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1. SAMRA Annual Conference Presentation Types 
 

The theme for the 37
th

 SAMRA Annual Conference is: 
 

#AskMeAnything: Research as Change Agent 
 

Market research is the custodian of mountains of information. You can ask market researchers anything: they know a 
lot about quite a few things, but moreover, what they don’t know, they can find out, not just because they know HOW 
to find out, but because they LIKE to find out. But is that enough? Does market research still drive decision making? 
Given the diverse, urgent and changing needs of marketing, business, politics and society, does market research 
simply keep up with change, or does market research actually promote and effect change? 
 
For the purpose of the conference, market research includes marketing research, economic research, business 
research, social research, political research and opinion polling, following qualitative and/or quantitative approaches.  
 
In addition to invited guest speakers, the conference programme allows for three types of presentations: 
 

Type: Description: Time allocated  Slots available 

(subject to change) 

1. Research papers that are research-
technical in nature, that is, focusing on 
new developments and trends in 
qualitative and/or quantitative market 
research and research methodologies 
that promote and effect change 

Written paper and 
presentation of the paper 
at the conference  

30 minutes 
presentation and 10 
minutes questions 
and answers 

 Up to eight (8) 
on Day 1 

2. Research papers that are applied in 
nature, that is, focusing on the effective 
use of qualitative and/or quantitative 
research results that promote and effect 
change 

Written paper and 
presentation of the paper 
at the conference 

30 minutes 
presentation and 10 
minutes questions 
and answers 

 Up to eight (8) 
on Day 2 

3. Opinion Pieces are an opportunity for 
industry thought leaders to present their 
understanding of an area of market 
research that promotes and effects 
change, to offer their opinions and to 
share their wisdom with delegates 

These papers summarise 
current  knowledge and 
opinions, highlight issues 
in the industry that need 
to be aired and opened up 
for debate, and offer a 
suggested way forward 

40 minutes 
presentation and 10 
minutes questions 
and answers 

 Up to two (2) 
on Day 1, and 
up to two (2) 
on Day 2 

 
The remainder of this document specifies the requirements for each of the above, in terms of synopsis, paper and 
presentation submission. 
 
 

2. Overview of the Process 
 
2.1 General Rules of Engagement 
 
Your submission (i.e. synopsis, paper or presentation) will be disqualified immediately, that is, will not be eligible for 
inclusion in the conference publication or programme, if: 
 
1. You appear to be selling an organisation, and/or an organisation’s products or services, and/or any proprietary 

methodologies or concepts. 
2. References to any organisation are not limited to content that would not make sense without referencing the 

organisation. 
3. There is any evidence that you do not adhere to the requirements contained in the SAMRA and ESOMAR Codes 

of Conduct. 
4. You miss a submission deadline. 
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The technical process will be administered by the SAMRA office and all queries must be forwarded via email to 
ceo@samra.co.za. Contact with anyone else regarding your submission will be considered undue influence, and will 
result in disqualification and possible disciplinary action. 
 
The SAMRA and ESOMAR Codes of Conduct require, inter alia, that you: 
 
1. Conform to all relevant national and international legislation (e.g. regarding copyright). 
2. Do not act in ways that damage the reputation of market research, bring discredit on the profession or lead to a 

loss of public confidence in it. 
3. Take special care when carrying out research among children and young people. 
4. Ensure that research participation is voluntary and based on adequate, and not misleading, information about the 

general purpose and nature of the research when their agreement to participate is being obtained and all such 
statements shall be honoured. 

5. Respect the rights of research participants as private individuals and ensure that they are not harmed or 
adversely affected as the direct result of co-operating in a research project. 

6. Never allow personal data that is collected in a market research project to be used for any purpose other than 
research. 

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

8. Carry out your research objectively and in accordance with established scientific principles. 
9. Provide all appropriate technical details of the research. 
10. Conform to the accepted principles of fair competition. 
11. Do not unjustifiably criticise or disparage other researchers. 
12. Do not allow the dissemination of conclusions that are not adequately supported by data. 
13. Obtain permission from all relevant parties for presenting your research. 
14. Make a clear distinction between research findings, and interpretation and recommendations based on research 

findings. 
15. Take action to correct any misleading statements about research and findings. 
 
Note. Presenters of accepted synopses, papers and presentations must be able to attend the conference. 
 
2.2 The Process 
 
 First, synopses will be submitted per type (see Section 1 above), evaluated in terms of quality, and selected. 

Accompanying the synopsis submission must be a letter from the owner of any primary data and/or results to 
be used for the paper and/or presentation, confirming permission for the use of the primary data and/or 
results. NO EXCEPTIONS WILL BE MADE. 

