	fully	
understand the brief

•	 	Giving	directions	to	late	/	lost	
research participants

•	 	LSMs,	LSM	criteria	and	
income criteria 

•	 	Recruitment	and	research	
process and methodology

•	 Qualitative	research
•	 	Demographics	(of	South	

Africa, if recruiting nationally, 
and with a local partner, if 
recruiting internationally)

•	 	How	a	group	works	(incl.	have	
been to a group)

•	 The	purpose	of	the	research	
•	 Briefing	requirements
•	 Some	marketing	knowledge
•	 Location	of	venues	

•	 Able	to	handle	stress	
•	 	Accept	that	recruiting	is	not	

easy and can mean odd hours 
of work 

•	 Respect	for	others	
•	 Intuition
•	 Determination	
•	 Diligent
•	 Patience	and	understanding
•	 	Integrity,	honesty,	

professional, ethical, 
trustworthy

•	 Attention	to	detail
•	 Able	to	work	independently	
•	 Flexibility	
•	 Extrovert
•	 Talkative
•	 Persevering
•	 Punctual
•	 Available
•	 	A	sense	of	humour	and	a	skin	

as thick as a rhino also helps
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2. RESEaRCH PaRTICIPaNT RECRUITING STaNdaRdS

The following terms and conditions and service standards are suggested when contracting with a client to 
supply research participant recruiting services:

2.1 Briefing and Contracts/Service level agreements

•	 	The	terms	and	conditions	and	service	 levels	must	be	agreed	contractually	before	work	commences,	by	
means of a signed, legal contract or service level agreement. 

•	 	Good	practice	dictates	that	recruiters	should	always	have	the	exact	brief	and	job	specifications	in	writing	
and should clarify these before commencing. These should include at the very least the purpose of the 
research, the thinking behind the project, and the required research participant profile, provided that all 
existing confidentiality agreements are upheld. 

•	 	A	recruitment	job	cannot	be	put	in	field	based	on	an	e-mail	and	attachment	sent.	Each	job	should	be	briefed	
in writing, and telephonically or personally, if not a repeat job.

•	 	Ideally,	a	quote	should	be	submitted	for	each	job	stipulating	the	data	collection	events,	times,	numbers,	
demographics, incentives and recruitment costs, etc. to avoid any confusion. 

•	 	The	briefing	documents	and	quote	can	form	the	basis	of	the	contract	or	service	level	agreement	between	
the recruiter and the client.

2.2 Recruitment Fees

•	 Recruitment	fees	should	be	agreed	upfront.	

•	 Higher	fees	that	are	charged	for	more	difficult	recruits	and	list	recruiting	should	be	specified.

•	 	Recruiters	generally	pay	sub-contractors,	which	may	require	a	14	to	30	day	maximum	payment	period.	
There is no contractual agreement between the client and a recruiter’s sub-contractors. Recruiters should 
have a separate service level agreement with sub-contractors that meets the requirements of the recruiter’s 
service level agreement with their client.

•	 	When	a	project	is	done	in	stages,	for	example,	by	province,	the	recruiters	should	be	paid	for	work	completed	
in stages, and not have to wait until the entire project is completed. Especially for large and lengthy projects 
payment should be made in stages and not only at the end of a project, which could continue for months.

•	 	Payment	should	not	be	linked	to	when	the	client	receives	payment	from	their	client.	Work	that	is	completed	
and invoiced in time for the agreed payment cycle should be paid. Payment for services rendered by a 
recruiter should not be withheld on the basis of non-payment by another party.

•	 	Any	queries	about	recruitment	quality	should	be	discussed	before	refusal	to	pay,	and	refusal	to	pay	can	only	
be based on proof or evidence.
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2.3 Cancellation and Modification Fees

Cancellation and Modification Fees are charged in accordance with the service level agreement between the 
recruiter and client. For example, if:

•	 	A	data	collection	event	time	or	date	is	changed,	and	provided	the	changes	are	made	within	an	agreed	time	
limit. The candidates who confirmed should be re-contacted, and that can result in cancellations, as the 
new date or time might not suit them, resulting in a need to replace the candidate. A 10% to 20% fee per 
research participant may be charged for making the change, to cover time and telephone costs. In addition, 
a 50% to 100% fee may apply to all research participants who cancel if the move is being made more 
than 48 hours before the original time and date of the data collection event, and 100% of the recruitment 
fee may be payable for all research participants who cancel if a change is made less than 48 hours of the 
original time and date and/or for any research participants who must be replaced. The recruiter should be 
paid for all correctly recruited research participants that can or cannot make it to a changed data collection 
event, and for correct replacements for research participants unable to make the original agreed event or 
the changed event. If a client makes a change with a research participant directly, the recruiter cannot 
charge for the change. 

•	 	A	data	collection	event	 is	cancelled	 (or	put	on	hold	 indefinitely).	The	client	may	be	charged	50%	 for	a	
cancelled data collection event, if more than 48 hours before the data collection event, and 100% if 
less than 48 hours before the data collection event for all or any research participants already recruited. 
Cancellation fees only apply to research participants whose details have been submitted to the client and 
confirmed as being correct.

•	 	Recruitment	 criteria	 are	 changed	 (e.g.	 race,	 age,	 gender,	 products	used)	 after	 the	 job	has	been	put	 in	
field. The client is charged 100% of all or any research participants recruited. Recruiters furnish recruited 
research participant details at the time of cancellation.

2.4 Time for Recruiting
 
•	 	Recruiters	and	their	clients	should	agree	on	the	time	frame	for	recruitment	and	this	should	be	included	in	

the service level agreement. 

•	 	Although	no	minimum	number	of	days	can	be	prescribed,	recruiters	in	general	need	a	minimum	of	7	full	
days for recruitment. Thus, if the job is briefed in on a Wednesday, the first data collection event should be 
no sooner than the next Wednesday. There should be a minimum of 10 days in field for lists and specific 
occupations such as doctors and CEOs of companies.

2.5 List Recruiting

•	 	Due	to	the	complexities,	costly	time	and	telephone	costs	 involved,	 list	recruiting	 is	charged	at	a	premium.	
Generally, recruiting upper LSM people off lists need a higher incentive to get them to a data collection event.

•	 	If	lists	yield	no	research	participants	who	qualify	within	1	to	2	days,	the	client	should	assess	the	situation	
and revert to the list owner (if applicable) to either provide better lists for recruiting or to consent to not 
recruiting off lists. If lists are not adequate for the criteria, groups may need to be moved as the recruiter 
may not be able to fill them in time. 
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•	 	Incentives	for	research	participants	off	lists	should	be	considerably	higher	to	attract	research	participants	and	
prevent no-shows. Recruiters also need to over-recruit by more than 1 person to compensate for no-shows.

•	 	When	 lists	 are	 provided,	 the	 client	 should	make	 available	 a	 letter	 of	 invitation	 from	 the	 research	 user	
organisation informing research participants that they have authorised the issuing of lists and that the 
recruiter has been given permission to contact them. The letter should also state the purpose of the 
research, the incentive, etc. The recruiter should be given permission to tell research participants where 
the list comes from. 

•	 	Quality	of	lists	is	critical.	Only	up	to	date	lists	should	be	supplied.	Information	such	as	residential	areas,	land	
line numbers (home and work), etc. should be included. It is a waste of time to phone from a list with no 
geographic area information: a recruiter does not want to phone somebody in Rustenburg to attend a data 
collection event in Johannesburg. 

•	 	Especially	for	low	LSM	research	participants,	the	recruiter	should	speak	the	language	of	the	potential	research	
participant. Middle and high LSM research participants can be recruited by anybody. For business-to-business 
recruiting and high LSM recruiting, ensure that the recruiter is well spoken, ‘upmarket’ and has credibility.

•	 	Lists	should	be	verified	in	terms	of	the	recruitment	criteria	(e.g.	race,	gender,	age,	have	to	product,	etc.).	
Recruiters are typically not paid for time spent and telephone costs incurred using a list that does not yield 
results. If this is due to a poor quality list, fees should apply. A hit rate of 1 in 10 research participants 
answering the phone and qualifying for the data collection event is acceptable. When the hit rate approaches 
1 in 20 calls, all parties should be informed and alternative options should be discussed.

2.6 Recruiting off Own Database 

•	 	For	upper	LSM	recruitment,	confirm	with	the	client	whether	they	need	to	approve	an	e-invite.	This	is	sent	to	
potential research participants and recruiters commit to wording that is not leading (i.e. including too much 
information regarding the recruitment criteria), but assists with filtering potential candidates. For example:

 -  If there is a data collection event for a specific cigarette brand and pack shape, the recruiter will mention 
that it is for smokers, and potential research participants should then provide their brands and or pack 
sizes / shapes unsolicited. 

 -  If the data collection event is about Cider, potential research participants list their favourite drinks and 
brands used. Most of the time potential research participants know only that a data collection event is 
about drinks and not specifically cider (in this example), unless the screener makes it obvious. 

•	 	Emails	 save	 huge	 amounts	 of	 time	 and	 there	 should	 be	 no	 difference	 between	 telephoning	 somebody	
and asking what s/he smokes, drinks, etc. and asking her/him to complete a recruitment questionnaire 
(screener) on an e-invite. 

•	 	For	recruitment	profiles	that	are	so	unique	that	they	do	not	resemble	a	broader	target	group,	a	premium	is	
charged for recruitment, as it takes more time and effort to find those research participants (e.g. an LSM 
10, with no credit card, or an LSM 6 with life insurance policies besides funeral insurance). 

•	 	Conflicts	of	interest	arise	when	one	person	is	both	a	recruiter	and	moderator,	or	when	recruiter	friends	and	family	
of recruiters are recruited by the recruiter: this should be avoided, and lists should not include such people.
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•	 	In	general,	research	participants	should	not	participate	in	research	more	than	once	in	six	months,	even	if	
they are recruited for a different client, or for a different product or service. Research participants should 
not be allowed to attend more than four data collection events in their lifetimes. After the fourth event, they 
should be flagged as ineligible for any research.

•	 	Great	 care	 should	 be	 taken	 to	 filter	 out	what	 is	 referred	 to	 as	 ‘groupies’	 (i.e.	 people	who	 deliberately	
and frequently participate in research for the purpose of generating income, whether they qualify for 
participation in the research, or not).

•	 Recruiters	should	not	share	their	databases	with	other	recruiters.

2.7 Intellectual Property 

•	 	Research	participant	data	is	owned	by	the	party	that	originates	the	gathering	of	the	information.	Therefore,	
a venue supplier or client is not allowed to use a recruiter’s research participant information for any future 
recruiting if the recruiter gathered such information prior to receiving a relevant recruitment brief from 
a specific client (i.e. their details have been collected at the cost of the recruiter). Where a research 
participant is recruited (i.e. for the first time) in response to a brief, the originator of the brief is generally 
considered the owner of the information.

•	 	Notwithstanding	the	above,	a	research	participant	that	is	recruited	for	a	specific	data	collection	event	(e.g.	
a specific focus group discussion) can be contacted for that event only, unless they agree to re-contact. 

2.8 Back-checking 

•	 	The	service	level	agreement	between	the	recruiter	and	the	client	should	stipulate:

 -  Who is responsible for back-checking and the process to be followed, for example:

   If the client does back-checking and cancels a research participant, the client should clarify 
whether they tell the research participant at the time of back-checking or whether they expect the 
recruiter to do this. If the recruiter is required to cancel, the client should back-check in time, and 
should not expect the recruiter to cancel at short notice (i.e. a few hours before an event, or when 
the research participant is en route to the event). Back-checking by the client cannot be done on 
the day of the data collection event: if replacements are needed, the client should allow recruiters at 
least 24 hours to replace. If the research participant profile for a group data collection event is not 
homogenous (e.g. split in terms of race, gender, age and/or products used), it is especially difficult 
to find a late replacement, and over-recruitment is thus advisable.

   If the recruiter is responsible for back-checking, the client should determine the criteria for back-
checking. The recruiter should send research participant lists to the client at least 1 to 2 days before 
the data collection event, even if they are missing one or two research participants.

 -  The purpose of back-checking, which can include quality control of the work of recruiters and sub-contractors, 
quality control of the potential research participant in relation to the purpose of the research and the recruitment 
criteria, and or confirming that the recruited research participant will attend the data collection event.

 -  The percentage of back checks, which can vary from spot checks to checking each potential research 
participant, depending on the nature of the research.
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 -  Criteria for back-checking, which can range from going through most of the recruitment questionnaire 
again, to double checking specific information such as identity numbers, telephone numbers, or 
confirming the data collection event date, time and venue. Research participants can become resistant 
and may withdraw if they feel pestered or too chased after, especially new research participants off lists. 
The best way to curb fraudulent participation is to insist on positive identification (e.g. identity document 
and number). The recruitment questionnaire and variables must match the back-checking questionnaire 
and variables, especially regarding non-negotiable criteria.

•	 Irrespective	of	who	does	the	back-checking,	the	recruiter	should	ensure	that	back-checking	takes	place.

2.9 Homework 

•	 	Recruitment	 of	 research	 participants	 for	 research	 that	 requires	 homework	may	 incur	 extra	 recruitment	
charges, and over-recruitment is advisable. If a research participant cancels it is very difficult to get a 
replacement that can do homework in a short space of time.

•	 A	delivery	fee	may	be	charged	if	product	or	homework	must	be	delivered.	

•	 Incentives	should	reflect	the	time	and	effort	that	homework	will	require.	

2.10 Data Collection Event Timing

•	 	Often	clients	come	from	out	of	town	and	pressurise	the	recruiter	to	fit	2	to	3	focus	group	interviews	in	a	
day. However, some time slots are very difficult to recruit for. For example, very few females these days 
are “housewives” and those who are have very little time, as they are not working for a reason: they are 
running small home-businesses, managing the children, helping their husbands, doing housework, etc. 
Even working parents’ free time is a very precious commodity. Scheduling a focus group interview at 4 pm 
means only flexible full time working people can participate, and there is a limited pool of those. Depending 
on the location of the venue, even a 5 pm start can be a challenge due to traffic.

•	 	Do	not	 specify	 that	 a	data	collection	event	 is	 scheduled	 for	1	hour	and	 then	 it	 takes	1.5	hours	of	 the	
research participants’ time. This does not promote the goodwill needed for future participation or referral.

2.11 Paying off Research participants

•	 	Recruiters	 and	 recruitment	 clients	 should	 have	 policies	 and	 procedures	 in	 place	 regarding	 paying	 off	
research participants (e.g. circumstances, processes and value). The implementation of these should be 
agreed as part of the service level agreement, before work commences. For example:

 -  Focus group interviews must start on time. Recruiters request research participants to arrive 10 to 15 
minutes earlier to register and settle in. Traffic, especially to some venues in Johannesburg, poses a 
challenge. Research participants who arrive on time get restless and annoyed that they have to wait for 
those who are running late. If there are enough research participants and the focus group interview starts, 
an extra candidate who arrives 5 to 10 minutes late should be added to the focus group interview or paid 
off. These people often have the best intentions to be there on time, and will not be prepared to make 
other focus group interviews in the future if they feel they are being unfairly treated.
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 -  If a recruiter has back checked a research participant and confirmed information about, for example, 
product usage, on the recruitment questionnaire, including for example, an update sheet or screener, 
and the research participant subsequently provides different information at the data collection event that 
disqualifies them for the data collection event, the research participant should be sent home without an 
incentive and the recruiter should not use the research participant again. The recruiter will not be held 
financially responsible for paying off such a research participant.

 -  Research participants should be informed during recruitment that they will not receive the incentive if they 
do not meet the criteria.

