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National Red List 
 
What is the SAMRA Red 
List? The SAMRA Red List is 
a database system custom-
designed to allow members 
of the public to opt out 
nationally from research. 
The service has three main 
components: 
 
1. Before approaching potential research 

participants for data collection, verify if 
the person has opted out of research by 
SAMRA members. If so, exclude the 
participants who have opted out from your 
sample. This way, you can lower the 
operational and reputational costs 
associated with refusals. 

2. Refer members of the public who do not 
wish to participate in any research by any 
SAMRA member to the SAMRA Red List 
service where they themselves can opt out. 
This includes referral using a unique 
project-specific unsubscribe link that you 
can include in any electronic surveys. 

3. Members of the public can opt out of all 
research by all SAMRA members by 
completing the online form, or by 
contacting the SAMRA office to complete 
the form for them over the telephone. 

 
Why a SAMRA Red List? All SAMRA members 
must use the service when conducting primary 
research to… 
 
 Ensure that our research does not impact 

negatively on public goodwill, which we 
rely on heavily for participation. Until the 
launch of this service, research 
participants had to opt out of participation 
with each and every SAMRA member 
separately. This frustrating state of affairs 
has created a poor image for the industry, 
and is contrary to the spirit of voluntary 
participation and the right to be left alone.  

 Ensure that, as a self-regulating industry 
members of the 
public can exercise 
their right to opt out 
from all research by 
SAMRA members. 

 
 
 

 

Participant Verification 
 

What is the SAMRA Research Participant 
Database (RPD)? The SAMRA RPD system is an 
online database service that tracks research 
participation nationally, and was designed to 
allow SAMRA Organisation members to: 
 
a) Verify whether a person who is being 

approached for (i.e. recruited) or who 
attends a data collection event such as a 
focus group discussion has participated in 
research within the 6 months preceding the 
date of verification,  

b) Decide if the potential participant should be 
excluded from the sample or not, and 

c) Upload research participants who attend a 
data collection event such as a focus group 
discussion onto the database for future 
verification prior to participation. 

 
Why the SAMRA 
RPD? The purpose 
of the service is to 
root out fraudulent, 
as well as unethical 
and poor quality 

research participant recruiting. All SAMRA 
Organisation members should use the service 
when conducting or commissioning primary 
research, and especially qualitative focus group 
interviews, to ensure that our research does not 
impact negatively on public goodwill and public 
trust in research.  
 
For the system to be effective, it is imperative 
that all subscribers both verify participants 
before confirming participation, and upload 
when participation took place. Both clients and 
suppliers can use the system to evaluate the 
quality of recruitment and participation. 
 
 

Register at 
www.samraonline.co.za 

Enquiries: info@samra.co.za 
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a message frOm the samra ceO
SAMRA had a busy, tough year. A number of key projects were completed and new ones initiated between March 
2015 and February 2016, focusing primarily on promoting quality and compliance in the industry, in order to 
advance the industry in the face of slow growth and budget pressures.

SAMRA’s media presence has increased significantly in the last four years. In 
2012, SAMRA’s coverage through 56 inserts (i.e. 4 television, 5 radio, 14 print 
and 33 Internet inserts) was reported at R309,192. By 2015, our coverage had 
increased to 89 inserts (i.e. 11 television, 18 radio, 19 print and 41 Internet 
inserts) reported at R2,315,928 – a 27% increase on 2014 coverage. The 
SAMRA Facebook page currently has 291 Likes, the SAMRA LinkedIn group 
consists of 192 professionals, and our @SAMRA_CEO Twitter account has 
298 followers. Participation across all our social media profiles is increasing. 
The SAMRA website was revised at the end of 2016, to improve accessibility, 
usability and aesthetics. We currently have more than 2000 website users, and 
have enjoyed uninterrupted service since moving to Afrihost for hosting services 
in 2014.