 The two types of research papers and the opinion piece papers must be submitted by the relevant deadline. 
These will first be evaluated in terms of format. This evaluation is NOT part of the awards judging process but a 
negative evaluation will result in disqualification. There will be no opportunity to revise the papers once 
submitted. 

 In the case of research and opinion piece papers, the judging panel will then judge the papers that meet format 
requirements, for the purpose of the relevant awards, and papers that do not achieve the minimum average 
score (see Section 4 below) will be disqualified. 

 All presenters must submit their presentations by the relevant deadline. All presentation will first be evaluated in 
terms of format. This evaluation is NOT part of the awards judging process but a negative evaluation will result in 
disqualification, or revision to meet format requirements.  

 You will be informed if your research paper, opinion piece or presentation did not meet the requirements, and if 
it is excluded from the conference programme. 

 The judges’ decision is final and no correspondence will be entered into.  
 
If a submission is disqualified for any reason (i.e. late submission, not meeting format requirements, not adhering to 
the general rules of engagement and/or the SAMRA and ESOMAR Codes of Conduct, or not meeting the quality 
requirements in terms of minimum score cut-points) or withdrawn, the author/s and/or employer organisation of the 
author/s will not be allowed to submit for a specified number of future SAMRA Annual Conferences, as follows: 
 
- Disqualification of a research paper or opinion piece: the author/s is/are disqualified for the next SAMRA Annual 

Conference 
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- Withdrawal of a research paper or opinion piece after acceptance: the author/s is/are disqualified for the next 
two SAMRA Annual Conferences 

- Disqualification of a presentation: the author/s is/are disqualified for the next two SAMRA Annual Conferences 
- Withdrawal of a presentation after acceptance: the author/s and employer organisation/s is/are disqualified for 

the next two SAMRA Annual Conferences 
 
2.3 Timetable for the 2016 SAMRA Annual Conference 
 

Key Activity Deadline 

Submission of synopses for selection 13 January 2016 

Format evaluation of synopses 15 January 2016 

Judging of synopses, and selection of potential presenters 25 January 2016  

Submission of research papers and opinion piece papers 29 March 2016 

Format evaluation of research papers and opinion piece papers 30 March 2016 

Submission of presentations  25 April 2016 

Submit audio-visual requirements 25 April 2016 

Format evaluation of presentations 29 April 2016 

Judging of research papers and opinion pieces for awards 29 April 2016 

Presentation judging for awards 11 & 12 May 2016 

 
 

3. Synopsis Submission 
 
Please submit your synopsis using the online form. You will have to select the type of presentation that you intend 
delivering prior to completing the synopsis submission form as the forms are specific to each type of presentation. If 
you are making more than one submission, please submit each synopsis separately. 
 
NB: You must also, BY THE DEADLINE FOR SYNOPSIS SUBMISSION, submit a letter via email to ceo@samra.co.za 
from the owner or potential owner of any primary data and/or results to be used for the proposed paper and/or 
presentation, confirming permission for the use of the primary data and/or results. NO EXCEPTIONS WILL BE MADE. 
 
3.1 Synopsis for a Research Paper – Category 1 

 
The synopsis must include the following: 
  

Author(s)/ 
Presenter(s) 

Title, name, surname, employer organisation, designation (job title at employer organisation), 
email address and role of each author/presenter. 

  

Main Contact: Details for the main contact person for the submission. 
  

Category: Indicate whether your research paper is focusing on a) improving the quality of market research; 
or b) improving market research innovation and methodologies. 

  

Proposed Title: Proposed title of the paper. 
  

Bright Young 
Minds Award: 

Indicate whether all authors and presenters are 25 years old or younger. 

  

First Time 
Presenter 
Award: 

Indicate whether all authors and presenters are presenting at the SAMRA Annual Conference for 
the first time. 

  

Problem 
/Question: 

Describe the question(s) to be answered by the research in sufficient detail to make the case for 
the relevance and value of this research so that it will be clear how this research will be of 
interest to research users and research suppliers. This section needs the most attention from the 
point of view of clarity and persuasion. Do not exceed 1 000 words. 

 

Research 
Objective(s) and 
Methodology:  

 List the specific research objectives.  
 Outline the research methodology, including the strategy, approach, instrument/s, data 

collection procedure (incl. the sample/participant selection process and target market 
definition), and analysis.  
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Do not exceed 500 words. 
  

Ethics: Briefly describe which ethical issues you foresee in doing the research, and how these issues will 
be resolved (not more than 100 words). 

  

Biographies: Provide a summary of the career/s of all author/s and presenter/s (not more than 150 words per 
person). 