2.12 Specific Target Group Challenges 

•	 	Some	profiles	have	to	be	over	recruited	more	than	others.	High	LSM	research	participants	generally	have	a	
better attendance rate than low LSM. In the former instance, recruiting 7 for 6 people to arrive for the focus 
group interview is adequate for the criteria, whereas the latter requires recruiting 9 for 6 people to arrive 
for the focus group interview. This should be taken into account when quoting. It is not easy to recruit 6 for 
6 in a low LSM group. Recruiters should over-recruit by at least 1 to 2 for low LSM data collection events, 
especially where transport is provided. Often these research participants cannot get to the taxi meeting 
point (e.g. from work) in time and a data collection event is put in jeopardy.

•	 	Clients	should	allow	for	transport	costs	for	any	LSMs	below	7.	Transport	to	and	from	focus	group	interviews	
is recommended for low LSM focus group interviews, as potential research participants are eager, but they 
cannot get home after a focus group interview finishes at 8 pm or 10 pm.

•	 	Sensitivity	about	race	may	be	difficult	to	handle.	For	example,	if	one	mentions	that	a	focus	group	interview	
is for Whites only, often Black, Coloured or Indian people are offended. Recruiters should be tactful and 
sometimes make judgment calls about the racial group they think potential research participants fall into.

•	 	Older	potential	research	participants	are	often	excluded.	However,	they	often	give	very	good	feedback,	have	
more time and have more disposable income to buy products.

•	 	South	Africa	has	a	large	population,	but	certain	areas	are	completely	left	out	whenever	recruiting,	mainly	
based on their location and the centralised location of venues. This increases the likelihood of ‘recycled’ 
research participants. Recruiters are encouraged to apply more creative approaches that will create vibrant 
and robust recruitment practices. 

•	 	The	required	window	period	before	re-recruiting	a	potential	research	participant,	especially	at	a	professional	
level and for in-depth interviews (e.g. interviewing the decision maker at an organisation regarding 
information technology, fleet or travel expenses, etc.) is often debated, and some recruiters are of the 
opinion that such persons can be contacted more often and within the currently required window period, if 
the person meets the recruitment criteria. Similarly, the number of research users in the telecommunications 
industry is limited, and they do a large amount of research often with the same target market, making it very 
difficult to find new potential research participants all the time. When different concepts are tested, some 
recruiters feel that the same decision makers could be asked to participate in a new study about a new 
topic. The window-period must be agreed by the recruiter and client before work commences.
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2.13 Advertising and Incentivising Research Participation

•	 	It	 is	 imperative	 that	 public	 confidence	 in	 the	 integrity	 of	 research	 is	 maintained.	 For	 this	 reason,	 any	
advertisement soliciting research participation should not divulge projects details, such as qualifying criteria, 
which could jeopardise the validity of the recruitment process. Wording that specifies the characteristics 
that a person should have to qualify is not acceptable. If advertising sites such as Gumtree and OLX, 
consumer forums and internet advertisements are used to recruit research participants, great care should 
be taken with the wording.

•	 	The	wording	of	recruitment	materials	should	be	approved	by	the	client.	The	wording	should	not	give	too	much	
information about especially the criteria and the incentive, and especially if advertising channels are used.

•	 	Research	participants	should	not	have	to	pay	any	kind	of	fee	for	participating	in	research,	including	joining	
research panels or groups, completing surveys online, participating in focus group interviews, product 
testing at home or participating as a mystery shopper.

•	 	Although	not	illegal	in	South	Africa,	the	practice	of	charging	a	research	participant	to	participate	in	research	
or join a research panel/group may be considered exploitative and is frowned upon. Research participation 
should always be voluntary and paying for participation may coerce the person to do so once they have 
incurred the expense, irrespective of how small the cost or joining fee is. Participation in research and 
membership of research panels should be free of charge.

•	 	Participation	in	research	should	under	no	circumstance	be	seen	as	a	job,	source	of	income	or	career	option.	
People are requested to participate in research because they have particular characteristics and, therefore, 
represent a group of interest to, and can provide valuable information that assists, marketers and other 
decision makers. The research industry relies on the goodwill of members of the public to participate in 
research and to provide information on behalf of other members of the public for the greater good. The 
wording used during recruitment must explain that incentives are a token of appreciation for time, effort 
and contribution, and not a means of making money.

•	 	Although	it	 is	acceptable	and	common	practice	to	give	research	participants	a	token	of	appreciation	for	
their time and effort - this could be products, discounts, gift vouchers, or even cash - it should under no 
circumstances be seen as payment for participation. No paid-for service is being rendered by research 
participants to the recruiter or client and research participants are not employed by the recruiter or client as 
a research participant. Generally, reputable research organisations will insist that research participants are 
not regularly involved in research (e.g. not participating more than once every six months) to ensure that 
this practice does not take place.

•	 	An	appropriate	incentive	makes	it	possible	to	recruit,	especially	in	higher	LSM	target	groups,	where	‘time	
is money’. When asking a research participant for their time to do an in-depth interview or go to a focus 
group interview, it should be beneficial to them. Two hours at a focus group interview means a commitment 
of three or more hours (incl. travel time to and from the focus group interview). One needs to determine 
whether a potential research participant would be willing to attend a data collection event for the identified 
incentive, for example, if the person is earning a particular monthly salary, has a full time job and two small 
children at home. Recruiters and field supervisors can advise their clients in this regard. Recruiters should 
not take on projects if they feel the incentive will not convince the target group to participate in the research.
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2.14 Consent Forms
 
•	 	For	teens	and	children,	a	consent	form	is	required	(either	from	the	school,	where	applicable,	or	a	parent/

legal guardian. Wording should not be used that could jeopardise the validity of the recruitment process. 
The recruiter and client as well as the purpose of the research should be clearly identified, and it should be 
clear how the credentials of the recruiter and client and the legitimacy of the project can be confirmed.

2.15 Leads (Snowball Sampling)

•	 	If	a	research	data	collection	event	is	very	specific	or	difficult,	the	recruiter	may	ask	for	leads	from	other	
research participants who qualify. If this is the case, the recruiter will inform the client of this.

•	 	Friends,	family,	and	those	sharing	a	home	should	not	be	included	in	the	same	focus	interview	discussion.	
People who are acquaintances (e.g. parents of children who attend the same school, people who work for 
the same organisation) and do not know each other can be recruited for the same data collection event.

3. ETHICaL RESEaRCH PaRTICIPaNT RECRUITING

This section is based on the SAMRA/ESOMAR Code of Conduct and Guidelines. What follows is a summary 
of the Code. The Code should always be read in conjunction with the Notes on How to Interpret the Code and 
the various Guidelines for specific types of research. For the full Code and Guidelines, please see http://www.
esomar.org/knowledge-and-standards/codes-and-guidelines.php, including:

•	 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

•	 Mutual	rights	and	responsibilities	of	researchers	and	clients

•	 Mystery	shopping	studies

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 research participants 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.

Research participant recruiters will:

•	 Not	break	any	laws	of	the	countries	where	they	recruit	research	participants.
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•	 Behave	ethically	and	not	do	anything	which	might	damage	the	reputation	of	research.

•	 Take	special	care	when	carrying	out	research	among	children	and	young	people.

•	 	Ensure	that	research	participants’	cooperation	is	voluntary	and	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 should be honoured.

•	 	Respect	the	rights	of	research	participants	as	private	individuals	and	will	ensure	that	they	are	not	harmed	
or adversely affected as the direct result of cooperating in a research project.

•	 Never	allow	personal	data	they	collect	in	a	research	project	to	be	used	for	any	purpose	other	than	research.

•	 	Ensure	 that	 projects	 and	 activities	 are	 designed,	 carried	 out,	 reported	 and	 documented	 accurately,	
transparently and objectively.

•	 	Conform	 to	 the	 accepted	principles	 of	 fair	 competition.	 In	South	Africa,	 the	principles	 are	 contained	 in	
various pieces of legislation, including the Competition Act (89 of 1998, as amended in the Competition 
Amendment Act 1 of 2009).

article 1: Basic principles 

•	 Do	not	break	any	law.

•	 Be	honest,	truthful	and	objective.	

•	 Recruit	in	accordance	with	appropriate	scientific	principles.	

Note: Qualitative research is a type of scientific research. This implies following a methodical / systematic, 
predefined set of procedures when recruiting research participants, for example, ensuring that recruitment 
criteria are adhered to, and recruiting in a way that does not introduce undue bias or facilitate fraudulent 
research participants. Recruitment should contribute to ensuring that the required information can be obtained 
during the data collection event, and that the topic can be examined with the specified target group from their 
authentic perspective.

•	 Do	not	bring	discredit	on	the	research	profession	or	act	in	a	way	that	will	lead	to	a	loss	of	public	confidence	in	it.

•	 Take	professional	responsibility	and	conform	to	the	principles	of	fair	competition,	as	generally	accepted	in	business.	

•	 	Clearly	 distinguish	 and	 separate	 research	 recruitment	 from	 non-research	 activities	 including	 any	
commercial activity directed at individual research participants (e.g. advertising, sales promotion, direct 
marketing, direct selling etc.). 

article 2: hOnesty 

•	 Do	not	abuse	the	trust	of	research	participants	or	exploit	their	lack	of	experience	or	knowledge.	

•	 Do	not	make	false	statements	about	your	skills,	experience	or	activities,	or	about	those	of	your	organisation.	
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article 3: prOfessiOnal respOnsiBility

•	 	Research	participants’	co-operation	in	a	research	project	is	entirely	voluntary	at	all	stages.	Do	not	mislead	
them when asking for their co-operation. 

•	 	Take	all	reasonable	precautions	to	ensure	that	research	participants	are	in	no	way	harmed	or	adversely	
affected as a direct result of their participation in a market research project. 

•	 Do	not	unjustifiably	criticise	other	recruiters.
 
article 4: transparency 

•	 Promptly	identify	yourself	and	unambiguously	state	the	purpose	of	the	research.	

•	 Research	participants	should	be	able	to	check	the	identity	and	bona	fides	of	the	recruiter	without	difficulty.	

•	 	Recruiters	should	on	request	allow	their	client	(and	their	client’s	client)	to	arrange	for	checks	on	the	quality	
of recruitment. 

•	 	Recruiters	should	provide	their	clients	with	appropriate	technical	details	of	any	research	project	carried	out	
for such clients. 

•	 	Recruiters	should	ensure	that	assignments	are	designed,	carried	out,	reported	and	documented	accurately,	
transparently and objectively. 

article 5: Ownership 

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

article 6: recOrDing anD OBservatiOn techniques 

•	 	Research	participants	should	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 research participants so wish, the record or relevant section of it should be destroyed or 
deleted. In the absence of explicit consent research participants’ personal identity should be protected. 

article 7: Data prOtectiOn anD privacy 

•	 Recruiters	should	have	a	privacy	policy	which	is	readily	accessible	to	(potential)	research	participants.	

•	 	When	 collecting	 personal	 information	 from	 research	 participants,	 recruiters	 should	 ensure	 that	 research	
participants are aware of the purpose of the collection, and of any quality control activity involving re-contact.

•	 	Personal	information	collected	and	held	in	accordance	with	this	Code	should	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. 
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•	 	Recruiters	should	ensure	that	research	participants’	personal	identity	is	withheld	from	the	research	user.	
The recruiter may communicate the research participant’s identifiable personal information to the research 
user, unless national provisions require stricter regulations, under the following conditions: 

 i) the research participant has explicitly expressed this wish and/or 
 ii) the research participant has given their explicit consent and 
 iii)  on the understanding that no commercial activity will be directed at them as a direct result of their 

having provided information. 

•	 	Recruiters	should	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	 should	 be	 established	 that	 they	 employ	 at	 least	 an	
equivalent level of security measures. 

•	 	Appropriate	measures	should	be	taken	to	ensure	that	research	participants	understand	and	can	exercise	
their rights not to participate in a research project; to withdraw from the 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. 

•	 	Particular	care	should	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 should 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 

•	 Recruiters	should	take	special	care	when	recruiting	children	and	young	people.	

•	 The	consent	of	the	parent	or	responsible	adult	should	first	be	obtained	before	recruiting	children.	

article 9: shareD interviews

•	 	Recruiters	should	inform	their	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 

•	 	Recruiters	should	inform	their	clients,	prior	to	work	commencing,	when	any	part	of	the	work	for	them	is	to	
be subcontracted outside the recruiter’s own organisation (including the use of any outside consultants). 
On request clients should be told the identity of any such subcontractor. 

article 11: puBlishing finDings 

•	 Not	applicable

article 12: respOnsiBility 

•	 	Recruiters	have	overall	responsibility	for	ensuring	that	recruitment	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.
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 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 

•	 	SAMRA	has	adopted	the	ESOMAR	Code	and	the	principles	enshrined	in	it.	The	Code	must	be	applied,	by	all	
organisations, companies and individuals involved in and at all stages in a research project. 

•	 	Marketers,	 researchers	and	 their	clients	should	be	 familiar	with	 the	Code	and	with	other	 relevant	 local	
self-regulatory documents on research, and should familiarise themselves with decisions taken by SAMRA. 
Requests for interpretation of the principles contained in this Code can be submitted to SAMRA.

•	 See	for	the	SAMRA	Complaints	Procedure.

4. cOst structure fOr research participant recruiting

The items given below are not prescriptive. It is a guide for recruiters to build capacity to ensure that the 
recruitment process is understood in terms of the components that cost money and take time.

Item: Face-to-face 
recruiting

Database, telephonic or 
email / referral recruiting

Field recruiter traveling costs (i.e. traveling to different 
areas to get a spread and representation of areas)

Printing of questionnaires

Executive time used to brief recruiters properly

Field recruiter fees (i.e. amount paid per correct recruit 
that attends the data collection event)

Advertising costs, in order to continuously recruit fresh 
research participants (i.e. constantly advertise or network 
to keep getting new people onto the database)

Telephone and email costs for briefings, back-checking, follow 
ups and client, research participants and fieldworker liaison

 (Higher)

SMS costs for confirmations with research participants 
once confirmed and back checked

 (Higher)

Administration time needed to manage projects and 
ensure that changes, updates etc. are communicated

Time used to compile attendance lists and capture 
questionnaires, and sending these to the client

Other typical expenditure items include:
•	 Rent
•	 Water,	lights,	utilities
•	 Telecommunications	services	(mobile	phone	and	fixed	line	contracts	and	premiums;	internet/3G)
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•	 Website	hosting
•	 Database	management	or	administration	services
•	 Accountant	services
•	 Salaries,	including	overall	management	fees	and	time

Recruitment fees charged by a large recruiter may be different from those charged by a single recruiter who 
subcontracts. In the latter case, an additional management fee may apply. Recruiters should have a service 
level additional agreement with sub-contractors that is in line with the requirements that they have agreed to 
with their own client.
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ESoMaR daTa PRoTECTIoN CHECkLIST
© 2015 ESOMAR 

This guideline is drafted in English and the English text (available at www.esomar.org) is the definitive version. 

ESOMAR, the World Association for Social, Opinion and Market Research, gathers around 4900 members in 
over 130 countries and is the essential organisation for encouraging, advancing and elevating market research. 
Codes and guidelines are available at www.esomar.org

1. INTRodUCTIoN

Researchers working in a global context increasingly face a patchwork of national laws designed to ensure 
respect for individual privacy and protection of personal data. They have a responsibility to review and comply 
with not only the legal requirements in the country where they operate, but also the national data protection 
requirements in all countries where they conduct research and/or process data.  

At the same time, the relentless expansion of new technologies into all aspects of our lives has not only 
increased the volume of personal data potentially available to researchers, but also introduced new types of 
personal information that must be protected.

One thing that has not changed is the need for researchers to protect the reputation of market, social, and 
opinion research through practices that ensure transparency for respondents and clients, maintain confidence 
in the information they provide, and demonstrate consideration for research participants.

