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Guest Speaker Keynote Addresses  
  

Craig Jacobs: Africa has Always Been Organic Craig delves into the cultural landscape of the continent to sign post how African 
innovation can be re-tooled into assets for a Green economy. He believes that the secret to sustainability and innovation in a rapidly 
changing world has been a secret Africa has known for more than a millennium. Using a ten point framework, the founder of leading eco 
and ethical label Fundudzi by Craig Jacobs shows how we can change the way we live and do business by going back to the way things 
were done over one thousand five hundred years ago. As an African thought leader for eco design, Jacobs is able to lucidly explain how 
businesses can incorporate his simple yet illuminating principles into their corporate culture to create a point of differentiation while 
reflecting the needs of a growing African market. 

  

Lesley Croskery: ‘Mind your language in the rainbow nation’ In South Africa, language has commonly been associated with 
controversy and enforcement of an unfair regime. Remember the protests in the ‘old days’ of Apartheid, when Afrikaans was enforced as 
the language of instruction? And even now there are protests about what language should be used in universities. But why is it that 
qualitative researchers are still commonly forcing black consumer respondents to speak in a language that is not their first language? As 
an assessor on the Unilever Accreditation panel in South Africa, I have been astounded by how many qualitative researchers insist on 
asking higher LSM (and often even lower LSM) black respondents to speak ONLY in English during the group. Respondents may be able to 

chat to a moderator and amongst other respondents in English about whatever consumer topic we throw at them. BUT why is it that as soon as the 
moderator leaves the room, or people get animated about the research question, we commonly hear people moving into the vernacular? The 
language used for research has an impact on the quality and depth of consumer response – and therefore our detailed understanding of a research 
question. It is a 'hot' issue right now, and as qualitative researchers we should always be sensitive to the needs of the people we talk to.  
  

Dr Sanchen Henning: Youth from the Cape flats redefining the “ship” in Personal leadership: a Robben Island experience The 
purpose of the study was to explore the perceptions of youth after a leadership development programme on Robben Island. Orphaned 
learners, aged between 13 and 18 years, took part in a variety of activities to build psychological strengths and leadership skills through 
experiential learning. They had the opportunity to visit the various heritage sites that reflect South Africa’s longstanding, multi-layered 
cultural and political history on the island. The primary research objective was to construct a conceptual framework based on the 
experiences and perceptions of the learners 4 months after the event. A secondary research objective was to provide the Robben Island 
museum management feedback regarding the effectiveness of their educational programme for youth. A positive psychology paradigm 

was applied to provide the theoretical framework to the study. A qualitative approach was adopted to collect and analyse the data. In total, 28 learners 
took part in the study through purposive sampling, 4 months after the event, to assess the effect of the programme. In total, 13 themes were identified 
from the data which included anecdotes, poems and drawings. The themes were categorised into 3 levels of analysis, each at a higher level of 
conceptualisation. The first level analysis comprised 8 themes and the acronym SHIP described the second level analysis, namely, Self-awareness, Hope, 
Influence and Passion for Progress (P2). These 12 themes were integrated into a 3rd level theme, namely Personal Leadership. The moral dialogue 
between the learners and facilitators, the building of new relationships and new experiences all contributed to positive perceptions as well as new 
perspectives on their lives, led to a new definition of the “ship” personal leadership. Recommendations were made to the management of the Robben 
Island museum to include the outcomes of the study in their marketing material. In addition, the inclusion of a pre-intervention assessment for future 
studies was recommended. 
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Dr Alain Tschudin: From the Queen’s breakfast, through the Tempest, to the 2016 Local Elections – the critical value of research 
in facilitating positive transformation(s) Asking questions has always been central to satisfying the curiosity of our human nature. In 
this the “information age”, with its “sharing economy”, asking anything and sharing everything has become the norm. Much as we would 
like to think we have all the answers, sometimes we simply don’t and at other times we only manage to figure things out in part. However, 
the fact remains that knowledge is power. So in our current era, where the digital divide separates the technological haves and have nots, 
the burning question becomes, how do we empower all people by promoting inclusive access to information? Research holds immense 

potential as an agent of positive change. The challenge for us as researchers lies in how we reflect and act - critically - on our reality. At Good 
Governance Africa, an independent, pan-African, registered not-for-profit organisation, our sole aim is to improve governance on the continent. To this 
end, I’ll be sharing our team’s experiences of research on national and local government in South Africa; the good, the bad and the ugly. Warts, twitter 
trolls and all, we remain inspired and upbeat about the profound value of applied research and fact-based knowledge to enable conversations and build 
relationships that truly improve the lives of all people. 
  