  

Photographs: Please upload high resolution individual colour photographs (passport size) of all author/s and 
presenter/s in a single document. These materials will be published (i.e. publically available) so 
please take care that the photographs are appropriate and no copyright infringements take 
place. 

 
The synopses will be evaluated based on the following weighted criteria: 
 

- Thought provoking – 1/3 

- Adds to industry knowledge/innovative – 1/3 

- Well written (e.g. well-structured and clear) – 1/3 

- Preference will be given to research that makes use of Southern African data, and the presentation of case studies  
 
Note. A minimum average score of 75% is required for a synopsis to be eligible for selection. Research papers are 
eligible for all awards, provided the criteria for the awards are met. 
 
3.2 Synopsis for a Research Paper: Category 2 
 
The synopsis must include the following: 
  

Author(s)/ 
Presenter(s) 

Title, name, surname, employer organisation, designation (job title at employer organisation), 
email address and role of each author/presenter. 

  

Main Contact: Details for the main contact person for the submission. 
  

Category: Indicate whether your research application paper is focusing on c) improving market research 
return on investment; or d) improving the relevance of market research for business, marketing, 
the economy, and/or society. 

  

Proposed Title: Proposed title of the paper. 
  

Bright Young 
Minds Award: 

Indicate whether all authors and presenters are 25 years old or younger. 

  

First Time 
Presenter 
Award: 

Indicate whether all authors and presenters are presenting at the SAMRA Annual Conference for 
the first time. 

  

Problem 
/Question: 

Describe the business, marketing, economic, social and/or political problem(s) to be solved or 
question(s) to be answered by applying research findings, in sufficient detail to make the case for 
the relevance and value of this application of research findings, so that it will be clear how this 
application of research findings will be of interest to research users and research suppliers. This 
section needs the most attention from the point of view of clarity and persuasion. Do not exceed 
1 000 words. 

 

Application of 
Research 
Findings:  

 List the specific business, marketing, economic, social and/or political objectives.  
 Briefly summarise the research methodology, including the strategy, approach, instrument/s, 

data collection procedure (incl. the sample/participant selection process and target market 
definition), and analysis.  

 Describe how the research findings will be applied to address the business, marketing, 
economic, social and/or political objectives identified.  

Do not exceed 600 words. 
  

Ethics: Briefly describe which ethical issues you foresee in doing the research and/or applying the 
research findings, and how these issues will be resolved (not more than 100 words). 

  

Biographies: Provide a summary of the career/s of all author/s and presenter/s (not more than 150 words per 
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person). 
  
  

Photographs: Please upload high resolution individual colour photographs (passport size) of all author/s and 
presenter/s in a single document. These materials will be published (i.e. publically available) so 
please take care that the photographs are appropriate and no copyright infringements take place. 

 
The synopses will be evaluated based on the following weighted criteria: 
 

- Thought provoking – 1/3 

- Adds to industry knowledge/innovative – 1/3 

- Well written (e.g. well-structured and clear) – 1/3 

- Preference will be given to applications that makes use of Southern African research, and the presentation of case 
studies  

 
Note. A minimum average score of 75% is required for a synopsis to be eligible for selection. Research papers are 
eligible for all awards, provided the criteria for the awards are met. 
 
3.3 Synopsis for an Opinion Piece (Category 3) 
 
The synopsis must include the following: 
 

Author –
Presenter Details: 

Identifying and contact details of the author-presenter. 

  

Proposed Title: Insert the draft title for the presentation 
  

Category: Indicate whether your opinion paper is focusing on a) improving the quality of market research; 
b) improving market research innovation and methodologies; c) improving market research 
return on investment; or d) improving the relevance of market research for business, marketing, 
the economy, and/or society. 

  

Rationale: What is the market research issue/debate at hand? Why is the proposed opinion piece relevant 
to research suppliers and research users? Describe the issues/debates to be addressed by the 
paper in sufficient detail to make the case for the relevance and value of this paper so that it will 
be clear how it will be of interest to research users and research suppliers. This section needs the 
most attention from the point of view of clarity and persuasion as well as relevance. This 
explanation must not exceed 1000 words. 

  

Proposition: What will the paper and presentation cover? Will the paper and presentation suggest a way 
forward? Will it come to firm conclusions that could affect how research is conducted, 
interpreted or applied in the future? An outline of these conclusions will be helpful here. This 
explanation must not exceed 200 words. 

  

CV: Please upload a detailed CV for the author-presenter. This document or parts thereof will be 
published (i.e. publically available): please take care in terms of the content you choose to 
include. 