2. SCoPE

The purpose of this document is to provide researchers, especially those working in smaller organisations 
that might not have extensive resources or experience in data protection requirements, with general guidance 
on their responsibilities within a global data protection framework to ensure that research participants retain 
control over their personal information. The specific framework used was developed by the Organisation for 
Economic Co-operation and Development (OECD). This framework includes a set of eight principles for use in 
designing programs to ensure privacy and protect personal data: 

•	 Collection	limitation
•	 Data	quality
•	 Purpose	specification
•	 Use	limitation
•	 Security	safeguards
•	 Openness
•	 Individual	participation
•	 Accountability	

These broad principles are reflected in most existing and emerging privacy and data protection laws worldwide. 

However, researchers should note that the OECD principles tie most closely to the EU’s data protection 
requirements, and so researchers working in other regions are urged to consult other frameworks that may 
apply. They include the Asia-Pacific Co-operation (APEC) Privacy Framework, the US Safe Harbour Privacy 
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Principles, and the Generally Accepted Privacy Principles (GAPP) developed by the American Institute of CPAs 
(AICPA) and the Canadian Institute of Chartered Accountants (CICA). Although these frameworks generally do 
not have the force of law, they nonetheless express basic principles that researchers must adopt when working 
in the appropriate region. 

In addition, researchers must review and comply with the national data protection and market research self-
regulatory requirements of each country where they plan to do fieldwork or process data, as there may be 
differences in how basic principles are implemented within a specific country. The guidance provided in this 
document is a minimum standard and may need to be supplemented with additional measures in the context of a 
specific research project. Researchers may find it necessary to consult with local legal counsel in the jurisdiction 
where the research is to be conducted in order to ensure full compliance. They also may find it helpful to consult 
The Data Protection Laws of the World, an online resource hosted by DLA Piper that is updated annually.

Finally, researchers doing research in specialised areas such as healthcare research may wish to consult 
specific guidance such as the EphMRA Adverse Event Reporting Guidelines 2014 for further guidance.

3. use Of “must” anD “shOulD”

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

4. DefinitiOns

Business-to-business research (B2B) means the collection of data about legal entities such as businesses, 
schools, non-profits, and so forth. 

Business-to-consumer research (B2C) means the collection of data from individuals.
Consent means the freely given and informed agreement by a person to the collection and processing of his/
her personal data. In market, social, and opinion research, this consent is based on the research participant 
having been provided with clear information about the nature of the data being collected, the purpose for which 
those data will be used and the identity of the person or organisation holding the personal data. The research 
participant may withdraw his or her consent at any time. 

Data controller means a person or organisation responsible for determining how personal data are processed. 
For example, a research client would be the controller of data on its clients or customers; a government welfare 
agency would be the data controller for data collected from its welfare recipients; a research panel provider 
would be the data controller for data collected from its online panel members; and a research company would 
be the data controller for data collected from participants in an omnibus survey.

Data processor means a party who obtains, records, holds, or performs operations (including analysis) on 
personal data on behalf of and under direction of the data controller. As noted above, a research company 
would be both data controller and processor for an omnibus study.

Laws protecting privacy means national laws or regulations, the enforcement of which has the effect of 
protecting personal data consistent with the principles set forth in this document.
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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 a person participating in 
research will not be revealed to the user of the information without the explicit consent of that person and no 
sales approach will be made to him or her as a direct result of having provided information. 

Passive data collection means data collected without the traditional asking and answering of questions. 
Personal data 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 such data records 
could include situations where individuals might be identifiable because of photographs, video and audio 
recordings, or other personal information collected during the research.

Processing of personal data includes, but is not limited to, their collection, recording, organisation, storage, 
adaptation or alteration, retrieval, consultation, use, disclosure by transmission, dissemination or otherwise making 
available, alignment or combination, blocking, erasure or destruction, whether by automated means or otherwise.  

Research participant means anyone whose personal data are collected in a research project, whether by an 
active interview or by passive means.

Researcher means 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 client or data user means any individual or organisation that requests, commissions, sponsors or 
subscribes to all or any part of a research project.  

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. There 
may be additional information defined as sensitive in different jurisdictions. In the US, for example, personal 
health-related information, income or other financial information, financial identifiers and government-issued 
or financial identity documents are also regarded as sensitive. 

Transfer in relation to data refers to any disclosure, communication, copying or movement of data from one 
party to another regardless of the medium, including but not limited to movement across a network, physical 
transfers, transfers from one media or device to another, or by remote access to the data.

Trans-border transfers of personal data means the movement of personal data across national borders by 
any means, including access of data from outside the country where collected and use of cloud technologies 
for data.

5. self-help checklist On Data prOtectiOn pOlicy anD prOceDures

Users of the checklist below may note that the headings and order of items are not the same as those 
used by the OECD. The intent here is to express the principles in language and in an order that is more 
familiar to researchers. Users also may recognise that the items are interrelated and sometimes overlapping. 
Nonetheless, it is essential that the checklist be viewed as whole and individual items seen as 
complementary rather than exclusive, paying special attention to differences that depend on 
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whether an organisation is acting as a data controller or a data processor. Any question for which 
the answer is not “yes” signals a potential gap in a privacy protection programme and therefore a 
potential risk of violating one or more data protection laws.

5.1 Minimum impact 

1.  When designing a research project, do you limit the collection of personal data, to only those items that 
are necessary to the research purpose and ensure they are not used in any manner incompatible with 
these purposes? 

  Researchers must only collect and/or hold personal data necessary to ensure that an interview was 
conducted with that specific person and/or as may be required from a quality control, sampling, and/or 
analytic perspective. In the case of B2B research, this includes personal data on the individual participant’s 
position or level within a company, since that can be necessary to the purpose of the research.

  This same principle applies to passive data collection methods where personal data may be collected 
without the traditional asking and answering of questions. Therefore, it is the responsibility of the researcher 
to ensure that the only personal data items collected are those that are necessary to the research purpose. 
In the event that other personal data are received, those items must be filtered out and deleted.

2.  Do you implement processes that ensure that research participants are not harmed or adversely affected 
as the direct result of cooperating in a market research project?

  The researcher must ensure that personal data cannot be traced nor an individual’s identity inferred 
via cross-analysis (deductive disclosure), small samples, or in any other way through research results. 
Examples include merging in of auxiliary information such as geographic area data or the ability to identify 
a specific employee in a customer satisfaction survey.

3.  If you plan to use subcontractors or other third-party suppliers to perform services on your behalf, do you 
disclose the minimum amount of personal information that is necessary for them to perform the agreed 
upon services? Do you have contracts in place that ensure a similar level of protection on their part?

  When using a subcontractor, only provide the minimum amount of personal data required to perform 
the agreed-upon service, always making it clear via contracts and instructions the subcontractor’s 
responsibilities while in the possession of those data. All sub-contractors must adhere to the same rules 
and regulations as the research organisation. Further, transferring of personal data to a subcontractor or 
other third party supplier must only be done with the prior consent of or commissioned by the research 
company’s client.

  The above assumes that research participants will be given assurance that all data collected will remain 
confidential and will only be analysed and reported on at an aggregated level. If research participants give 
consent to link their responses to their personal data, then they must be informed how that information 
will be shared and used.

 
5.2 Notice and consent

4. Do you obtain consent from every participant whose personal data are to be collected? 
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  Under the OECD Privacy Principles any personal data should be obtained by lawful and fair means and, 
where appropriate, with the knowledge or consent of the research participant. Generally, national laws 
provide a number of lawful and fair grounds, but in most instances researchers will be obliged to rely 
on consent. 

  There are instances in which the responsibility to obtain consent rests with others. Common examples 
include the use of third-party panels or the use of a client database. Under these and similar circumstances, 
the researcher must obtain assurances that consent was properly obtained.

 Consent must be:

	 •	free	(voluntary	and	able	to	be	withdrawn	at	any	time);	
	 •	specific	(relating	to	one	or	more	identified	purposes);	and	
	 •	informed	(in	full	awareness	of	all	relevant	consequences	of	giving	consent).

  Consent must also be clearly indicated by a statement or action by the research participant having been 
provided with the information set out under items below. In summary, he or she should be informed about 
(a) the use to which his or her personal data will be put; (b) the specific data to be collected; (c) the name, 
address, and contact information of the company or organisation collecting the data and, if not the same 
organisation, the data controller; and (d) whether data will be disclosed to third parties.

  Researchers should consider carefully the mechanism they use to obtain consent, usually expressed as 
opt out, opt in, implied, informed, or explicit. The specific method chosen should be documented.

  In general, the more sensitive, intrusive, or non-obvious the data collection, the higher the standard of 
consent that is required. In some jurisdictions there are defined classes of “sensitive personal data” that 
require the explicit consent of the individuals concerned before they can be collected. 

  There can be instances in which researchers collect or receive personal data unintentionally or from 
persons not defined as participants. Examples include information volunteered by participants; client-
supplied lists containing more information than is necessary to conduct the research; and non-participants 
captured in photographs or on video. Researchers should treat such information in the same manner as 
other personal data. Such data should be de-identified or destroyed immediately, particularly if there is 
no way of informing people whose data have been collected of its whereabouts, storage or usage. In 
some jurisdictions it is mandatory to delete such data or handle it in exactly the same manner as other 
information that has been captured intentionally.

5. Are you clear about the purpose or purposes for which the data are collected and maintained? 

  The research industry has long maintained a distinction between market research and the collection of 
data for other purposes such as advertising, sales promotion, list development, direct marketing, and 
direct selling. This distinction is a critical ingredient in differentiating the purpose and promoting a positive 
image of research in the eyes of regulators and the general public. In recent years, the emergence of new 
technologies has increased the opportunities to collect personal information through techniques such as 
online tracking and downloadable mobile apps. In all cases it is essential that, prior to collecting any data, 
prospective research participants are informed about the purpose(s) to which their data will be put and 
any potential consequences that may result including a follow up contact for quality purposes. 



SAMRA 2014 • 63

  When researchers collect personal data from a research participant to be used for a market research 
purpose, transparency to the research participant is a critical element of the notice. The research 
participant must be given sufficient information about the intended use of the personal data collected 
and any sharing with third parties. By way of example, if the intended use of the personal data is to link a 
survey response to a customer profile that should be disclosed to the research participant at the time the 
personal data are collected.

  Privacy notices must be reviewed on a regular basis to ensure that the type of data collected and the 
intended uses have not changed, and researchers must ensure that the actual business practices 
and technologies being used within the research organisation are consistent with the commitments 
made to research participants and comply with evolving regulatory requirements. Each proposed 
use of personal data must be analysed to ensure compliance with local privacy laws, compliance 
with ICC/ESOMAR’s Code and ESOMAR guidelines, and consistency with the privacy promises made 
to research participants.

6. Are you clear about the specific data to be collected?

  Given the broad definition of personal data in certain jurisdictions, consider all of the possible personal 
data elements that may be collected when preparing research participant notices. Personal data may 
include name, address, email address, telephone number, mobile number, birthdate, mobile device 
identifier, IP address, photographs, audio and video recordings, national identifier numbers (driver’s 
license, social security, national insurance), user identifier assigned by your organisation, social media 
user name, data stored within a cookie or tracking pixel/tag. Remember also, a single data item by itself 
may not be deemed personally identifiable under local law, but when combined with other data (for 
example, zip code/postal code, gender, workplace or school, position and salary), may allow an individual 
to be singled out.

  In addition, consider all of the possible recipients of the personal data. Researchers, research agencies, 
third-party service providers, and/or end clients all may have the ability to collect and/or use personal data 
in the course of a research project.

7.  Do you make clear how the data will be collected, including any passive data collection of which the 
participant may not be aware?

  Historically, research has relied on interviewing as the primary method for collecting personal data. As 
noted in 5 above, new technologies have made it possible to collect a broader range of personal data 
without the knowledge of the individuals whose data are collected. All research participants must be 
informed about the specific data being collected and the method(s) used to collect it, whether by an 
active means such as interviewing or a passive means such as via a mobile app or tracking behaviour 
via online cookies.

  Researchers should consider which elements of the data collected and/or data collection method might 
be unanticipated to a research participant and provide prominent disclosure regarding such methods of 
collection. Consider “short form” notices layered over a more detailed privacy notice to describe data 
collection or use that might be unexpected or invasive. Mobile applications, particularly those that engage 
in geo location, “passive listening,” and/or metering of the mobile device operating system, all require a 
detailed description and explicit consent from the research participant to such activities.
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5.3 Integrity/Security

8.  Are procedures in place to ensure that all personal data collected are accurate, complete, and up-to-date? 

  Quality checks should be performed at every stage of the research process. When developing 
questionnaires or research applications, testing should be conducted before fieldwork begins to minimise 
the risk of errors in data collection. During the fieldwork stage, monitoring and validating interviews should 
be undertaken in accordance with applicable research quality standards. During the data processing and 
reporting stages, additional quality checks should be performed to ensure that the data are correct and 
that the analysis, conclusions, and recommendations are consistent with the data.  

  Researchers operating panels should ensure that panel members are able to review and update their 
profile data at any time and they should be reminded periodically to do so. Samples drawn from panels 
should include up to date demographic information. A good source for standard practices in this regard is 
ISO 26362:2009 – Access panels in market, opinion, and social research.

9.  Do you ensure the personal data are preserved no longer than is required for the purpose for which the 
information was collected or further processed? Do you have procedures to separately store or remove 
identifiers from data records once they are no longer needed?

  Researchers should set data retention periods that are as short as possible, but in any event 
based on applicable laws, the source of the personal data they collect, and whether they are 
acting as data controllers or data processors. In the latter case, clients may impose retention 
periods by contract.

  Regarding the source of personal data, information from longitudinal studies or profile information about 
panellists will typically be used and retained throughout the entire time that they remain active members. 
By contrast, a much shorter retention period should apply to personal data about non-panel participants 
who participate in ad hoc research. Obviously, it is important not to destroy their personal data too quickly 
since quality checks must be performed during the data processing stage to ensure accuracy and satisfy 
the requirements of the data integrity privacy principle.

  When personal data are used, it is best practice for researchers to use pseudonymous identifiers. 
A master file linking participants’ names, addresses or phone numbers with their corresponding 
internally-generated ID numbers must be kept secure with access limited to a small number, e.g. 
sampling or panel management staff. Thus, researchers, data processing, or coding staff who have 
a business need to analyse participant-level data can do so without seeing participants’ names, 
addresses or phone numbers.

  When survey responses have been processed and reported as aggregated, statistical data, personal data 
about the participants, together with their corresponding pseudonymous identifiers, should be deleted, so 
that the research organisation no longer holds personal data.

10.  Are there procedures in place for responding to requests from individuals about personal data you may 
have collected from him or her? Do your procedures for handling access requests from individuals include 
authenticating their identities, responding to their requests in a reasonable period of time, allowing them 
to correct inaccurate data or deleting the data entirely?
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  Formal procedures should be developed, communicated, and followed to respond to individuals who wish 
to access personal data that organisations hold about them. Authenticating the identities of individuals who 
make access requests is important to prevent disclosing personal data to other people inappropriately. 

  Once the identity of an individual making an access request has been authenticated – the person is who 
he or she claims to be and has a legal right to access the personal data in question – researchers should 
endeavour to fulfil the access request as quickly as possible, e.g. within 10 to 30 days depending on 
applicable laws. If the research firm requires additional time to fulfil the request, it may be able to extend 
the deadline set out in law, provided that the individual is notified and the reasons for extending the 
deadline are sound. Additional time may be necessary, for example, to conduct consultations or to gather 
the requested information from multiple databases.

  Whilst data protection laws may include exemptions that require organisations to refuse an individual 
access to personal information in certain situations, those exemptions are unlikely to apply to personal 
information being processed in connection with market research. For example, applicable laws may 
allow organisations to deny access requests if the information falls under solicitor-client privilege. By 
way of another example, if the organisation has disclosed information to a government institution for law 
enforcement or national security reasons, that institution may instruct the organisation to refuse access 
or not to reveal that the information has been released.