Research Papers and Opinion Pieces  
 

Mike Beder: The Flawed Reliance on Memory within the Market & Social Research and Legal Professions Market & social 
researchers and trial lawyers rely on a person’s memories to ply their trade. Analysing these recollections to formulate strategies and 
solutions for their clients is how they operate. Memory is however a complex set of processes, and the legal system is an industry where a 
reliance on memory and eyewitness testimonies can have life and death consequences. This paper will cover the various memory types, 
outline some of the pitfalls of relying on memory in these professions, and provide suggestions for researchers to minimise the reliance on 
memory-based interactions in order to improve the accuracy of testimonial-based strategies.  

 

Chris Davies: Making Social Media Analytics Scalable – Integrating Social Media Data with Shorter, Smarter Surveys Market 
research is evolving – the explosion of Big Data has fundamentally changed the way we need to think about behavioural insights. Social 
media has given rise to a consumer word of mouth network like no other, and successfully tapping into this will eradicate the need to 
wring out every drop of data we can from respondents. This means our surveys can (and must) be shorter, smarter and more agile. 
Through the infusion of explicit questioning and passive listening, we can ask fewer questions but achieve far greater insight, ultimately 
ensuring that market research remains relevant in these changing times. 

 

Chris Davies and Adhil Patel: Going from Qual to Quant with Visual Content. Visuals are the new language of consumers. 
The ubiquity of smartphones, and improved mobile phone cameras, mean that people are able to communicate more visually 
now than ever before. We share pictures and video within moments of an experience happening, if not while it’s happening. 
However, researchers currently only deal with visual content in a qualitative way, at best.  This paper proposes an approach 
that involves best practice coding of visual content, quantitative analysis of this tagged data, and display of results that 
maximizes utility and actionability, through deliverables that answer specific business issues. 
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Jannie Els, Ingrid Olivier and Jessica Wilson: How Do You Optimize Your Community and Turn Engagements 
Into Strategic Decisions? This study shows businesses why a Community Engagement Management Index is needed 
to measure the levels of engagement in the community. By conducting this research with an established community it 
allowed for the index to be tested and furthermore, based on the preliminary results, to be developed into a user-
friendly tool. Businesses can use this tool on their own proprietary community to score, run diagnostics and identify 

potential areas for improvement as well as to put remedial actions in place to ensure a more engaged community in future. 
 

Rudo Maponga: FoMO for Hire – Using a Mobile App to Track Radio Consumption Habits The power of marketing is in 
understanding media consumption habits with precision. Whilst amazing creative work has agencies winning awards and high fiving 
clients, if the target market does not see or hear the advert, it means nothing. Media is the fuel of the marketing industry. Understanding 
media consumption habits increases efficiency in marketing efforts which in turn increases ROI. The more accurate the media 
consumption data, the more efficient the industry will become. Traditionally self-completion diaries have been used to collect data and 

the industry has thrived. Enter FoMO (Fear of Missing Out). FoMO has resulted in consumers ensuring that they carry their cellphones everywhere they 
go and always keep the phone battery charged. The primary objective of this paper is to establish if the adjusted confidence level of collecting radio 
consumption data with cellphones is more than 80.75% (the adjusted confidence level of pre-2015 RAMS). It’s not about doing it right, it’s about doing 
it better. Can FoMO promote and effect change? The paper concluded that FoMO can enhance the confidence level of radio consumption data. 
 

Andisiwe Mazibuko-Ntholeng: What role should market research agencies play in the digital world of an emancipated 
consumer? Technology has been the cause of significant change for a number of industries and the market research industry is no 
different. This piece of research is aimed at finding out the role of market research agencies in the digital world of an emancipated 
consumer, that consumer is defined as one that is active on the social network and is capable of sharing and expressing their views online, 
whether prompted or unprompted. The research comprises of suppliers of market research also known as the employees of market 
research agencies or owners of market research agencies; as well as clients who are brand custodians and insight managers that are 

responsible for market research and briefing of market research agencies. Our findings show that a gradual place is taking place in the industry, 
consumers have more of a voice than they did in the past and as a result it challenges market researchers to know more about these online 
communities. Clients are also starting to hand out briefs that include a better understanding of the online consumer. Big data is seen as a great tool that 
can be a useful aid to the advancement of market research, overall there is a great positive energy about the future of market research; and it seems like 
the change is being embraced with a positive attitude from both suppliers and clients. 
 