  

Photograph(s): Please upload a high resolution individual colour photograph (passport size) of the author-
presenter. This photograph will be published (i.e. publically available) so please take care that 
the photograph is appropriate and no copyright infringements take place. 

  

Opinion piece synopses and CVs will be evaluated based on the following criteria: 
 

- Relevance of the topic and content – 1/3 

- Level of presenter expertise and experience in research or the use of research – 1/3 

- Thought provoking content and thought leadership – 1/3 
 
Note. A minimum average score of 75% is required for a synopsis to be eligible for selection. Opinion piece papers are 
eligible for all awards, provided the criteria for the awards are met. 
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4. Paper Submissions 
 
As a service to speakers and delegates, and as future reference work for students and practitioners, SAMRA’s policy is 
to publish the research papers for each conference, and copies are submitted to the Legal Deposits of South Africa. 
Therefore, it is important that you adhere to the following format criteria to avoid disqualification: 
 
4.1 Criteria for Research Paper Evaluation: Category 1  

 
Components  Note that manuscripts should not consist primarily of charts, figures or tables. 

 
 Page 1 is the Title Page. It must contain: 

- Title of the paper 

- Name of author(s) 

- Brief abstract (i.e. a summary of the reason for the research, what was investigated, the 
methodology employed, and the key findings, in no more than 100 words) 

 
 From Page 2 onwards: 

 
Introduction 
The introduction must include: 

- A review of previous research/literature relevant for the presented research,  

- The rationale for and importance of the research,  

- The research question or problem,  

- The hypothesis (if relevant), and  

- The research objectives.  
 
Methodology 
The methodology section must include the following: 

- Design: a description of the research design, approach and strategy employed 

- Participants: a description of the data sources and participant selection method(s) (e.g. 
sampling) as well as participant characteristics 

- Research Instruments: a description of the research instrument(s) used, including their 
validity and reliability 

- Data Collection: a description of the collection methods and procedures used as well as 
ethical adherence 

- Data Processing: a description of data capturing and analysis methods and procedures used   
 
Results 
The results section must include the research findings, and may be combined with the next 
section, namely, the Discussion, provided that there is a clear distinction between the research 
results and the researcher’s opinion/discussion. 
 
Discussion 
This section must contain a discussion of the results of the research, including the implications of 
the results for practice, limitations of the research and recommendations for future research. 
 
Conclusion 
The Conclusion section is a summary of the research and usually contains concluding remarks.  
 
References: include a list of references, in alphabetical order  
 
Appendices: Add numbered technical appendices, if needed 

  

Length and 
Layout 

 The length of the text must not exceed 30 pages, page format A4 with 2 cm margins, 1.25cm 
Header and 1.25cm Footer, including all tables and figures but excluding Appendices. One text 
page should contain no more than 550 words or 2750 characters. 

 Use single spacing only, with no additional space inserted before paragraphs, headings, etc. Use 
hard returns to insert blank lines. 

 Leave a single space after a full stop (not double space).  
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 Type all text in upper and lower case letters (i.e. Sentence and/or Title Case, as is relevant) and in 
size 12 Times Roman Typeface.  

 Do not write headings in capital letters (i.e. UPPERCASE). Headings must be in Bold font.  
 No more than three levels of headings must be used throughout, indicated using level numbering, 

for example: 
1. Abc 

1.1 Def 
1.1.1 Ghi 

 Number all tables and figures/graphs. 
  

Referencing The format of the paper should conform to the accepted scientific requirements. Referencing for the 
written research papers and the presentation must use the following formats: 
 
 For text that has a reference(s) associated with it:   

 
One of the origins of correspondence analysis lies in a French technique termed reciprocal 
averaging, allied to which is optimal scaling (Greenacre, 1984).  
 
The main reason reported for smoking was peer pressure (Johnson & Smith, 2001). Johnson and 
Smith (2001) also found that teenage boys were more likely to succumb to such pressure than 
teenage girls. This finding was confirmed in a number of subsequent studies (Smith & McGregor, 
2001; Johnson & Smith, 2002; Johnson & McGregor, 2003). 

  
 In a sentence where a reference is an integral part of the sentence and a direct quote is used:   

 
As Diener and Lucas (2000, page 12) put it: "The rain in Spain falls mainly on the plain." 
 

 Where a reference has more than two authors: 
 
In the first instance used: The researchers confirmed that the rain in Spain falls mainly in the plain 
(Diener, Lucas & Smith, 1997). 
Subsequent uses: The researchers further confirmed that the rain in Spain contains very low levels 
of acid rain (Diener, et al., 1997). 
 