11.  Are there security protocols in place for each data set that protect against risks such as loss, unauthorised 
access, destruction, use, modification, or disclosure? 

  Fulfilling these responsibilities starts with developing and implementing a security policy to protect 
personal information and other types of confidential information. ISO 27001 is a recognised information 
security standard upon which a thorough security policy can be based.

 The use of appropriate security safeguards to provide necessary protection includes:
	 •	physical	measures	(locked	filing	cabinets,	restricting	access	to	offices,	alarm	systems,	security	cameras)
	 •	technological	tools	(passwords,	encryption,	firewalls)
	 •		organisational	controls	(background	checks,	rules	relating	to	taking	computers	off-site,	limiting	access	

on a “need-to-know” basis, staff training, agreements with clients and subcontractors)

  The security policy should also include a procedure for dealing with a potential data breach in which personal 
data are disclosed. If the data were collected and supplied by another party, such as a client’s database, 
that party must be informed immediately. Participants whose data were disclosed also must be notified if the 
disclosure exposes them to some risk (e.g. identity theft) and appropriate steps taken to protect against that risk.

12. Is there a clear statement on how long personal data are retained?

  The length of time personal data are retained may vary from one research project to another depending 
on a variety of circumstances noted previously in the response to question 9.

  Whilst general retention practices should be included in privacy policies, it may not always be practical 
to communicate precise retention timelines for different types of studies. Therefore, researchers should 
also consider communicating data retention information in study recruitment materials, questionnaire 
introductions or study-specific consent forms. They should always be prepared to communicate data 
retention timelines for a given project upon request.
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5.4 Transfer of data

13. Do you have defined rules and procedures governing the use and disclosure of personal data?

  These rules and procedures are clearly outlined in the local privacy and data protection laws that exist 
in your country. An explanation of what that means should be clearly documented with processes and 
written documents to ensure staff can implement the procedures on how to manage personal data and 
are familiar with these rules and procedures. For instance, this will include the principle that consent 
is required from the research participant before any such data can be disclosed, even to clients or 
researchers in client organisations.

14. Are the conditions under which personal data may be disclosed clear and unambiguous?

  Research participants must know what is happening with their personal data and this must be either 
explained verbally or provided in some written format or document that research participants have agreed 
to – i.e. via their consent which is recorded as evidence that they have agreed.

15. Are your staff aware of those rules and trained in how to implement the procedures?

  Your privacy policy describes your firm’s data collection and management practices. It is equally important 
to develop internal standard operating procedures (SOPs) to ensure that the privacy promises made to 
participants are kept. 

  Staff training on privacy should include an overview of applicable laws, industry codes of conduct, your 
firm’s consumer-facing privacy policies, and your SOPs. Privacy training should be delivered at least 
annually and attendance records should be kept.

  All frontline staff who interact with participants should be able to explain their firm’s policies and 
procedures at a high level. They should know whom to contact internally for assistance with inquiries that 
they are not able to answer.

  There should be clear supervision and responsibility outlined including some form of monitoring that 
procedures are being followed. 

5.5 Trans-border transfers of personal data

16.  If personal data are to be transferred from one jurisdiction to another, is it done in such a way that it meets 
the data protection requirements in both the origin and destination jurisdictions?

  This is often referred to as a “trans-border transfer of personal data”. It occurs when data are collected 
across national borders and or when data processing is offshored or outsourced to another country; for 
example when a client engages a researcher in another country to carry out a study using client supplied 
customer or service user data. Each country has its own rules on how such data must be treated and 
protected which researchers must comply with. Whilst this may seem complex, it helps if the compliance 
issues faced by researchers are broken down into three main issues:

	 •	 	Ensuring	trans-border	transfers	of	personal	data	are	carried	out	in	compliance	with	applicable	national	
law. The most common grounds to ensure adequate protection for a trans-border transfer will be 
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either consent or the use of appropriate contractual clauses and, where required by applicable national 
law, obtaining prior authorisation from the national Data Protection Authority or other applicable 
privacy regulatory authority to the use of those contracts. As an additional security measure and to 
further reduce risk where data processing is offshored, identifying personal data should be removed 
where practicable so that only a pseudonymous ID number is used to link individual-level data with 
participants’ identities.

	 •	 	The	extent	to	which	a	researcher	may	be	able	to	carry	out	trans-border	transfers	when	acting	as	a	data	
processor, such as when carrying out a study using client supplied sample. Even where researchers 
have taken care to ensure any trans-border transfers comply with the rules governing such transfers, 
they should keep in mind that when processing personal data as a data processor acting on behalf of 
a data controller (the research client, for example), they, as data controller may not be able to permit 
trans-border transfers of personal data they control, which may impact how they are able to carry out 
the project. There should be a written agreement in place between both parties on the above.  

	 •	 	Trans-border	transfers	of	personal	data	when	collecting	personal	data	from	research	participants	in	
other countries; for example online surveys aimed at research participants resident in a different 
country(s) to that in which the researcher is controlling the study. The applicable privacy laws will 
normally be the national laws of the country where the researcher is based. However the researcher 
must also ensure the study or panel is compliant with any other applicable national laws in countries 
were data are being collected. Recommended practices include ensuring that: (1) the researcher’s 
legal details (company name, postal address etc.) including country is clearly communicated in all 
recruitment material; (2) the online privacy policy used includes a simple but clear statement outlining 
the trans-border transfers that will take place by participating in the study or panel; and (3) there is a 
reference to the trans-border transfer(s) within the panel recruitment consent question.

5.6 Out-sourcing and sub-contracting

17.  Are there clear requirements including appropriate oversight for any outside data processors or 
other subcontractors? 

  There must be clear requirements communicated to all outside data processors or other subcontractors to 
follow required data protection rules relating to personal data when any form of data are transferred. There 
should be additional protection in the transfer of any data, be that at personal or aggregated level with the 
use of dedicated IT processes such as encryption of data in transfer or use of secure FTP transfer platforms. 
If copies are to be made of any data as backup by subcontractors or outside data processors, then there 
must be clear processes to protect those data during storage and to delete them when no longer required.

5.7 Privacy policy

18.  Is information about your privacy and personal data protection programme readily available and in a form 
that is easily understood by participants?

  Many jurisdictions require that information be available in a privacy policy that is readily available to 
research participants. Although the content and detail required varies from country to country, researchers 
must always identify themselves clearly to research participants and ensure that they explain the purpose 
of the research, how personal data are collected, how they will be managed (collected, stored, used, 
accessed and disclosed), and how to obtain more information or lodge a complaint.



68 • SAMRA 2014

   Researchers must ensure that policies are easy to understand, relevant to the reader, easy to locate, as 
concise as possible, and tailored to the organisation’s operations. This includes making policies available 
in as many languages as practical and reviewing policies regularly and updating them as applicable. 

19. Is the identity and responsibility of the data controller clear?

  Researchers must ensure that their own roles and responsibilities for managing personal data are clear 
to research participants. This includes identifying the data controller and whether any external data 
processors are being used. Participants must not be left in doubt as to which organisation is ultimately 
accountable for managing their data.

  Some jurisdictions also require that a specific individual be identified as having responsibility for the 
company’s data protection practices.

  In the case of blinded surveys using client-supplied samples, participants should be told at the beginning 
of the interview that the client’s name will not be revealed until the end of the survey because divulging 
this information up front could introduce a response bias. Since many national data protection laws give 
participants a legal right to know from whom the researcher obtained their personal data, researchers 
must be prepared to identify the client’s name at any time upon request from participants.

20.  Is it clear that the data controller is accountable for personal data under its control regardless of the 
location of the data?

  If researchers are likely to subcontract any of the processing, or transfer personal data outside their own 
jurisdiction, they should be prepared to provide the data controller with details of the subcontractors and 
locations of the processing; and obtain prior written consent from the data controller where necessary. 
Where the research agency is the data controller, they should include references to use of data processors 
and, where relevant, list the countries or broad regions in their privacy policies. Researchers should be 
alert to the fact that some jurisdictions prohibit researchers from transferring personal data to countries 
or regions that do not have equivalent levels of data protection law. Subject to compliance with the rules 
governing trans-border transfers imposed by relevant local national law, transferring personal information 
across a multi-national group is allowed by most jurisdictions, although some still require data subjects 
to be notified of the locations where data may reside.

6. special issues

6.1 Collection of data from children

National rules setting the ages at which parental permission is no longer required vary substantially. 
Researchers must consult national laws and self-regulatory codes in the jurisdictions where the data will be 
collected to determine when parental permission is required or where cultural sensitivities require particular 
treatment. In the absence of national guidelines, consult the ESOMAR guideline, Interviewing Children and 
Young People.

Collecting data from children requires verifiable permission from the child’s legal custodian. The parent or 
responsible adult must be provided with sufficient information about the nature of the research project to 
enable him or her to make an informed decision about the child’s participation. The researcher should record 
the identity of the responsible adult and his or her relationship to the child.
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6.2 Business-to-business research

A substantial number of research projects involve collection of data from legal entities such as businesses, 
schools, non-profits, and similar organisations. Such research often involves the collection of information about 
the entity such as revenue, number of employees, sector, location, and so forth. 

In all of these instances the participating organisations are entitled to the same level of protections from identity 
disclosure in reporting, as those afforded individual persons in other forms of research. 

It is worth noting that many national data protection laws regard an individual’s title and workplace contact 
information as personal data. Some data protection laws go further by applying their requirements to natural 
and legal persons (e.g. individual people and legal entities). 

6.3 Photographs, audio, and video recordings

A number of new research techniques create, store, and transmit photographs, audio, and video recordings as 
part of the research process. Two prominent examples are ethnography and mystery shopping.

Researchers must recognise that photographs, audio, and video recordings are personal data and must be 
handled as such. If researchers ask participants to provide information in these forms, they also should provide 
guidance on how to reduce collection of unsolicited data, especially from non-participants. 

Finally, 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.

6.4 Cloud storage

The decision to store personal data in the cloud should be considered carefully. Researchers must assess the 
cloud storage service provider’s security controls and its standard terms and conditions. Many cloud storage 
service providers offer weak indemnities in the event that they cause security breaches and personal data are 
compromised. This means that the researcher’s firm would be taking on considerable risk of financial damages 
and losses arising from serious privacy breaches that result in harm to the affected individuals.

Researchers should therefore implement compensating controls to protect against such risks. For example, 
they should encrypt personal data while in motion (transferred to/from the cloud) and at rest (stored on the cloud 
provider’s servers). Researchers should also consider purchasing a cyber-liability insurance policy. Researchers 
also must consider the physical locations at which personal data are stored to determine whether use of cloud 
storage is a trans-border transfer. Refer to Section 5.5 of this document for further discussion. Some cloud 
service providers offer country-specific storage locations that may be appropriate in some instances.

Finally, researchers should locate personal data on a private cloud, rather than a public one. A private cloud is 
one in which dedicated equipment in a particular data centre is assigned to the researcher’s firm. The main 
benefit of a private cloud is that the researcher always knows where the personal data are located. By contrast, 
a public cloud may result in data being located in two or more data centres and two or more continents, 



70 • SAMRA 2014

thereby raising possible compliance issues, both with applicable requirements under data protection laws and 
with contracts that are entered into with data controllers, which specify where personal data must be located.

6.5 Anonymisation and pseudonymisation

A key part of a researcher’s data protection responsibility is to de-identify data prior to release to a client or 
even the general public. Anonymisation is one safeguard that involves either the deletion or modification of 
personal identifiers to render data into a form that does not identify individuals. Examples include blurring 
images to disguise faces or reporting results as aggregated statistics to ensure they will not make it possible 
to identify a particular individual. 

Pseudonymisation involves modifying personal data in such a way that it is still possible to distinguish 
individuals in a dataset by using a unique identifier such as an ID number, or hashing algorithms, whilst holding 
their personal data separately for checking purposes (see Q9).

When employing such techniques, researchers should consult local national laws and self-regulatory codes 
to determine which elements must be removed to meet the anonymisation/pseudonymisation legal standard 
for such data.
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samra annual cOnference histOry (1979 tO 2014)

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, 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, Johannesburg The Value of Research

2014 Spier Wine Estate, Stellenbosch A Puzzling Time for Marketing Research, and Solutions that Matter
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Best Overall paper winners (1973 tO 2014)
1973 Pat van der Reis 1997 Lesley Croskery & Sarah Matthams
1974 Claude Heimann 1998 Neil Higgs and Steve Zietsman
1975 Clive Corder 1999 Klaas Jonkheid
1982 Neil Higgs 2001 Jean Green
1983 Kevin Eborall 2002 Neil Higgs
1984 Caroline Harben 2003 Neil Higgs
1985 Brendan Ryan 2004 Neil Higgs
1986 Neil Higgs 2005 Hendrik van Vuuren
1987 Neil Higgs 2006 Mari Harris & Carel van Aardt
1988 Pat van der Reis 2007 Mark Molenaar
1989 Butch Rice 2008 Lydia Rolando
1990 Butch Rice & Jan Hofmeyer 2009 Henk Pretorius
1991 Erik du Plessis  2010 Kyle Findlay & Alice Louw
1992 Graeme Taylor 2011 Elna Smit
1993 Lynette van Duyn 2012 Kyle Findlay
1994 Brian Culross 2013 Andries Noeth
1995 Erik du Plessis 2014 Alida Jansen & Lorcan McHarry
1996 Henry Barenblatt  
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Best Overall paper 2014
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drive best practice thinking into key global proposals. 
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B.Com (Hons) with Marketing majors.

Lorcan McHarry has worked in the market research industry for over 12 years. He first started his career at TNS 
South Africa as a graduate before moving to the TNS UK office in London where he spent 6 years developing 
his expertise on global brand tracking studies and brand strategy research in particular. He moved back to 
Cape Town to join the TNS Global Brand Equity Centre to firstly head up the Account Management team, before 
recently moving into a senior consultancy role. Before Lorcan began his research career, he studied for a B.Sc 
(Hons), before completing a post-graduate Diploma in Management (Marketing).

Beating the Brain game: cOmmunicatiOns success in a new era Of 
NEURoSCIENCE LEaRNINGS 

By Alida Jansen and Lorcan Mcharry 

Abstract This paper is a best practice evaluation of communications in the context of long-term affective 
memory impact which inherently operates at subconscious level. This challenges traditional communications 
measurement systems, which rely mostly on measures that are focused on the short-term executional success 
of the ad itself and built on conscious recall of the sales message. Our paper argues for a broader diagnosis 
of advertising success (using new survey questions), with both long-term and short-term effects being taken 
into account, and that neuroscience principles should guide our understanding of long term memory effects.

1. Introduction

Much has been written about how to measure communications effectiveness in the last decade. Reading 
through the literature, it becomes clear that the way in which the industry has defined ‘communications 
effectiveness’ has remained relatively stable over time, with ‘success’ being underpinned by an underlying 
requirement of conscious recall and rational liking of the ad (Heath & Feldwick, 2008). 

Meanwhile, neuroscientists have – for a long time – applied themselves to questions around how the brain 
works, how messages get assimilated and what the role of subconscious exposure is. In fact, Herbert E. 
Krugman (1971) started looking at eye movements and brainwave measurements to understand levels of 
involvement and ad effects back in the 1970s. The implications of these early neuroscience explorations did 
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not, however, fundamentally alter the way in which the industry defined or measured communications success 
(Heath et al, 2008). 

The last five to ten years has seen the advent of active neuroscience explorations by marketers into 
understanding why people do what they do. Interest in applying neuroscience techniques to marketing 
questions, and specifically communications effectiveness, has grown markedly. But despite its growing 
popularity, neuroscience techniques tend to be used merely to augment traditional models. It has not yet 
prompted a more fundamental rethink into how we define and measure the success of communications. This 
means there has been an overall failure to incorporate an understanding of how people make decisions into 
our communications research measures. As such, quantitative measurement techniques based on rational 
opinion still prevail. 