SAMRA membership has been increasing steadily, to 108 Organisation members, approximately 1600 
Associate members and 187 Independent members in thirteen countries, as at 5 March 2016. We are very 
grateful for our members’ support, given that many associations globally are struggling to survive. In the 
2015 financial year, SAMRA achieved modest growth in terms of total assets and nett asset value, accounts 
receivables were down, and cash available was up, although the surplus decreased slightly. 

The new debt collection process that was initiated in 2014 saw a decrease in unpaid accounts and an 
increase in debt collected far exceeding the debt collector fees. SAMRA has rectified its tax exemption 
status with SARS, and the bank account signatory has been changed to ensure continuity irrespective of 
annual changes to the composition of the SAMRA Board of Directors.

The South African Qualifications Authority (SAQA) visited SAMRA on 10 November 2015 for our Professional 
Body for Marketing Research mid-term review. They commended SAMRA on our (social) media coverage, 
the Continuing Professional Development system, and our Code of Conduct queries, complaints handling 
and reporting. As a result of the review, they will be sharing some of what we do as best practice examples 
with other professional bodies. Their only criticism was that SAMRA did not have a policy for Recognition 
of Prior Learning, which we are now in the process of rectifying. SAMRA has consistently achieved green 
status (i.e. compliance) for our data submissions to SAQA related to the SAMRA Accredited Marketing 
Researcher (SAR) designation. 

In January 2016, the Quality Council for Trades and Occupations also visited SAMRA for annual monitoring 
purposes as the registered Assessment Quality Partner for the Survey Interviewer qualification. Their 
feedback was favourable, and they are looking to SAMRA for setting the standard in terms of computer-
based, online assessment of qualifications. The Survey Interviewer qualification was registered in 
November 2015, paving the way for a national assessment to be developed and managed by SAMRA for the 
purpose of qualifying and accrediting Survey Interviewers.

The SAMRA Annual Conference 2015 was held in the beautiful Drakensberg at Cathedral Peak Hotel, 
and we could not have asked for a more inspiring setting. This year’s theme, The Evolution of Market 
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Research: Changing to Improve, created the impetus needed for some great ideas and thinking. Evolution is 
a slow process of change from one level to a better one. 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. It is characterised primarily not by constant adaptation, but by the preservation of whatever 
is working well. It was apparent from the content at this year’s conference that our industry is evolving in 
many ways. Kyle Findlay and Ockert Janse van Rensburg won the Best Overall Paper Award for the highest 
average combined paper and presentation rating, with The New Political Battleground: The South African 
2014 National Elections on Twitter. Amoné Redelinghuys, with her paper Comparing Mobile and Online 
Insights, won the Best First Time Speaker Award and was in second place overall. Neil Higgs was in third 
place overall with Context matters: Creating more powerful marketing strategies by resonating with people 
via an understanding of the lens and manage their lives. The People’s Choice Award for the highest average 
presentation rating by the audience went to Andy Hadfield for Future Kids Future Customers.

A SAMRA Strategic Planning Committee met in October 2015 to work on the SAMRA Strategy 2015 to 
2018, to help SAMRA fulfil its mandate as promotor and protector of market research in Southern Africa. 
A number of new projects have been identified focusing specifically focusing on talent management at 
industry level, including encouragement of young talent to enter the industry. In preparation for the strategic 
planning activities, a SAMRA Stakeholder Survey was conducted, and results were encouraging, pointing 
out some of the opportunities and challenges for SAMRA and the industry. The survey will remain open and 
results will be reported periodically, so that stakeholders can have their say at any time.