 In the reference list at the end of the manuscript: 
 
If it is a book, the book title is underlined: Kahneman, D., Diener, E. and Schwarz, N. (2000). 
Hedonic Psychology. Russell Sage: New York. 
 
If it is an article/paper in a journal or magazine: Diener, E., Suh, E. and Oishi, S. (1997). Recent 
Findings on Subjective Well-Being. Indian Journal of Clinical Psychology, Volume 1(2), 1997. 

 
If it is a chapter in book: Kahneman, D. and Schwarz, N. (2000). Where to now? In Hedonic 
Psychology, Kahneman, D., Diener, E. and Schwarz, N. (Eds.), Russell Sage: New York. 
 
If it is a conference paper: Pretorius, H. (2009). Paper presented at the 30

th
 SAMRA Annual 

Conference, Stellenbosch, date/s. 

 
For the format evaluation of the research paper, before the awards judging takes place, your paper will be evaluated 
in terms of the above criteria. You will be informed if your paper is not accepted for presentation at the SAMRA 
Annual Conference. 
 
In addition to the above format evaluation, the research paper will be judged for awards purposes, based on the 
following weighted criteria: 
 

- Thought provoking – 1/6 

- Innovative/adds to industry knowledge – 1/6 

- Provides useful and usable insights – 1/6 

- Well-written - logical flow, good English, easy to follow – 1/6 
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- Original, does not simply parrot other people’s work – 1/6 

- Good literature review and proper references – 1/6 
 
Note. A minimum average score of 70% is required for a research paper to be eligible for inclusion in the conference 
programme, and only research papers that achieve an average score of 75% or more will be eligible for awards. 
 
4.2 Criteria for Research Paper Evaluation: Category 2  

 
Components  Note that manuscripts should not consist primarily of charts, figures or tables. 

 
 Page 1 is the Title Page. It must contain: 

- Title of the paper 

- Name of author(s) 

- Brief abstract (i.e. a summary of the business, marketing, economic, social and/or political 
problem(s) solved or question(s) answered, what was investigated, the key findings and how 
the findings were applied, in no more than 100 words) 

 
 From Page 2 onwards: 

 
Introduction 
The introduction must include: 

- A review of previous research/literature relevant for the specific business, marketing, 
economic, social and/or political question or problem,  

- The rationale for and importance of the research,  

- The specific business, marketing, economic, social and/or political question or problem,  

- The hypothesis (if relevant), and  

- The specific business, marketing, economic, social and/or political objectives.  
 
Summary of the Research  
Summarise the research that was applied to address business, marketing, economic, social and/or 
political objectives: 

- Design: a description of the research design, approach and strategy employed 

- Participants: a description of the data sources and participant selection method(s) (e.g. 
sampling) as well as participant characteristics 

- Research Instruments: a description of the research instrument(s) used, including their 
validity and reliability 

- Data Collection: a description of the collection methods and procedures used as well as 
ethical adherence 

- Data Processing: a description of data capturing and analysis methods and procedures used   

- Results: summarise the research findings, including the implications of the results for practice 
 
Application of the Research Findings 
This section makes up the bulk of the paper, and must contain a detailed discussion of how the 
results of the research were used to address the business, marketing, economic, social and/or 
political objectives. Clearly link the business, marketing, economic, social and/or political 
problem/s or question/s and decisions made, to the research findings that underpinned these 
decisions. 
 
Conclusion 
The Conclusion section is a summary of how the research was applied and usually contains 
concluding remarks.  
 
References: include a list of references, in alphabetical order  
 
Appendices: Add numbered technical appendices, if needed 

 
  

Length and 
Layout 

 The length of the text must not exceed 30 pages, page format A4 with 2 cm margins, 1.25cm 
Header and 1.25cm Footer, including all tables and figures but excluding Appendices. One text 
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page should contain no more than 550 words or 2750 characters. 
 Use single spacing only, with no additional space inserted before paragraphs, headings, etc. Use 

hard returns to insert blank lines. 
 Leave a single space after a full stop (not double space).  
 Type all text in upper and lower case letters (i.e. Sentence and/or Title Case, as is relevant) and in 

size 12 Times Roman Typeface.  
 Do not write headings in capital letters (i.e. UPPERCASE). Headings must be in Bold font.  
 No more than three levels of headings must be used throughout, indicated using level numbering, 

for example: 
2. Abc 

2.1 Def 
2.1.1 Ghi 

 Number all tables and figures/graphs. 
  

Referencing The format of the paper should conform to the accepted scientific requirements. Referencing for the 
written research papers and the presentation must use the following formats: 
 
 For text that has a reference(s) associated with it:   

 
One of the origins of correspondence analysis lies in a French technique termed reciprocal 
averaging, allied to which is optimal scaling (Greenacre, 1984).  
 