Our paper aims to look at communications measurement afresh, putting the knowledge derived from 
neuroscience at the very centre of our entire measurement system. We redefine success based on the latest 
neuroscience learnings (taking into account both short-term and long-term goals of the ad), we propose three 
new measures based on neuroscience principles to add further depth of understanding, and we test our 
new measures against Electroencephalography (EEG) results to assess the linkage between these quantitative 
measures and real neurological processes. 

But before we outline our view on what this neurologically sound theory looks like, let us step back in history 
to understand where we are today. 

2. A history of sales-focused premises

Good advertising has always been closely linked to the art of communication. Before the days of print media, 
this art was practised by salesmen themselves. The advent of print media made it possible to spread the 
message more widely – and the very beginnings of advertising were therefore thought of as ‘salesmanship in 
print’ (Heath et al, 2008). Advertising was merely the printed version of the sales message. 

The importance of the message content in communicating the unique selling point was further underpinned 
by E. St. Elmo Lewis in the late nineteenth century (Heath et al, 2008). Lewis, who was a salesman himself, 
invented the attention, interest, desire, action (AIDA) framework for communication evaluation (Barry & Howard, 
1990). This framework has dominated every marketing textbook ever since, even though it was thought out by 
Lewis without any scientific base or rigour. In fact, it was established long before marketing was recognised as 
a social science and taught as a subject at universities (Heath et al, 2008). 

There have been many variations of the AIDA model since its inception, with formulaic, sequential steps in 
engagement (awareness to interest and ultimately purchase) being common denominators, as well as the need 
for communicating a clear, unique selling point. The AIDA model is therefore very much founded on a principle 
that ads are there to serve short-term sales goals. 

Today, most claim to have moved away from a pure AIDA approach.  But still, advertising is measured primarily 
on whether a message is ‘memorable’ enough to be brought to mind consciously, and therefore the short-term 
sales goals prevail in our measurement systems. Reactions to the ad are assessed based on self-reported 
interest, liking and behavioural intent. This leaves the creative and affective power of an ad (and its impact on 
long-term brand memories) under-represented. 

Heath et al (2008) highlights the industry’s blind acceptance of these short-term, sales-focused models. What 
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is missing though is a call for the industry to embrace a balanced view on ad success, with a holistic short-
term (sales) and long-term (brand building) goals taken into account. In contemporary society, people are 
inundated with messages: roughly 11 million bits of information per second, whilst only 50 bits of information 
are processed at any given time, the vast majority of it on a subconscious level (Plassmann, Ramsøy & 
Milosavljevic, 2012). A more holistic, neurologically sound approach is essential to represent the subconscious 
message take-up that can affect the brand over the long term. 

3. Untapped truths of the neuroscience world

Plassman, Ramsøy and Milosavljevic (2012) offer the following definition of neuroscience: ‘the study of the 
nervous system that seeks to understand the biological basis of behaviour.’ And they see the purpose of consumer 
neuroscience as: ‘to adapt methods and theories from neuroscience – combined with behavioural theories, 
models and tested experimental designs from consumer psychology and related disciplines, such as behavioural 
decision sciences – to develop a neuropsychologically-sound theory to understand consumer behaviour.’ This is 
the inspiration for our paper: to build sound neuroscience principles into our quantitative measurement systems in 
order to build subconscious, long-term brand effects into our understanding of communication success. 

Neuroscience has long investigated ideas that could help to mature and develop marketers’ understanding of 
advertising success, not least by allowing subconscious effects and emotions to play a more pronounced role. 

The primacy of emotions and feelings in driving decisions has been debated among neuroscientists for over 
thirty years. In his paper, R.B. Zajonc (1980) calls for science to embrace the truth that poets take for granted: 
that feelings are primal, that they are present before rational thinking takes place, and that they play a crucial 
role in driving behaviour (Zajonc, 1980). 

Zajonc argues that this primacy of affect has fallen by the wayside in our quest to understand human behaviour, 
despite the psychologist W. Wundt making well-founded claims about the role of emotions back in 1907. 
He calls on cognitive and social psychologists to give affective phenomena the attention that they deserve 
by taking Wundt seriously when he argues that ‘the clear apperception of ideas in acts of cognition and 
recognition is always preceded by feelings’ [Wundt (1907), as quoted from (Zajonc, 1980)].

The fact that every social interaction is dominated by affect is also evident in the science of non-verbal 
communication (for example body language and tone of voice), which is of course subconscious and governed 
by feelings. In the 1970s, the psychologists Argyle, Salter, Nicholson, Williams and Burgess found that a 
person’s tone of voice accounts for 22 percent more variance than the content of what they are saying [(Argyle 
et al., as quoted from (Zajonc, 1980)]. 

The well-known Portuguese-American neuroscientist/neurobiologist, Antonio Damasio, echoes this view that 
emotion underpins – and in fact is necessary for – decision making (Damasio, 1996). And to add momentum 
to this view, the likes of Ratnayake, Broderick and Mitchell argued accordingly in their 2010 paper ‘A 
neurocognitive approach to brand memory’. The lack of a scaled diffusion of learnings from neuroscience into 
marketing sciences is surprising given these clear directive findings. 

In scientific fields, convention often stands in the way of new ideas – historical examples of outdated concepts 
that remain in circulation well after they have been disproven are plentiful. For example, it took centuries for the 
concept of spontaneous generation (life arising from inanimate objects) to be dispelled, despite early evidence 
in favour of biogenesis (life arising from life). So too with quantum mechanics – its replacement of Newtonian 
ideas took many years. In modern time, the idea that a particular bacterium caused stomach ulcers and not 
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physiological problems was met with resistance for many years (Wolinsky, 2008). In his article, Wolinsky 
summarises this historical problem in scientific fields as such: ‘It is not only the reluctance of established 
research fields and communities that slow down the uptake of revolutionary hypotheses, but also general 
reluctance to explore new ideas and support those who do so.’ 

German physicist Max Planck (1858–1947) once observed, ‘a new scientific truth does not triumph by 
convincing its opponents and making them see the light, but rather because its opponents eventually die, and 
a new generation grows up that is familiar with it.’ [(Planck, as quoted from (Wolinsky, 2008)]. 

The question that we need to ask ourselves is, given how much we know now, just how much longer will the 
market research industry endure this short-term, sales-focused approach that does not build neuroscience 
truths about long-term brand building into measurement systems?

Part of the allure of the so-called ‘information processing model’ or perspective is its simplicity and its focus on short-
term sales goals (for example recall, liking, intent). These measures all have solid normative databases associated 
with them, which flow from the historical depths of this approach. Such measures – backed up by norms – translate 
naturally into a corporate environment where quick, rational decisions about ‘go / no go’ for ads are made (Heath et al, 
2008). When faced with the unknown wilderness of neuroscience methods and new metrics with limited normative 
backing, it is often easier to continue along a traditional path than to embrace the change.  

Recently, popular neuroscience techniques like implicit testing, eye tracking or EEG measurements have started 
to become more widely used in communications research. But these techniques are still used as supplements 
to already-existing traditional methods, which focus on short-term, rational effects whilst under-representing 
subconscious, emotive brand effects. 

The market industry must guard against a false sense of security about embracing neuroscience for all it has to 
offer if the root of our approach has not evolved markedly from short-term, sales-focused models of yesteryear. 
More can be done, over-and-above supplementing these existing approaches with neuroscience research pieces. 
We need to take hold of a new, redefined framework of communications effectiveness, which up-weights the role 
that emotion, long-term brand building and subconscious processes play in communications success. 

4. Our point of view on advertising success

In our paper, we propose that in-market communications effectiveness results from certain ‘messages’ gaining 
behavioural power. This happens when explicit and/or implicit aspects of communication insinuate themselves 
into consumers’ nervous systems and become anchored to the brand in some ways that later influence choice 
and commandeer behaviour, generating increased sales and profit for the brand being advertised (both in the 
long and short-term).

Short-term objectives are generally volume-based and favour a direct approach in which immediate behavioural 
triggers such as discount pricing (an offer or incentive), new product features or some other promotional event, 
should be central. 

At the same time, it has been proven that communications that are focused on long-term brand building 
and strengthening of the brand provide better sustained commercial success for the business compared to 
communications that are focused on short-term activation only. Supporting evidence for this comes from a 
seminal paper that the IPA has written outlining the effectiveness of long-term and short-term advertising 
(Binet & Field, 2013). 
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Our point of view is that the most successful brands are able to command attention repeatedly, in different 
contexts and at different levels, all the while keeping a sense of ‘fresh consistency’ that enables them to build 
long-term brand memories over time, with supporting short-term sales goals as required. 

This implies a move away from purely short-term focused ad metrics, to a more balanced view, incorporating 
the impact on short-term activation and memory effects, which lead to long-term brand building. The current 
industry norm is to measure the success of the ad itself based on views that require conscious recall (and 
liking) of the message on the respondent’s behalf. These traditional approaches are informative in telling us 
to what extent the ad is liked and what the key memorable elements of the ad were. These are important 
elements as they help us understand the short-term impact of the ad, but they fall short of telling us what the 
long-term effect of the communications is on the brand.

In their IPA paper, Binet and Field (2013) demonstrated that advertising with short-term goals (‘call to action’) 
has significant impact on sales, but the effects are not necessarily enduring or sustainable. Advertising focused 
on brand building does not necessarily have as great an impact in the short term, but over time steadily 
improves the strength of the brand and produces strong business results. Figure 1 shows a comparison of the 
sales uplift experienced over time from rational messaging versus emotional priming (for long-term success). 

We posit that it is important for advertising campaigns to have a balance in both short-term goals and long-
term goals (with the balance being determined by the overall campaign objective). The nature of business 
requires that there is an immediate impact on sales, thus we cannot downplay the importance of advertising 
that activates immediate sales. However, it needs to be balanced with long-term brand building goals to ensure 
continued growth and a sustained brand presence in the market.

Figure 1: How effects from multiple exposures build (Binet et al, 2013) 

So it is important that we have an understanding on how to build long-term brand effects. Central to this is the 
role of memory. In the next section, we outline the major learnings and developments in the areas of attention 
and memory, which impact the way we define success. 
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5. Brands in the brain: the art of landing in the long-term memory

In the last decade, much has been learned about how brands and decision making function in the brain. In 
particular, we have learnt a lot about the role, and dynamic nature, of memories. 

Memory is often mistakenly thought of as a means simply to store information from the past. But it has a far 
more important role – memory is used to help us make decisions. The memories that we record are the things 
that experience teaches us will help make better predictions and choices. The way that we store and retrieve 
brand memories in our minds affects subsequent decision making behaviour [(Plassmann, Ambler, Braeutigam 
& Kenning, 2007, as quoted from (Ratnayake et al, 2010)]. 

Critically, from a communications point of view, it has been shown that memory is malleable and that 
advertising can alter the memory of consumers’ past product experience. Over time, this post-experience 
advertising information can become incorporated into the brand schema and influence future product 
decisions (Braun, 1999).

Ratnayake et al (2010) asserts that when brand information is retrieved from memory, two discrete 
physiological systems are activated with different functions. Autobiographical memory (AM) indicates 
brand information associated with self-relevant, personal lifetime experiences. In contrast, brand 
knowledge about features and attributes is stored in the semantic memory (SM) system with little 
connection to self-identity systems. 

In the context of AM, information is stored in affect-laden episodes connecting to specific situations, which may 
result in hedonic brand choices over rational evaluations. On the other hand, SM involves abstract information 
about the brand that leads to rational choices.

As outlined in section 3, it is apparent that our research industry is heavily reliant on assessing communications 
based on SM systems (an assessment of the brand/ad itself). However, Ratnayake et al points to the importance 
of both the AM and SM systems in decision making. 

The key learning from our improved understanding of how the brain and memories work is that communications 
are most effective when they create affective memories that embed the brand into contexts that are meaningful 
and relevant to individuals, hence embedding the brand into the AM system. 

So in measuring communications effectiveness, we should not only focus on the execution of the ad, but 
also the deeper question around whether and how the ad filters through the AM, and if it has the potential to 
update, build or support the overall brand narrative. For the message to land in the memory, it needs to catch 
the person’s attention first and foremost. 

Findlay (2011) provides an extensive overview on how attention functions – it can be divided into two types 
of processes. Bottom-up processing implies that our attention is guided by cues in the environment without 
much conscious thought on the observer’s behalf. This means that it is not a goal-specific process. In contrast, 
top-down processing is goal-directed where attention is given to items that match our current goal. This has 
implications for advertising. Unless the advertising already coincides with someone’s top-down goals, the 
advertising will have to be noticed under bottom-up processing (via subconscious scanning of the environment). 
Within the first 2.5s of exposure, the brain creates a saliency map of the aspects within the visual field that 
require further processing – whatever seems most important will be attended to further (Plassmann et al, 
2012). In the absence of a particular goal to direct our top-down attention, any stimuli that are particularly novel 
or surprising will take priority in directing our bottom-up attention. 
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Novelty therefore plays a significant role in how we process information, particularly because the brain has 
limited attentive resources and needs a mechanism to filter out messages and stimuli that are not important 
to recognise. Novelty – defined as the difference between expectations and reality – signals that there is 
something worth learning or paying attention to. In essence, novelty is the end result of predictions that fail.

Recent research has revealed that humans have a built-in novelty detector in the hippocampus region of our 
brain. For example, Lisman & Grace (2005) have demonstrated a physiological ‘filtering’ process in which new 
information is stored into long-term memory. This filtering process works through the ‘novelty detector’ of the 
hippocampus region, which they call the Hippocampal-VTA loop. 

First, incoming information is compared with what is in the memory to come up with predictions of what is 
happening next. Then, the prediction is compared with reality, resulting in a tagging in terms of novelty (or, ‘non-
expected’) – this is the first filter. Of course, one should note that not all novel or surprising events may be of 
sufficient importance to enter memory. Indeed, there is so much novelty in the environment that it could easily 
overwhelm the brain’s capacity. Hence there is a further regulation in which the novelty tagging engages the 
VTA region to test the information on two further filters: the affective value of the information and the evaluation 
of motivation (relevance to current goals). 
Assessing the novel information on the affective value is needed, as not all new things are important to invest 
in updating our memories: it is only those that we care about (and relate to strong affective memories already 
established in our brain). 

Creating and reinforcing affective memories does not guarantee behavioural outcomes; the circumstances 
of the present have a powerful role to play in influencing how the memory will be perceived and acted upon. 
Relevance is the third filter implemented to measure whether or not a stimulus is behaviourally relevant and 
motivates someone to action (behavioural intent).

It would only be in the case where these successive filters – novelty, affective impact and relevance – are 
cleared that dopamine would be properly released. Dopamine is a neurotransmitter chemical that has been 
shown to be a contributory factor in affecting long- term potentiation, a form of synaptic plasticity thought to 
encode long-term memory. So in trickling through all these filters, information about the brand stands a good 
chance of updating longer-term brand memories and becoming part and parcel of beliefs held about the brand, 
ultimately enabling the purchase decision.  

So to summarise, our brain’s initial reaction to an event, and the extent to which the information it contains 
is attended to and stored in memory, is affected by its lack of expectedness, its emotional meaning and its 
resonance with respects of goals. 

6. Implications in research

This understanding of brands in the brain gives us clear direction in terms of how to update our quantitative 
market research approach in assessing communications effectiveness. We have established that we ought no 
longer to focus only on short-term executional effects of the ad – we must also concern ourselves with the 
potential of ad messages to land up in the long-term memory to update or strengthen brand memories. 

So what is required in order to measure these effects? We know that much of our decision making is the 
result of a complex web of past experiences and memories, which are malleable to the outside environment. 
Therefore, we cannot simply ask people to tell us the degree of influence of the ad on their purchase decisions.
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Ultimately, we want to measure the long-term memory impact of the execution – whether the ad is able to 
update or build the brand narrative in the brain. But quantitative surveys are by definition system 2 devices that 
elicit rational responses2, so we cannot collect the implicit impact of advertisements entrenching the brand in 
the long-term memory of people. Instead, we need to utilise questions that tap into an ‘edge of consciousness’ 
heuristic and give us a sense of system 1 processing potential. 