I attended the ESOMAR Annual Congress 2015, held in September 2015 in Dublin, Ireland. This year saw 
a move away from the pessimism that has plagued the industry for a few years now, with new inspiration 
to grow the industry and to ensure that quality research informs the important decisions about business, 
marketing, the economy, society and politics. A keynote address by explorer Ranulph Fiennes was a 
highlight, inspiring the audience with his humour, and personal and professional tales of triumph in the 
face of utmost adversity. Kyle Findlay, a SAMRA Associate member and winner of numerous SAMRA Annual 
Conference awards, won the ESOMAR 2015 congress award for Best Methodological Paper. This award 
recognises the paper of most technical and innovative interest, which adds value to the tools available to 
researchers. Another proud moment for Africa was when Joy Uyanwune from Nigeria won the ESOMAR 
Outstanding Representative in an Emerging Market award. The congress also saw the formation of a 
federation of African market research associations called the African Market Research Association 
(AMRA), which resulted in the setting-up of a steering committee under my leadership, with representatives 
from Eastern, Northern and Western Africa constituting the remainder of the steering committee. The goal of 
the association is to make sure that the African voice is heard globally. SAMRA has submitted a proposal to 
host the Administrative Headquarters of the newly formed AMRA– watch this space!

Susan Abbott (Abbott Research + Consulting, Canada, and chair of the 2016 Worldwide Conference on 
Qualitative Research) and Ilka Kuhagen (IKM, Germany, and Co-chair of the QRCA International Chapter) 
facilitated two excellent one-day Creative Tools and Techniques for Researchers workshops in 
Johannesburg and Cape Town in October. Drawing on tools from various disciplines, they presented a 
suite of tools to use in situations commonly encountered by market researchers, keeping participants both 
challenged and engaged throughout. 

The Introduction to Ethics Webinar was presented bi-monthly this past year, and will in future be 
presented twice a year. In terms of the Code of Conduct, more than fifty queries from SAMRA members 
and members of the public were addressed, regarding inter alia claims research, research quality, and 
payment of interviewers. Nineteen complaints were made to the Ethics Committee, all of which were 
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resolved without disciplinary action. In addition, three complaints were forwarded to the Direct Marketing 
Association of South Africa. ESOMAR’s Professional Standards Committee was consulted in five instances, 
and SAMRA commented on the ESOMAR/GRBN Guideline on Online Research, with SAMRA member inputs.

The SAMRA Red List, a database of individuals who have opted out of participation in all research 
conducted by SAMRA, is up and running. This national opt-out database will be crucial with the forthcoming 
implementation of the Protection of Personal Information Act, to safeguard the exemption of research from 
the requirements of the Act. 

The SAMRA Research Participant Database (RPD) was revised to not require the input of identity 
numbers, and is available to SAMRA Organisation members. 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. Aimed at rooting out fraudulent, unethical 
and poor quality research participant recruiting, it has been disappointing that few research suppliers have 
been making use of the service, and 2016 will see a focus on client support for implementation.

We distributed three SAMRA Updates (our newsletter) in 2015. The SAMRA Journal 2015 was published 
and mailed out in print at the end of 2015 with the e-version available to all members via the website. The 
SAMRA Journal Online was also launched during 2015, specifically for the purpose of sharing ideas 
and discussing and debating the way that we think about and in market research. Throughout the year, 
subscribers can publish contributions on the SAMRA website. The page is moderated by the SAMRA Journal 
Editor and the SAMRA office and the SAMRA Journal Online has its own Twitter handle @SAMRA_Journal.

There are indications that the market research industry in Southern Africa came under severe pressure in 
2015, both financially (e.g. client-side budget cuts across the board) and in terms of legislative changes 
(e.g. permit requirements for data collection in Botswana). Medium-sized South African research businesses 
appear to be particularly struggling. South Africa participated in the ESOMAR Global Market Research 
Study for the eleventh time, and SAMRA also published the South African industry size report and the 
SAMRA Annual Salary Survey 2015 for participating companies. The industry size in South Africa was 
estimated at close to R 2.6 billion, and salaries remained relatively flat for key research positions for the 
first time in years. 

The SAMRA Looking for Work Service has been used by almost 360 people since 2013, and five 
positions were advertised in 2015 on the SAMRA website. Organisation members continue to use the 
SAMRA Looking for Work service as a source for recruitment of full time and part time employees, temporary 
workers, interns, freelancers, and volunteers. There have been 31 applications to date via the SAMRA 
Bursary Service that was launched in 2014.