The main reason reported for smoking was peer pressure (Johnson & Smith, 2001). Johnson and 
Smith (2001) also found that teenage boys were more likely to succumb to such pressure than 
teenage girls. This finding was confirmed in a number of subsequent studies (Smith & McGregor, 
2001; Johnson & Smith, 2002; Johnson & McGregor, 2003). 

  
 In a sentence where a reference is an integral part of the sentence and a direct quote is used:   

 
As Diener and Lucas (2000, page 12) put it: "The rain in Spain falls mainly on the plain." 
 

 Where a reference has more than two authors: 
 
In the first instance used: The researchers confirmed that the rain in Spain falls mainly in the plain 
(Diener, Lucas & Smith, 1997). 
Subsequent uses: The researchers further confirmed that the rain in Spain contains very low levels 
of acid rain (Diener, et al., 1997). 
 

 In the reference list at the end of the manuscript: 
 
If it is a book, the book title is underlined: Kahneman, D., Diener, E. and Schwarz, N. (2000). 
Hedonic Psychology. Russell Sage: New York. 
 
If it is an article/paper in a journal or magazine: Diener, E., Suh, E. and Oishi, S. (1997). Recent 
Findings on Subjective Well-Being. Indian Journal of Clinical Psychology, Volume 1(2), 1997. 

 
If it is a chapter in book: Kahneman, D. and Schwarz, N. (2000). Where to now? In Hedonic 
Psychology, Kahneman, D., Diener, E. and Schwarz, N. (Eds.), Russell Sage: New York. 
 
If it is a conference paper: Pretorius, H. (2009). Paper presented at the 30

th
 SAMRA Annual 

Conference, Stellenbosch, date/s. 
 

 
For the format evaluation of the research paper, before the awards judging takes place, your paper will be evaluated 
in terms of the above criteria. You will be informed if your paper is not accepted for presentation at the SAMRA 
Annual Conference. 
 
In addition to the above format evaluation, the research paper will be judged for awards purposes, based on the 
following weighted criteria: 
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- Thought provoking – 1/6 

- Innovative/adds to industry knowledge – 1/6 

- Provides useful and usable insights – 1/6 

- Well-written - logical flow, good English, easy to follow – 1/6 

- Original, does not simply parrot other people’s work – 1/6 

- Good literature review and proper references – 1/6 
 
Note. A minimum average score of 70% is required for a research paper to be eligible for inclusion in the conference 
programme, and only research papers that achieve an average score of 75% or more will be eligible for awards. 
 
4.3 Criteria for Opinion Piece Paper Evaluation (Category 3) 
 

Components  Note that manuscripts should not consist primarily of charts, figures or tables. 
 
 Page 1 is the Title Page. It must contain: 

- Title of the paper 

- Name of author(s) 

- Brief abstract (i.e. a summary of the rationale and proposition of the opinion piece, in no 
more than 100 words) 

 
 From Page 2 onwards: 

 
Introduction 

- Overview of the relevant issues to be debated  

- Rationale for and importance of the debate/resolution of the issues 

- Objectives of the paper 
 
Current Practice 

- Review of previous research/literature relevant for the debate/issues 

- Describe current practice in terms of key issues/areas of debate 
 

Proposed Way Forward 

- How can and should research practice be changed and improved? What are the implications 
for practice? 

 
Discussion and Conclusion 
 
This section must contain a discussion of the proposed way forward, including limitations of the 
above proposition, additional issues, recommendations for future improvements and debate 
needed, and concluding remarks.  
 
References: include a list of references, in alphabetical order  
 
Appendices: Add numbered technical appendices, if needed 

 
  

Length and 
Layout 

 The length of the text must not exceed 30 pages, page format A4 with 2 cm margins, 1.25 cm 
Header and 1.25 cm Footer, including all tables and figures but excluding Appendices. One text 
page should contain no more than 550 words or 2750 characters. 

 Use single spacing only, with no additional space inserted before paragraphs, headings, etc. Use 
hard returns to insert blank lines. 

 Leave a single space after a full stop (not double space).  
 Type all text in upper and lower case letters (i.e. Sentence and/or Title Case, as is relevant) and in 

size 12 Times Roman Typeface.  
 Do not write headings in capital letters (i.e. UPPERCASE). Headings must be in Bold font.  
 No more than three levels of headings must be used throughout, indicated using level numbering 

(e.g. 1, 1.1, 1.1.1). 
 Number all tables and figures/graphs. 
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Referencing The format of the paper should conform to the accepted scientific requirements. Referencing for the 
opinion piece papers and the presentation must use the following formats: 
 
 For text that has a reference(s) associated with it:   

 
One of the origins of correspondence analysis lies in a French technique termed reciprocal 
averaging, allied to which is optimal scaling (Greenacre, 1984).  
 