The three-filter process described in the previous section provides a useful guide in terms of which constructs to 
measure in order to tap into long-term memory effects. A measurement system built upon these neuroscience 
learnings will assess if the ad was novel enough to pass through the initial subconscious environmental scan 
to catch the attention, affective in a way that connects deeply to the recipient on an emotive level, and relevant 
to their current goals in order to create a focus on the message itself. 

The ideal is of course not to conduct communications evaluations on quantitative measurements only. 
A quantitative survey will always render a more rational response to questioning than implicit or projective 
techniques, and certainly the ideal would be to collect passive, physiological data through fMRI testing, EEG 
testing or more simply through EyeTracking. However, these techniques are not always practical in terms of 
scalability – and many client organisations are not yet ready for a fully-fledged neuro-based approach that 
is independent of quantitative surveys. A bridge between the old and the new is required: a holistic, updated 
quantitative measurement system for which norms can be built, and that is scalable within client organisations. 
This will then lead more naturally into in-depth neurological investigations for a more detailed, second-by-
second view of the ad. 

The first step in this process is to acknowledge the limitations of our current approaches. As an industry we 
have been too focused on short-term activation measures only, and we now need to build in long-term brand 
effects, based on neurological findings about the brain – such as learnings about memory filters by Lisman & 
Grace (2005). 

For the purposes of this paper, we have defined three questions to cover the three memory filters. We will 
refer to the combination of these three questions as “Affective Memory Potential” (AMP). The phrasing of 
these questions may not yet be optimised, but after much deliberation we feel they are a solid foundation 
from which to work: 

1.  Novelty: ‘To what extent, if at all, did this ad convey something better than you expected?’ Novelty can, of 
course, be negative OR positive. We phrased this question positively, in order to capture the ad’s potential 
to update brand memories in a positive direction.

2.  Affective impact: ‘How vividly, if at all, does the ad you’ve just seen remind you about things you personally 
care about?’ The personal affective connection necessary for a message to filter through to the long-term 
memory is implicit in this question.

3.  Relevance: ‘When you think about which mobile network is best for you, to what extent, if at all, did this 
ad contain something that is relevant to you?’ The relevance to personal goals, which activates further 
attention, is captured in this question.

We used a 7-point Likert scale on each question, where seven was ‘strongly agree’ and 1 was ‘strongly disagree’. 

In addition to considering each individual measure on its own, we considered the combination of the three 
memory filter questions sequentially, to reflect the filtering process described by Lisman & Grace (2005), 

2  System 1 thinking is fast, instinctive and emotional, whereas system 2 thought processes are rational 
and logic-based. (Kahneman, 2013)
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to capture how new information filters through into the long-term memory. Therefore, we interpreted the 
percentage of people who gave a Top 2 Box score across all three questions as the overall long-term memory 
potential of the ad. 

Although our data collection method might still be somewhat rational by being asked in a quantitative survey, it 
would at least attempt to reveal the underlying potential of adverts to influence the long-term memory of people. 

7. Our research propositions

These learnings about attention and memory have led us to the following propositions around how 
communications testing should be implemented:

Proposition 1

Despite using somewhat rational system 2 responses typical of quantitative surveys, communications 
questions built around neurological memory filters (novelty, affective impact and relevance) are able to reflect 
unconscious effects of the ad and tap into its long- term brand building potential. 

Proposition 2

In addition to asking respondents traditional questions about their immediate response to the ad itself, richer 
information about the ad will be derived if respondents are questioned on the dimensions that affect long-term 
brand building potential (novelty, affective impact, and relevance). 

8. Research methodology 

We chose three recently-aired television advertisements by mobile telecommunications providers (Vodacom, 
MTN and Cell C: refer to Appendix A for stills of the advertisements) and tested them using a two-phased 
process. Firstly, we used an EEG pilot and compared results against our neuro-centred survey measures (asked 
of the 20 neuro-participants). The aim here was to see if the new measures reflected the way in which the 
messages are received, neurologically speaking (Proposition 1). 

The aim of the second phase was to compare the depth of response of traditional measures to the new ones 
(Proposition 2). Here we asked both the traditional survey measures and the neuro-centred survey measures 
of a bigger sample to compare the quantitative results. 

Our sample for our neuroscience phase comprised black females only in order to eliminate any demographic 
biases towards the ads. It follows that our analysis of quantitative data focused on this same demographic 
group, in order to be comparable.

8.1. EEG methodology3 

In order to test Proposition 1, we partnered with HeadSpace Neuromarketing4, a company that specialises in 
the field of neuromarketing and has particular expertise in utilising (EEG) to understand people’s reaction to 
advertising better. 

3   This paper deals with the marketing implications of EEG measurement of the three chosen ads. Detailed 
measurement and methods behind the EEG experiment can be obtained from HeadSpace Neuromarketing. 

4    The authors would like to thank HeadSpace Neuromarketing for their valuable contribution in terms of 
providing the EEG results and analysis thereof. Overall conclusions and findings based on these results 
were conducted by Alida Jansen and Lorcan McHarry.
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EEG is a well-validated medical imaging technique that reads scalp electrical activity generated by brain 
structures. When brain cells (neurons) are activated, local current flows are produced. EEG measures mostly 
the currents that flow during synaptic excitations of the dendrites of many pyramidal neurons in the cerebral 
cortex (Teplan, 2002). 

EEG allows us to measure the physiological responses to adverts during the actual exposure, rather than relying 
on direct questions after exposure. This means we can get to a measured response to an ad, which more 
closely reflects how people engage with adverts in the real world (people do not typically stop and think about 
an ad after they are exposed to it, yet we artificially induce this atypical assessment in surveys). 

Through EEG, HeadSpace Neuromarketing has the ability to measure the sub-conscious processing of adverts. 
In this particular study, the neurometric dimensions of emotion, novelty, thoughtfulness, engagement and 
arousal were measured. We wanted to test our constructs of novelty, affective impact and relevance against 
these neurometrics as a representation of the ‘truth’ of message effects.

The neuromeasures can be understood as follows: 

1.  Emotion can be thought of as emotion-laden attention, measuring withdrawal (negative) or approach 
(positive) motivation. Successful ads effectively employ the optimal levels of approach and withdrawal affect 
at various moments in the execution.   

2.  Novelty is a response that might cause a person to stop and look at the ad. In order to capture attention, 
an ad should ideally have novelty in the first few seconds, but should not be novel throughout, as this may 
cause confusion or make the ad challenging to process. A high overall ‘novelty’ score is therefore not in 
itself an indicator of a successful execution. 

3.  Thoughtfulness is a response that indicates the brain is moving out of a relaxed mode into a more 
deliberative mode. Again, an ad with a high overall thoughtfulness score may be cognitively too demanding, 
and therefore not necessarily ideal. 

4.  Engagement indicates the level of focus achieved – for example if one were to focus on one particular 
person’s verbal speech in amongst a crowd. 

5.  Arousal is the strength of emotion and leads to a nervous system response. ‘Emotion’ can therefore be 
thought of not only as ‘positive’ or ‘negative’ in valence, but the strength of the emotion will determine the 
level of nervous system response. 

Twenty black female participants were recruited for the study, and informed consent was obtained from each 
participant for the EEG measurement. HeadSpace Neuromarketing’s standard testing protocol was used. The 
20 respondents gathered at a central venue where they were exposed to the three chosen mobile network 
adverts as well as three additional decoy ads, whilst being measures through EEG. 

Topographical maps were computed using spectral power (energy) estimates within specific bands. In the 
instances where one wanted to compare viewing activity to baseline conditions, the baseline values were 
subtracted from the measurement during viewing conditions.

After the baseline conditions were established, participants were shown a segment of white-noise (TV static) with 
a cross centred in the middle of the screen. This was followed by the advertisements. The same advertisements 
were viewed within three blocks preceded by the TV static condition. The order of the ads was randomised in 



86 • SAMRA 2014

each block to control for sequential viewing effects. After viewing the advertisements, participants completed 
an on-line survey containing the three memory diagnostic questions aimed at measuring long-term memory 
potential (novelty, affective impact, relevance).

8.2. Quantitative survey

The quantitative survey was designed to test Proposition 2 and used a separate sample. We interviewed 129 
black female respondents on an online panel in South Africa. Of these, 57 were asked a traditional set of 
questions about the ad (liking and persuasion), whilst 72 were asked the new question sequence of novelty, 
affective impact and relevance. We compared the two sets of questions to ascertain the depth of insight from 
both, and to identify how these questions can complement each other. We focused on black females in order 
for this sample to be demographically matched with neuroscience participants. 

Our sample qualified if they deemed themselves to be regular television watchers. This ensured everybody had 
a fair chance of having been exposed to the ads in question. 

The Communications Measurement section started off with a question about awareness of mobile network 
television ads, before being exposed to the three chosen ads, one after the other. Our sample was then split into 
two cells: one cell answered traditional questions about the ad, whilst another cell answered our neuroscience-
based memory filter questions. 

Traditional cell diagnostic questions were:

Liking Brand linkage

Feeling Interest

Tell me everything about ad (open-ended)

Memory cell diagnostic questions were:

Novelty Affective impact Relevance

What things that you care about does the ad bring about?  (open-ended)

We asked open-ended questions of both cells. For the memory cell, our open-ended question was more 
focused on the memories that the ad evoked, rather than the specific particulars of the message that the 
respondent liked or remembered. All too often, open-ended questions result in a play-back of the ad’s storyline, 
rather than deeper impressions of the ad itself. For a more detailed outline of the survey structure, please refer 
to Appendix B. 

9. Research findings

Below we outline our research findings in four sections – first we look at the EEG results in isolation, after which 
we outline conclusions based on the quantitative Affective Memory Potential questions. 

In the third section, we test Proposition 1 to see if there is any evidence of a statistical relationship between the 
new quantitative measures and EEG results. 
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Our fourth section deals with Proposition 2, looking at traditional results and new memory questions. We 
ask whether the new measures based on memory filters and long-term memory potential render any deeper 
insights than more traditional, short-term focused communications measures.

9.1. EEG results

The findings from the EEG measurements revealed how the three adverts all produced different reactions from 
participants (Table 1). It should be noted that a television commercial is a dynamic stimulus, ideally measured 
through a scene-by-scene analysis. A full analysis of the EEG readings for each commercial will therefore need 
to examine the interplay of the various levels of each metric throughout the commercial. For this exercise, 
however, a mean score for each metric was provided in order to provide an abridged view of each commercial 
with which to compare the two methodologies.

The neurometrics indicate that overall, the Vodacom execution was the most arousing and engaging of the 
three advertisements. It elicited approach-related tendencies amongst participants. The Cell C advertisement 
had high Novel and Thoughtful scores, whereas MTN scored highest on Emotion. 

Table 1: Neurometric results

The ad for Cell C appears to be the least effective of the group. It outperformed the other two ads on the Novel 
and Thoughtful metrics which is indicative of a cognitively demanding ad to which the audience applied a 
higher level of mental resource.  The ad created a high level of directed attention and cognitive thought and 
respondents had to decode the message and storyline of the ad actively. This demand on cognitive resources 
affected the ability of the ad to drive emotion and engagement with the execution. 

Both the MTN and Vodacom ads performed relatively well in creating a positive response from participants 
(across all measures). However, each ad worked differently in achieving this. The MTN ad prompted the 
strongest emotional response, outperforming the other two ads on the Emotion metric. This indicates a positive 
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approach response and drew people in. The emotive loading on the ad could be attributed to the storyline, 
which featured a father singing a lullaby to his daughter over the telephone. 

In contrast, the Vodacom ad did not create as strong an emotional response, but was a consistent performer 
on the other measures, creating the highest levels of arousal and engagement. This indicates that it generated 
a physiological response from people, which suggests that it is most likely to generate a meaningful emotive 
response, coupled with call-to-action response at the cognitive level. In contrast the MTN ad was very emotive, 
but less likely to elicit an immediate response. 

The Vodacom ad had a strong, internationally popular sound-track, strong colours and a distinct up beat 
celebratory feel, whilst also communicating a very clear call-to-action at the end. This ad therefore spoke to 
both long-term (emotive) and short-term (call to action) success factors. 

9.2. Quantitative survey results

Proposition 1 is about testing whether the new memory filter questions mirror these all-round positive results 
on the neurometrics, to ascertain the long-term memory potential of the ad. 

Figure 2 and 3 summarises the results from the quantitative survey where 72 respondents were exposed to 
the three adverts and answered the three questions on long-term memory potential. 

We can look at the scores in two ways. Firstly, (as in Figure 2) we can look at the performance of the adverts 
within each of the three dimensions of novelty, affective impact and relevance. Here we have taken the top 
two box score as a measure of success (that is, all ratings of 6 or 7 from the 7-point Likert scale). Importantly 
however, the key outcome for an ad is to score well on all three dimensions of novelty, affective impact and 
relevance. Given this, we define the requirement for a successful ad as one that scores a rating of 6 or 7 across 
all three questions.  We label this the Affective Memory Potential (AMP) and this is what is displayed, as a step-
wise sequence, in Figure 3. A global R&D pilot study5 was conducted, which provides normative information 
for comparative purposes. 

Figure 2: Emotive cut through (black females, n=72)

5 Run independently from this paper
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Figure 3: Affective Memory Potential (black females, n=72)

What we can surmise from these results are the following:

•	 	In	 terms	of	overall	performance	(which	we	define	by	combining	all	 three	questions),	 the	Vodacom	ad	 is	
determined to be the most likely to have the strongest long-term impact for the brand. In contrast, Cell C is 
the weakest ad. In the total sample, Vodacom has an Affective Memory Potential (AMP) score of 44%, well 
ahead of MTN with 31% and Cell C with 6%. This reflects the finding of the EEG tests which indicated that 
the Vodacom ad was the strongest performing ad in terms of “engaging impact”.

•	 	When	 looking	at	 the	 specific	aspects	of	 the	AMP,	MTN	stands	out	 as	 the	ad	 that	has	 the	most	 affective	
(emotive) impact with three fifths of the sample saying the ad reminded them about things that they cared 
about. However, its relatively weaker performance in terms of novelty and relevance means that the potential 
impact of the ad has been diluted. This tallies with the findings from the EEG measurements which suggested 
that the MTN ad had a strong emotive impact, but was lacking in terms of spurring people to react. 

•	 	Although	the	Vodacom	ad	was	slightly	weaker	in	terms	of	affective	impact,	it	scored	consistently	well	across	
all three measures.  This suggests that it has all the ingredients of novelty, affective impact and relevance 
to bring the brand into the long term memory of people.

We have shown that, when run independently, the EEG measurements and the quantitative questions can 
produce similar conclusions. But Proposition 1 requires us to take it one step further to understand the nature 
of the relationship from a statistical point of view. 
 
9.3. EEG versus Survey

To test Proposition 1, we asked EEG participants the quantitative Affective Memory Potential questions after they 
had participated in the EEG pilot. Having the two sets of results for the same individuals allowed us to make a 
direct comparison between participants’ neuroactivity and the responses they gave to the survey questions. 

Investigating the relationship between survey questions and neurometrics consisted of a two-phased process: 
Firstly, in order to assess whether the three individual survey questions were associated with the neurometrics, 
a subset selection6 was performed with survey results as the response variable, and the neurometrics as the 
predictors. Each survey construct was assessed in isolation through this process, but no stable predictive 
models were found at this level of analysis. 

6 A forward step-wise selection algorithm was used.
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In the second phase, the same process of subset selection was used on a set of Principle Components7, to see 
if a stable model existed. A stable model was indeed found when looking at the Vodacom ad, which produced 
the strongest response in both the EEG measurements and the survey measures. 