Mluleki Ncube: Developing a Framework for Measuring Living Standards: The case of South Africa The study reported in this paper 
analyses living standards across a spectrum of socio-economic contexts in South Africa. The key objective of the study was to identify the 
key dimensions that can be used to assess living standards. A sequential mixed methodological approach was used to capture qualitative 
data in the first phase and quantitative data in the second phase of the study. Data drawn from 2730 participants was used to construct a 
tool to measure living standards. The study has contributed to knowledge by showing that there is a striking contrast between the affluent, 

the moderately well-off and the poor in terms of what they view as important factors that contribute to decent living standards. The affluent 
emphasised security, free time to pursue personal interests, and alternative energy sources as important factors for living standards; whereas their 
poorer counterparts identified clean water, housing, food, transport, and entertainment as important factors. 
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Sibulele Nkunzi: Understanding Social Media Engagement in Key Categories across African Markets Social media analytics in a 
market research context has shown a lot of promise but has met limited success. This is particularly true for Africa because of the 
continent’s unique set of challenges. Currently, there is very little research on social media as a methodology to draw out strategic brand 
and consumer insights in the African context. This paper serves as a first step to bridging this knowledge gap. 

  

Adhil Patel: Infiltrating the Cult of Statistical Significance and the Brotherhood of Correlation This paper dives into two popular 
and ubiquitous concepts and their typical measures (Statistical significance and Correlation). The author discusses how these concepts 
are currently used, how their measures are typically calculated, and importantly the extent to which they are being misused. This is 
followed by clear conclusions and recommendations that outline necessary changes in research standard practice in order to improve 
overall quality. In brief: 1. Significance should be related to the task at hand, and the ultimate aim of the research, not generic. 2. The 

ideas of significance to the business and historical significance should be introduced. 3. Correlations should only be used in relevant situations 4. 
Comparisons between correlations should be made with caution and understanding 
 

Shinell Pretorius and P.J. Claasen: Asking the Right Questions: Changing Mind Sets From What We Want To Do, To 
What Problems We Want To Solve This paper attempts to demonstrate that by aligning researchers’ passion with what they 
do, will start a rippling effect of change in research companies. The valuable insight that researchers are trained to generate 
become core to solving problems much bigger than one project or a specific client. The benefits of doing such meaningful work 
will directly result in higher levels of engagement. As a result, researchers can better manage energy, manage stress, use their 

downtime as productive time and ultimately their purpose will fuel their performance. We believe that by recruiting and developing the correct people 
we can start creating researchers who serve as change agents. We will have researchers who empathise with the plight of others, who are concerned 
about a collective better way of doing things, who create an environment of excellence by working to realise a greater purpose, solving a plaguing 
problem. As a result, this will feed into higher levels of resilience, adaptability, optimism, vision and creativity on an individual level, but it will also 
ensure the sustainability of the research industry in that it becomes a true change agent not only for the direct client but also in society as a whole. 
 

Ans Gerber, Christiaan Becker, Berno Maré and Adré Schreuder: South African Election Promises: How 
Empty Are They? This paper provides an overview of Citizen Satisfaction measures and makes the case for 
establishing such a measure in South Africa, using an internationally recognized causal model. This would facilitate 
not only international benchmarking capabilities, but also enable actionable insight generation. In addition, 
repeating such a measure frequently will enable deeper analysis into the impact of election promises on 

expectations as well as the long term effect of not meeting citizen expectations. Finally, we report on the pilot SA Citizen Satisfaction Measure of 
National Government Departments and make some recommendations based on the pilot run. 
 

Chanel Whitcher: Moving Beyond the Market Segment – A Study of the Homogenised (Mis)Representation of the South African 
Family in Advertising The purpose of this paper is to challenge the family and household dynamics within South Africa in its truest 
sense and challenge the stereotype of the clean, neat and structured ‘nuclear family’ as it is typically portrayed in South African 
marketing and advertising. Alternative ways of representing South African families and households based on a more accurate 
understanding of what South African households looks like based on AMPS and Census data, is visually explored from the viewpoint of a 
graphic designer working within the market research arena. 

 