The main reason reported for smoking was peer pressure (Johnson & Smith, 2001). Johnson and 
Smith (2001) also found that teenage boys were more likely to succumb to such pressure than 
teenage girls. This finding was confirmed in a number of subsequent studies (Smith & McGregor, 
2001; Johnson & Smith, 2002; Johnson & McGregor, 2003). 

  
 In a sentence where a reference is an integral part of the sentence and a direct quote is used:   

 
As Diener and Lucas (2000, page 12) put it: "The rain in Spain falls mainly on the plain." 
 

 Where a reference has more than two authors: 
 
In the first instance used: The researchers confirmed that the rain in Spain falls mainly in the plain 
(Diener, Lucas & Smith, 1997). 
Subsequent uses: The researchers further confirmed that the rain in Spain contains very low levels 
of acid rain (Diener, et al., 1997). 
 

 In the reference list at the end of the manuscript: 
 
If it is a book, the book title is underlined: Kahneman, D., Diener, E. and Schwarz, N. (2000). 
Hedonic Psychology. Russell Sage: New York. 
 
If it is an article/paper in a journal or magazine: Diener, E., Suh, E. and Oishi, S. (1997). Recent 
Findings on Subjective Well-Being. Indian Journal of Clinical Psychology, Volume 1(2), 1997. 

 
If it is a chapter in book: Kahneman, D. and Schwarz, N. (2000). Where to now? In Hedonic 
Psychology, Kahneman, D., Diener, E. and Schwarz, N. (Eds.), Russell Sage: New York. 
 
If it is a conference paper: Pretorius, H. (2009). Paper presented at the 30

th
 SAMRA Annual 

Conference, Stellenbosch, date/s. 
 

 
For the format evaluation of the opinion piece, your paper will be evaluated in terms of the above criteria. You will be 
informed if your paper is not accepted for presentation at the SAMRA Annual Conference. 
 
In addition to the above format evaluation, the research paper will be judged for awards purposes, based on the 
following weighted criteria: 
 

- Thought provoking – 1/6 

- Innovative/adds to industry knowledge – 1/6 

- Provides useful and usable insights – 1/6 

- Well-written - logical flow, good English, easy to follow – 1/6 

- Original, does not simply parrot other people’s work – 1/6 

- Good literature review and proper references – 1/6 
 
Note. A minimum average score of 70% is required for a research paper to be eligible for inclusion in the conference 
programme, and only research papers that achieve an average score of 75% or more will be eligible for awards. 
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5. The Presentation 
 
Please submit your audio-visual equipment requirements to the SAMRA office with your presentation: 
 
- Lapel/ear microphones, a laptop and data projector, and a podium with a microphone will be provided. 
- Microsoft Office PowerPoint presentation format must be used. 
- Rehearsal/Dry-run times will NOT be scheduled. Please dry-run your presentation prior to conference to ensure 

that you stay within the allocated time. 
 
Your presentation deserves the maximum attention and interest from your audience. Here are some suggestions to 
help you achieve this: 
 

Timing and 
delivery: 
 

- In fairness to the facilitator and other speakers in your session, and the audience, it is essential 
that you rehearse your presentation to make sure it fits within the time allocated to you. You will 
be cut at the end of the allocated time, so please ensure that you complete your presentation in 
time. 

- For research papers, your personal delivery should be a summary of the written paper, drawing 
out and expanding on the main points, and never consist of reading the paper. Your presentation 
will always be more interesting if it concentrates on case histories rather than the theoretical 
aspects of the subject. 

  

Audience: - Please keep in mind that your audience might not be familiar with the research technicalities and 
jargon applicable to your own field. Therefore, abbreviations and types of service, facility or 
technique must all be explained fully. It is also important to control your speed and delivery and 
try to speak as clearly as possible. 

  

Visual aids: - The value of a presentation and the impression left of both the material and the speaker are at 
least partly determined by the use of effective, legible, high quality visual aids. 

- Ensure that your presentation is well-structured, and clear. 

- Video and audio equipment is available. Should you have any special audio-visual requirements, 
please notify us as soon as possible. 

- Make sure that your slides will be clearly visible from the back of a large hall. 

- Restrict the amount of information on any slide using as few words as possible. It is advisable to 
place a maximum of 10 lines of text, including a heading. 

- Please number your slides. 