This significant association emerged when looking at Vodacom’s first Principle Component (PC1), which 
explains approximately 68% of the variance in participants’ survey responses. High ratings were associated 
with changes in frontal alpha power (energy). Alpha power over the frontal region of the scalp is a sensitive 
biomarker for the allocation of attentional resources (decreases in alpha power are associated with increased 
allocation of attention). Approximately 40% of the variability observed within the principal component accounted 
for by the variance in alpha power (energy) over the frontal regions (β = -0.04, p < 0.01). See Figure 4 for an 
illustration of this relationship.

Of course, the interpretation of the magnitude of R2 is field-specific. It should be noted that 40% variability 
explained is a fair amount in the context of a physiological response. With many different factors able to drive 
a physiological process, this outcome is a very encouraging result indeed. Neuroscience researchers normally 
consider 10-15% as noteworthy in this context. 

Figure 4:  A significant association between survey responses (PC1 for Vodacom) and Alpha Energy 
– a decrease in alpha frontal energy indicates an increase in attentional resources

Figures 5 and 6 illustrate that the more highly the participants rate the advertisement, the greater the degree of 
frontal alpha de-synchronisation. The decrease in frontal alpha energy is often observed in neurophysiological, 
as well as neuromarketing studies, and has been linked to allocation of attention resources. In the context of 
the model, those participants who rated the advertisement more highly allocated more attentional resources 
to the stimulus. This then points to the fact that emergence in audio-visual information streams is important in 
terms of the impact that it will have on a participants rating of the ad.

7  Principal component analysis (PCA) was performed on the survey data from each of the three 
advertisements to assess the underlying sources of variability within the participants’ response data. 
The percentage variance explained by each Principle Component, for each ad, as well as the PCA 
loadings, can be found in Appendix C.
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Figure 5: Neuroactivity amongst respondents who gave a high survey response (Vodacom ad)

Figure 5: Survey questions vs. relative Alpha power over the frontal region. The associated scalp maps 
comparing baseline and viewing conditions, baseline activity is set to zero. Unit of measurement is log power.

Figure 6:  The higher participants rate the advertisement, the greater the degree of frontal alpha 
desynchronisation (Vodacom ad)

Figure 6: The associated spectra for each condition overlaid on top of each other. The alpha band is indicated 
by two vertical lines extending from the x-axis.

So in the context of Proposition 1, this demonstrates that there is a significant relationship between the 
combination of the survey metrics (high ratings across all three questions, possibly due to a heuristic when 
answering the questions) and the actual physiological response to the information received by a person. 
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9.4. Traditional and Affective Memory Potential questions

Our second proposition is that the three quantitative Affective Memory Potential questions can render rich 
additional information about the adverts’ potential to influence long-term memories, over and above traditional 
short-term focused questions.

Figure 7 summarises a host of standard measures used to assess the three mobile network provider advertisements. 
MTN has a better-liked ad, but for all other questions, Vodacom rates higher. So in a sense, apart from the likeability 
question, the standard measures pick out the Vodacom ad as the strongest in terms of short-term effects.

Figure 7: Traditional advertising performance results (black females, n=57)

These traditional measures are outcome-focused, summarising the overall outcome of people’s reaction to 
the ad without diagnosing in particular the mechanics behind why people respond positively (or negatively). 
These show that the Vodacom ad is a particularly strong ad in regards to short-term activation potential. But 
adding the layer of long-term memory filter questions, we see the Vodacom ad’s true potential beyond its sales 
potential – it has the power to influence brand measures over the long-term by the fact that it engages the 
brain’s attentional resources to impact the brand narrative over time.  

Looking at the MTN ad, the measure that it scores particularly well on is the question focused solely on the ad 
(‘how much do you like the ad?’). The MTN data shows that the ad is more liked than the Vodacom execution. 
Based on this, it would be tempting to come to the conclusion that it is a more effective commercial. Here the 
weakness of traditional measures to diagnose the full effect over the longer-term becomes evident: we know 
the ad is well-liked, but we are unable to diagnose the source of it as being a strong emotive component, or the 
weakness that lies therein (a lack of relevance to bring about behavioural intent). Other traditional measures 
also do not point at the overarching heuristic that could bring about long-term updates to the brand narrative. 

Adding the Affective Memory Potential questions allows us to diagnose that the high liking stems from strong 
personal memories. So, in line with (Binet et al, 2013) – and supporting Proposition 2 – a combination of 
short-term and long-term ‘memory’ measures could help diagnose communications effects more holistically. 
Open-ended questions add a crucial dimension to understanding message assimilation, but oftentimes they result 
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in a factual playback of the storyline or tagline. We proposed that framing these questions around memories (rather 
than messages) should elicit a richer understanding of the ad’s connection with respondents on an affective level. 
In our research, we posed a traditional open-ended question, as well as one which was framed around memories. 
We contrast the two here, in order to understand whether the latter gives richer results. 

Figure 8 summarises the results from a standard open-ended question about the message that respondents 
took from the MTN ad (“What were the main things that the advertiser was trying to tell you in this ad?”) whilst 
Figure 9 summarises the results from an open-ended question phrased around affective memories created by the 
advertisement (“You said that the ad reminded you quite vividly about things that you really care about: what does 
it bring to mind as you watch it?”). We chose to compare the results from the MTN ad specifically, as this was 
the most emotive of the three ads, giving both open-ended questions the chance to render emotive responses.

There is a marked contrast in the responses from the two open-ended questions. The traditional question was 
dominated by more factual information (free, talk, airtime, cheaper) with MTN being the obvious subject.  

When we direct the respondents to focus on memories that the ad reminded them of, a much stronger emotive 
response is elicited (Figure 9). ‘Family’ and ‘children’ dominate the response with a lot of warm words being 
used (love, loved, touch, people). There is little factual playback of what the ad was trying to communicate.

Figure 8: Traditional open-ended results

Figure 9: Affective Impact (memories evoked) open-ended results

Assessing Proposition 2, we have already shown that a combination of short- and long-term memory measures 
can render a deeper, more holistic sense of advertising success, as it opens up conversations about the long-
term success of the ad. 
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In addition, by acknowledging the importance of memories in driving decisions, and building this into our open-
ended survey questions, we can gain a richer understanding of why an ad like MTN’s is well-liked. Traditional 
results indicate a very high liking score for the MTN ad, but not a very strong brand impact. 

Combining this with our memory-based questions, we can learn that the MTN ad has an affective impact on people 
(it is very emotive) and that this affect is connected to people’s love for their family and children. Furthermore, we can 
learn that it does not deliver new information that is unexpected (or existing information delivered in an unexpected 
way), and is not immediately relevant to their needs. The Vodacom ad is a consistent performer across all three 
memory filter measures and shows more potential than the MTN ad to influence long-term memories for the brand. 

10. Discussion and Conclusions

Our research attempts to usher in a new era of communications effectiveness measurement by putting 
neuroscience learnings at the centre of a measurement system, to build a balanced view of short- and long-
term advertising effectiveness. This has some important implications for the marketing insights industry. 

Firstly, as an industry, we must be brave enough to accept the limitations of current approaches in fully diagnosing 
advertising success, as current models still have their roots in sales models of yesteryear. In addition, we must 
embrace new measures that spring from a greater understanding of how messages are assimilated in the brain’s 
long-term memory. Such measures, founded in neuroscience principles, could add a valuable understanding of 
communication success, and improve the depth of understanding we provide our clients. 

Traditional models have long standing, rich databases on which to benchmark results, but a brave venture into 
new uncharted territory is necessary in order to embrace new measures which are rooted in neuroscience. Our 
research has shown that such new measures are valid, easy to interpret and directive in their findings around 
the memory potential of an ad. 

It goes without saying that new communications measures need to be based on sound neurological findings about how 
the brain works. The measures used in our research are based on the science of attention and memory filters. However, 
there may be other areas or interpretations of neuroscience that may result in equally useful survey measures. 

Using neuro-inspired measures within a quantitative survey to assess communications effectiveness has a side 
benefit of building a more natural bridge between pure traditional measures and new neuroscience measures which 
are able to diagnose advertising strength on a second-by-second basis. With quantitative measures solidly grounded 
in the basic principles of attention and memory formation, neuroscience methods can be more easily incorporated. 

Implicit in all of this is the need to become more balanced in defining communications success, taking into 
account long-term brand building and short-term sales goals into account. Thus far, communications effectiveness 
measures have been focused on rational recall and liking of the ad, and whether the ad motivates towards 
(short-term) action. However, this does not tell us about the success of the ad in building the long-term brand 
narrative over time. The conversation about long-term versus short-term goals of advertising should move out of 
the boardrooms in marketing departments, and into our communications measurement systems.

A renovated, fit-for-the-future way of measuring communications effectiveness should give due consideration 
to rational as well as emotive layers in the message, rely on both short-term call-to-action measures and long-
term brand building measures.



SAMRA 2014 • 95

BIBLIoGRaPHy

Barry, T.E. and Howard, D.J. (1990). A review and critique of the hierarchy of effects in advertising. International 
Journal of Advertising, 9: 121-135, 1990.

Binet, L. and Field, P.. (2013). The Long and the Short of it - Balancing Short and Long-Term Marketing 
Strategies. IPA in association with Thinkbox.

Braun, K. (1999). Postexperience Advertising Effects on Consumer. Journal of Consumer Research, 25 (4), 1990.

Damasio, A. (1996). Descartes’ Error: Emotion, Reason, and the Human Brain. London: Papermac.

Findlay, K. (2011). Attention and Memory: The Neuroscience of Communication & Advertising. Paper presented 
at 2011 South African Market Research Association (SAMRA) Annual Conference.

Heath, R. and Feldwick, P . (2008). Fifty years using the wrong model of advertising. International Journal of 
Market Research, 50 (1), 2008.

Kahneman, D. (2013). Thinking, Fast and Slow. (R. edition, Ed.) Farrar, Straus and Giroux.

Krugman, H. E. (1971). Brain Wave Measures of Media Involvement. Journal of Advertising Research, 11, 1971.

Lisman, J. E. and Grace, A. A. (2005). The Hippocampal-VTA Loop: Controlling the Entry of Information into the 
Long-Term Memory. Neuron, 46, 2005.

Plassmann, H., Ramsøy T.Z. and Milosavljevic, M. (2012). Branding the brain: A critical review and outlook. 
Journal of Consumer Psychology, 2012.

Ratnayake, N., Broderick A.J. and Mitchell, R. (2010). A neurocognitive approach to brand. Journal of Marketing 
Management, 26 (13-14), 2010.

Teplan, M. (2002). Fundamentals of EEG Measurement. Measurement of Science Review, 2, 2002.

Wolinsky, H. (2008). Paths to acceptance: The advancement of scientific knowledge is an uphill struggle 
against ‘accepted wisdom’. Science & Society, 9 (5), pp. 416-418.

Zajonc, R. (1980). Feeling and Thinking - Preferences Need No Inferences. American Psychologist, 35 (2), 1980.



96 • SAMRA 2014

appenDix a – aDvertising stills

a. The Vodacom Give a Happy ad

b. The MTN Lullaby ad

c. The CellC Data ad
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appenDix B – quantitative survey flOw

Our survey structure is outlined below. We split the sample into two groups – those who answered the traditional 
communications questions, and those who answered the new memory-based communications measurement 
questions.

1. All respondents
 1.1. Screener
 1.2. Awareness and usage of mobile network providers
 1.3. Awareness of mobile network provider adverts

2. Traditional communications measurement (half of the sample)
 2.1. Liking
 2.2. Brand linkage
 2.3. Believability
 2.4. Feeling
 2.5. Interest
 2.6. Traditional open-ended question

3. New communications measurement (half of the sample)
 3.1. Novelty
 3.2. Affective Impact
 3.3. Relevance
 3.4. Memory-based open-ended question

4. All respondents
 4.1. Demographics
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appenDix c – pca analysis

PCA was computed using standardised variables (0 mean, 1 standard deviation) and the singular value 
decomposition algorithm. The derived principal components for each ad were then used as response variables 
to perform subset selection. The PCA loadings and percentage variance explained (PVE) by each component 
are presented in Table 2 and Table 3. The bi-plots for the PCA for each of the advertisement are presented in 
Figure 10

Table 2. Percentage variance explained

Ad PC1 PC2 PC3

MTN 51.83 31.27 16.91

CellC 80.35 10.61 9.03

Vodacom 67.90 18.58 13.53

Table 3. Principal component loadings

Ad Metric PC1 PC2 PC3

MTN

Novelty 0.6720 -0.2168 0.7081

Relevance 0.3108 0.9505 -0.0039

Affect 0.6722 -0.2227 -0.7061

CellC

Novelty 0.5825 -0.0642 0.8103

Relevance 0.5750 -0.6720 -0.4666

Affect 0.5745 0.7377 -0.3546

Vodacom

Novelty 0.5750 -0.6108 -0.5443

Relevance 0.6022 -0.1344 0.7869

Affect 0.5538 0.7803 -0.2905
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Figure 10: Biplots for each of PCAs: (top-left) MTN, (top-right) CellC, and (bottom) Vodacom.
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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
 

STakEHoLdER oRGaNISaTIoNS
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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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EdUCaTIoN aNd TRaINING PRovIdERS 

puBlic higher eDucatiOn institutiOns that Offer market research 
Or relateD qualificatiOns

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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isO inDustry stanDarD sans 20252:2013 / 
isO 20252:2013
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 and 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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DirectorY of reseArch serVices
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ask afrika
224 Waterkloof Rd, Brooklyn, Pretoria, 0181
PO Box 1509, Brooklyn Square, 0075
General Enquiries: 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 BarometerTM, Radio MoodsTM, Ask 
Afrika Icon BrandsTM, Ask Afrika Kasi Star Brands and the Target Group Index (TGI). Ask Afrika pride themselves on 
their exceptional service delivery and they have offices based in Pretoria and Stellenbosch. 

BDrc (sOuth africa)
Studio C14, Mainstream Centre, Princess Street, Hout Bay, 7806
General Enquiries: Linda Findlay / Tel: +27 21 790 5262 / 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	services
•	 Corporate	and	business	services
•	 Automotive
•	 ICT/Telecoms
•	 Hospitality	and	Travel
•	 Pharmaceutical
•	 FMCG

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

research supplier prOfiles
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ifeeDBack 
977 Francis Baard, Arcadia, Pretoria, 0083
1415 Walter Ave, Waverley, 0186
General Enquiries: Adriaan Buys / Tel: +27 87 980 4226 / Email: adriaan@ifeedback.co.za 
Website: www.ifeedback.co.za

Keep Track of Change, Trends and Opinions

iFeedback is a one-stop shop for all your online survey, research technology and data collection needs. At 
iFeedback we offer a range of online surveys to assess the views and opinions of your clients, customers, 
employees and target audience. Our systems capability and our experience enable us to deliver hassle-free 
online surveys, backed up with reliable data, statistical reporting, valuable analysis and specialist consulting. 
If you need to understand the needs of your customers, staff or prospective clients and you want to evaluate 
your products and services, we can cater for all of your requirements reliably, efficiently and cost-effectively.

Contact iFeedback for:
•	Online	data	collection	services	•	Online	respondents	recruiting	and	database	•	Online	research	technology	
partnership	or	support	•	Research	project	management	•	Insightful	analytics

IPSoS
Ground Floor: Wrigley Field, The Campus, 57 Sloane Street, Bryanston, 2021
P.O. Box 68369, Bryanston, 2021
General Enquiries: Kate Slade / Tel: +27 11 709 7800 / Email: kate.slade@ipsos.com 
Research Requests: Tel: +27 11 709 7800 / Email: southafrica@ipsos.com
Career Opportunities: Michelle Grant / Tel: +27 11 709 7800 / Email: michelle.grant@ipsos.com
Website: www.ipsos.com

Branches in: Bryanston, Bloemfontein, Port Elizabeth, Cape Town, Durban
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 is ISO 9001:2008, 20252:2012 and 27001:2012 certified.
Ipsos has offices present in South Africa, Kenya, Zambia, Egypt, Morocco, Algeria, Uganda, Nigeria, Tanzania, 
Ghana, Mozambique, Ivory Coast and Tunisia. We can perform multi-country surveys based from anywhere on 
the continent.