- Edit the copy for language and spelling (English – South Africa). 

- You may use any font. 

 
5.1 Criteria for Presentation Format Evaluation 
 
The format of research paper and opinion piece presentations

1
 will be evaluated in terms of the following criteria: 

 

- Adherence to the general rules of engagement (stated above) 

- First/front slide/page: the first slide must contain the title of the research paper/opinion piece, the name and 
surname of the presenter, and the name of the sponsoring organisation. You may also include the presenter’s 
email address. The font of the copy containing the sponsoring organisation’s name may not exceed the size of 
Georgia 18 pt font. You may add the sponsoring organisation’s logo in the bottom left corner of the slide, but the 
logo dimensions may not exceed 3 cm x 6 cm (either portrait or landscape).  

- Branding: NO branding is allowed other than the sponsoring organisation’s name and logo on the first slide. Do 
not use any organisation-specific colour themes, graphics, or other marks (incl. watermarks), etc. 

 
You will be informed if your presentation is not accepted for delivery at the SAMRA Annual Conference. 
 
  

                                                           
1
 For research paper and opinion piece presentations, the format evaluation will take place before the awards judging 

is completed. 
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5.2 Criteria for Awards Judging of Presentations 
 
All presentations will be evaluated based on the following weighted criteria: 
 

- Clear, readable and imaginative slides – 1/4 

- Well-presented – 1/4 

- Thought provoking – 1/4  

- Innovative/adds to industry knowledge – 1/4 
 
Note. A minimum average score of 75% or more is required for the presentation to be eligible for awards.  
 
 

6. The Awards 
 
The following SAMRA Annual Conference Awards are available, for research papers and opinion piece papers: 
 

- SAMRA Best Overall Paper Award, a floating trophy for the for the highest average combined paper and 
presentation rating 

- SAMRA Best First Time Speaker Award, a floating trophy for the highest average combined paper and 
presentation rating by a first-time speaker 

- SAMRA Bright Young Minds Award, for the presenter with the highest average combined paper and presentation 
rating, who is 25 years old or younger 

- TNS Innovation Award, for the highest average combined paper and presentation rating, for a paper that 
demonstrates a really useful innovation in any of the following arenas of research: 
 A new and valuable model that enhances our understanding of how people process marketing information 

and make decisions 
 A new and valuable insight into how people communicate in today’s technology-rich environment 
 A new and valuable model or approach that demonstrates a more insightful understanding of the human 

condition 
 A new and valuable research technique that achieves any of the following:  
 How to integrate multiple data streams 
 Important improvements to new research methodologies 
 A new research approach that yields either better results than current approaches or yields new insights for 

research users 
 A novel method of analysis that yields new insights into people, decision-making and human behaviour 
 A novel application of research data to a marketing or business problem in a way that has not been seen 

before 
Where: 
a) The written paper is rated on average 75% or above on the “Innovative/adds to industry knowledge” criterion 

AND 75% or above on the “Original, does not simply parrot other people’s work” criterion (i.e. separately); 
AND 

b) The written paper is rated on average 75% or above AND the presentation is rated on average 75% or above; 
AND 

c) The quality of the writing is excellent (i.e. the paper is rated on average 80% and above on the Well Written 
criterion) AND if the presentation is clear and compelling (i.e. the presentation is rated on average 80% or 
above). 

- Telkom Best User Award, for the research user (client-side) presenter (with or without a supplier organisation) 
with the highest average combined paper and presentation rating 

 
The average combined paper and presentation ratings for the above awards are computed as follows: 
 

- Written research paper score = 60% 

- Presentation score (i.e. audience rating) = 40% 
 
The following SAMRA Annual Conference Award is applicable to papers only: 
 

- SAMRA Board Industry Impact Award, a floating trophy and prize money for the paper that the SAMRA Board 
thinks will have the most significant positive impact on the industry 
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The following SAMRA Annual Conference Award is available for all presentations, based purely on the audience 
ratings: 
 

- People’s Choice Award, for the presenter with the highest average presentation rating 
 
 

7. Copyright 
 
Copyright of research papers and opinion piece papers presented at the conference rests with SAMRA. Materials may 
not be used for any commercial or public purpose whatsoever, without prior written approval by an authorised 
representative of SAMRA. The material may not be modified, reproduced, stored, transmitted, publicly displayed or 
disseminated in any form, either electronic or non-electronic, or included in any service whatsoever, without prior 
written approval by SAMRA. Any unauthorized use of any materials may breach copyright, trademark, and other laws. 
Where required, SAMRA must be given permission to use, distribute and re-publish all materials included in research 
papers and opinion piece papers 