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 specialisation, 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. 
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livingfacts
Ballyclare Place, 14 Ballyclare Drive, Endaweni Offices, Bryanston, 2021
P.O. Box 1792, Rivonia, 2128
General Enquiries: Marylou Kneale / Tel: +27 82 807 4043 / Email: marylou.kneale@livingfacts.co.za 
Website: www.livingfacts.co.za

Big enough to have all methodologies available to our clients; Small enough to know their business intimately

Qualitative and Quantitative Research Solutions Including…	Market	 Structure	&	Size	•	Advertising	
&	 Communication	 Effectiveness	 •	 Usage	 &	 Awareness	 •	 Segmentation	 •	 Brand	 Positioning	 &	 Affinity	 •	
Customer	&	Employee	Satisfaction	•	Loyalty	•	Category	&	Buying	Needs	•	Tactical	(including:	Pricing;	Product;	
Promotions)	•	Channel	to	Market	•	B2B	Relationships	

What Makes Livingfacts Unique…	Relationships	&	Communication	are	Key	•	Personal,	CATI,	Web,	Mobile	
Platforms	Available	•	Customisation	•	Experienced	Thinkers	•	Business	&	Solutions	Oriented	•	Quality	Centered

Our Industry Research Expertise…	 Business	&	Marketing	 Strategy	 and	Consulting	 •	 B2B	•	 Financial	
Services	 •	 Pharmaceuticals	 •	Telecommunications	•	 Petroleum	&	Chemicals	 •	 Logistics	 •	Distribution	&	
Channels	to	Market	•	Retail	•	Prestige	Brands	•	Upper	LSM	Customers	•	Beauty	&	Health

Founded: 2000
BBBEE Status: Level 4 Contributor

MaRkdaTa
Office@51, 51 Gemsbok Street, Monument Park, 0181
PO Box 13568, Hatfield, Pretoria, 0028
General Enquiries: Dr Elsa Thirion-Venter/Erna Jörgensen / Tel: +27 12 460 3858 / 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 groups or group discussions.

ADDING VALUE TO RESEARCH DATA THROUGH ANALYSIS AND STRATEGIC INPUT
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MaRkET INSTINCT 
64 Bram Fischer Drive, Robindale, 2194 / P.O. Box 1655, Cramerview, 2060
General Enquiries: Sandra Baxter / Tel: +27 11 888 9194 / Email: info@marketinstinct.co.za 
Research Requests: Lizalle Delport / Tel: +27 11 888 9194 / Email: info@marketinstinct.co.za

What	we	do:	Design	tailor	made	research	to	meet	the	unique	needs	of	each	client	•	Ensure	understanding	of	
the	consumer	market	they	operate	in	•	Provide	relevant	insight	for	marketing	decisions	and	strategy	direction

Areas of specialization:
1) PRODUCT / SENSORY EVALUATION: Sensory testing evaluates consumer reactions to food and consumer 
products as they are perceived by the senses of sight, smell, taste, touch and hearing. We have over 30 years’ 
experience of conducting Sensory Evaluation Studies.
2) PACKAGING EVALUATION: Packaging is an essential part of product marketing, and consumer research 
is needed to determine the most effective packaging. Market Instinct works in close association with PRS 
(Perception Research Services), an international company that specializes in packaging research using eye 
tracking. They have vast experience in this field.

Our services include Market research set-up and design; Market research fieldwork services; Data processing 
/ tabulations; Analysis and reporting services. Research Methodologies include Qualitative Focus groups, in-
depth interviews and Quantitative CATI, CAPI, central location tests, HUTs, in-home interviews.

millwarD BrOwn
JHB: Bradenham Hall, Mellis Park, 7 Mellis Road, Rivonia, 2128 / PO Box 332, Rivonia, 2128
CT: Unit 2 B, Black River Park North, Fir Street, Observatory, Cape Town / PO Box 12923, Mowbray, Cape Town, 7705
General Enquiries and Research Requests (JHB): 
Tania Scates / Tel: +27 11 202 7000 / Email: tania.scates@millwardbrown.com 
Career Opportunities: 
Noeraan Hendricks / Tel: +27 11 202 7000 / Email: noeraan.hendricks@millwardbrown.com
General Enquiries and Research Requests (CT): 
Jenni Coggin / Tel: +27 21 442 3680 / Email: jenni.coggin@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, storytellers 
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.
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mq market intelligence
5 Windward Turn, Atlantic Beach Golf Estate, Cape Town, 7437
Private Bag X1, Suite 261, Melkbosstrand, 7437
General Enquiries: Sabine Frielinghaus / Tel: +27 84 5636 111 / Email: sabine@mqmi.net 
Website: 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. MQ was established in 2008 and is based in Cape 
Town, South Africa. We offer the following research services:

•	Advertising	evaluation	•	Consumer	attitude	and	usage	studies	•	Customer	satisfaction	studies	•	Desktop	
research	•	 Feasibility	 studies	•	Marketing	 audits	•	Multi-client	 customized	 consumer	 research	•	Mystery	
evaluations	•	Product	placements	and	acceptance	tests	•	Tracking	studies

Our research approach emphasises one-on-one personal interactions to ensure a full understanding of the 
client’s target market. MQ Market Intelligence is at the cutting edge of new research techniques and analysis 
tools which ensures that our clients get the most appropriate and effective project execution. MQ Market 
Intelligence focuses on field work execution and we are experts in engaging with the client’s market in face-
to-face or telephonic conversations regardless of the respondent’s physical location. We excel at performing 
rigorous analysis to find meaningful insights for our clients. Helping clients to understand what their customers 
mean, not just what they say, is the essence of our value proposition. MQ is built on the expertise and 
experience of Sabine Frielinghaus, Managing Director. Sabine has 20 years’ experience working with some of 
South Africa’s top companies in research, marketing, strategy and organizational development. 

MSSa
40 Nicolson Street, Baileys Muckleneuk, Pretoria, 0181
P.O. Box 1930, Silverton, 0127
General Enquiries: Schalk Van Vuuren / Tel: +27 12 346 0718 / Email: mssa2@mssa-research.co.za 
Website: www.mssa-research.co.za

MSSA offers participation in its syndicated studies: Commercial Farmer Study and Small Business study.
StatsAssist is a service we provide to capture data and analyse data in SPSS. We specialize in advanced multi-
variate data analysis. 

MSSA provides ad hoc research on request which includes scientific sampling, fieldwork (interviews), data 
analysis, report writing and innovative insightful PPP. 

MSSA insight series can be ordered from Schalk van Vuuren. The latest report estimates the active SMME’s in 
South Africa by province and metro areas with projections up to 2018.
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NIELSEN
Nielsen Office Park, 7 Handel Road, Ormonde / P.O. Box 2208, Southdale, 2135
General Enquiries and Research Requests: Ailsa Wingfield
Tel: +27 11 495 3000 / Email: africacommunication@nielsen.com 
Career Opportunities: Ronelle Heald / Tel: +27 11 495 3000 / Email: ronelle.heald@nielsen.com
Website: www.nielsen.com and www.nielsen.com/africa

Nielsen is a global information and measurement company, with leading market positions in marketing and 
consumer information, media and audience measurement, online intelligence and mobile measurement. With 
a presence in more than 120 countries, Nielsen provides clients with the most complete understanding of what 
consumers watch and buy. 

Nielsen’s BUY sector provides consumer packaged goods manufacturers and retailers with the most comprehensive 
view of the consumer through information and insights. As the global leader in retail measurement services, we help 
clients understand current performance and provide analytical capabilities and solutions that aid in the managing and 
improving of future performance. Companies look to Nielsen to navigate the key trends and marketplace dynamics 
impacting their business. Our measurement and analytics are embedded in the operating disciplines of our clients, 
helping them to make smarter, quicker business decisions which drive results. Nielsen’s WATCH sector provides 
media and advertising clients audience measurement services across all devices where content is consumed. 
Nielsen remains the global leader in both television and digital measurement helping companies understand the 
reach of their content and advertising campaigns, as well as providing effectiveness metrics that help optimise overall 
spending, and maximise the value of their content. Nielsen offers capabilities in more than 40 countries in Africa, with 
a corporate DNA stretching back almost a century. The Nielsen legacy is of pioneering investment in technology and 
industry leadership in data sciences and client engagement to give clients an Uncommon Sense of the Consumer.

NUTSHELL RESEaRCH
1005 Bram Fisher Towers, 20 Albert Street, Marshalltown
24 South Road, The Hill, 2197
General Enquiries: Trevor Hanekom / Tel: +27 83 300 2200 / Email: Trevorh@nutshellresearch.co.za 
Website: www.nutshellresearch.co.za 

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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oNEPoINT GLoBaL
Lincoln Road, Cressex Business Park, High Wycombe, Bucks HP12 3RL, United Kingdom
General Enquiries: Ian Jeffrey 
Tel: +27 11 478 6960 / Email: tellmemore@onepointglobal.com or ian@ceagency.co.za
Website: www.onepointglobal.com

OnePoint Global provide the most powerful mobile and online survey technology. We are passionate about 
delivering the best mobile survey technology for leading brands across the globe. Simply put, ‘We get it’. 
We ensure that our customers’ mobile surveys stand out for the right reasons, maximising engagement; we 
understand the potential pitfalls so they don’t need to worry about them. Our Mobile Survey Platform enables 
people to create any kind of mobile survey, optimised for any device. That’s Mobile Web, Online, App or SMS 
surveys, perfectly formatted for basic phones, smartphones, tablets and browsers.

10 ways clients use our Platform:
1. Creating mobile surveys optimised to display perfectly on any device, in any country and any language. 2. Personalising 
surveys, invites and reminders with their logos, colours and fonts. 3. Making really engaging surveys with touch control 
sliders, rankings and ratings, as well as picture, voice and video, and much more. 4. Using reporting and analytics to see 
and export results in real-time. 5. Creating their own branded Survey Apps in minutes. 6. Making many different branded 
Apps without worrying about extra cost. 7. Using App surveys which upload offline responses automatically when a 
connection is re-established. 8. Giving respondents a dedicated website to register, download their App and access 
support. 9. Using SMS invites for Mobile Web and online surveys to increase response rates. 10. Using mobile surveys 
to replace CATI and IVR programs; gaining higher completion rates and saving money.

PEPPERCoRN RESEaRCH
Corner House, corner of Wessels Rd & 10th Ave, Rivonia
PO Box 784193, Sandton, 2146
General Enquiries: Sara Webster / Tel: +27 11 234 0143 / 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
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quest research services 
Unit 17B, Wild Fig Business Park, 1494 Cranberry Street, Honeydew / PO Box 1324, Randpark Ridge, 2156
General Enquiries: Mluleki Ncube / Tel: +27 11 795 2379 / 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

tns sOuth africa 
Head Office: TNS House, 6 Thicket Street, Newlands, 7700 / P.O. Box 44286, Claremont, 7735
General Enquiries: Richard Rice / Tel: +27 11 778 7500 / Email: richard.rice@tnsglobal.com 
Research Requests: Mark Molenaar / Tel: +27 21 657 9503 / Email: mark.molenaar@tnsglobal.com
Career Opportunities: Alison Eastwood / Tel: +27 21 657 9506 / Email: alison.eastwood@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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ToPLINE RESEaRCH SoLUTIoNS
2nd Floor, East Block, Oakfin Building, 367 Oak Avenue, Randburg, 2194
General Enquiries: Patson Gasura / Tel: +27 11 787 6500 / Email: patson@topliners.co.za 
Website: www.topliners.co.za

We are a Pan-African marketing research consultancy inspired by glaring need for correct and complete 
understanding of Africa and its people. We provide research solutions (bankable insights) to customer-centric 
organisations using timeous and cost-effective methodologies. In a nutshell below is what we do.

•	 Research design: research methodologies customised for research topics.
•	 Data collection: using tools customised to answer our Clients’ business questions.
•	 Data analysis: using various software tools compatible with Client data handling platforms
•	 Report writing: MS word & Power-point with detail varied by Client
•	 Oral presentations: delivered in sermon style to ensure action on recommendations.
•	 	Consultancy: we follow through to ensure understanding & use of research results to see impact. We also 

conduct change management workshops to help change stubborn internal staff attitudes that may not be 
in synch with consumer psychology.
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venues fOr hire
64 On Bram Viewing Facility 
64 Bram Fischer Drive, Robindale, Randburg, 2194
Contact: Sandra Baxter / Tel: +27 11 888 4060 / Email: 64onbram@icon.co.za 

•	 Group	and	workshop/depth	interview	venue
•	 Seats	8-10	respondents
•	 Viewing	room	seats	up	to	8	clients	comfortably
•	 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	and	security	guard	always	provided
•	 Catering	is	arranged	on	request
•	 Generator	available	in	case	of	power	failure

Field and Tab Durban
21 Claribel Road, Durban
Contact: Vintasha Naidoo or Richard Masefield / Tel: +27 31 303 5690 or +27 82 568 1635
Email: info@fieldandtab.co.za 
Website: www.fieldandtab.co.za 
Field and Tab specialises in focus group recruitment as well as a beautiful venue situated in the upmarket 
suburbs of Durban.

•	 	2	 large	 viewing	 room	 facilities	 air-conditioned,	
access to Wi-fi, state of the art audio and video 
recording and a fully stocked bar fridge

•	 Car	guard	services	available
•	 Catering	and	refreshments	arranged	
•	 Hostess	arranged
•	 Note-	takers	and	translators	available	on	request

•	 Accommodates	up	to	10	clients	per	viewing	room
•	 Seats	up	to	10	respondents	per	group
•	 	Large	training	room	facility	accommodating	up	to	

20 people
•	 Accommodation	can	be	arranged	
•	 Your	Kwa-Zulu	partner	since	1993.

Ventronics
11A Rose Avenue, Wilgehof, Bloemfontein
Contact: Marna Venter / Tel: +27 83 309 9559 / Email: venter.peet@gmail.com 
Website: www.ventronics.co.za

•	 11-seater	boardroom	with	observation	room
•	 Fully	air-conditioned
•	 Video	and	audio	recording
•	 Secure	parking

•	 Generator
•	 Catering	available
•	 Live	streaming	of	session	anywhere	in	the	world
•	 Easy	access	from	N1
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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 (incl. oil, commercial farming) • • • • • • • • • • • • • • •
Financial services • • • • • • • • • • • • •
Utilities  • • • • • • •
Telecommunications and Information and Communications Technology • • • • • • • • • • •
Public sector • • • • • • •
Media • • • • • • • • • • •
Advertising agencies, Strategy and communications companies • • • • • • • • • • • • •
Research institutes • • • • • • • • • • • •
Professional services (e.g. transport and distribution, hospitality) • •
Mail • • • • •
Telephone (CATI) (including mobile voice) • • • • • • • • • • • • • • •
Face-to-face (PAPI/CAPI) • • • • • • • • • • • • • •
Online quantitative research, Mobile quantitative research (incl. mobile internet, SMS, App) • • • • • • • • • • • • • •
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 (e.g. ethnography, shopper research, immersions, consulting) • • • • •

• • • • • • •
Ad hoc research • • • • • • • • • • • • • • • •
Omnibus and syndicated 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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SAMRA Annual Conference · 13 and 14 May 2015 
Cathedral Peak Hotel · Drakensberg · Kwazulu-Natal · South Africa 

The Evolution of Market Research:  
Changing to Improve 

uKhahlamba is calling! 
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Mass Market Research & Strategy