The location of the SAMRA offices changed in April 2015 when we moved from Randburg to The Campus 
in Bryanston, into serviced offices managed by Regus. The move has resulted in some savings in terms of 
rental, data and telephony, equipment, as well as staffing costs. 

SAMRA plans for 2016 include full roll-out of the SAMRA Red list and the Research Participants Database, 
piloting of the national Survey Interviewer assessments; publication of the SAMRA Journal 2016 and further 
development of the SAMRA Journal Online; the SAMRA Annual Conference 2016 in May at Velmore in 
Erasmia, Gauteng; participation in the ESOMAR Global Market Research study in 2016; the SAMRA Salary 
Survey 2016; SAMRA Yearbook 2016; renewed efforts to offer local and interest group events; bi-monthly 
ethics updates via webinar; Survey Interviewer accreditation; development of ethical guidelines to ensure 
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self-regulated practice; development of an industry Confidence Index; launch of a campaign to promote 
organisations that do good and that are supported by the SAMRA Organisation members; a national student 
research competition; ethics audits; publication of Employment Equity figures for the industry.

THE MaRkET RESEaRCH INdUSTRy IN 2016 aNd BEyoNd

Internationally, the big issues in 2016 will probably be the protection of privacy and the safe and secure 
gathering, processing and use of information. In South Africa, implementation of the Protection of Personal 
Information Act is imminent, and marketers are either scrambling to prepare for compliance, or will soon be 
severely penalised if they are not adequately prepared.

Linked to the above issues is the ever-growing merging of, or perhaps more accurately put, confusion between, 
marketing and research. The information collection and processing for marketing vs. research purposes appears 
increasingly similar, from a consumer’s point of view. There is not much that distinguishes the questionnaire 
that a marketer asks a customer to complete from the one a researcher uses. Once the information is received 
and processed, the databases used by marketers and by researchers are comparable, if not identical. Even 
the use of the information once processed is ultimately applied for the same goal: business improvement. This 
seeming similarity can threaten the integrity of research, and it is imperative that the market research industry 
protects and ensures the goodwill of the public that we are so dependent on.

What is the difference, then? First, for the collection of marketing information, permission and opt-in is 
required before marketing information can be sought from or gathered about an individual. On the other hand, 
a reasonable expectation to be contacted for research is created as soon as an individual transacts with, for 
example, a retailer, a website, a service provider, etc. This is the only requirement of the Protection of Personal 
Information Act that the ESOMAR and SAMRA Code of Conduct research does not equal or exceed in terms of 
stringency, and instead of permission (as is the requirement for marketing data collection), informed consent 
is the minimum standard for research data collection activities directed at an individual. In terms of processing 
of information, marketing focuses on identified and preferably profiled individuals, whereas research treats 
participants as anonymous and individuals’ information as confidential, working with aggregated data and 
segments. Thus, although the ‘what’ of data collection and processing may look the same, the ‘how’ and ‘why’ 
of information that is being collected is patently different. 

For SAMRA and the market research industry, it is crucial to maintain the distinction between marketing and 
market research, and to ensure that the distinction is clear in the mind of the consumer. Failing to do this will 
mean that many more consumers will opt out of research and marketing, and that quality information that 
informs political, social, business and marketing decisions will become extinct. Vukani, bacwaningi!
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THE SaMRa CHaIRMaN’S REPoRT

The marketing research industry continues to be faced with the need for ongoing 
transformation amidst rapid evolution in technology, entrance of new non-traditional 
market players and compounded by challenging economic and social operating 
landscape with the downstream effect ever more noticeable in continued financial 
constraints in companies’ research budgets. Almost stating the obvious the 
decision and scale in commissioning marketing research will remain a challenge 
for the foreseeable future that will require all stakeholders to rethink and adapt 
future marketing research value propositions.

The marketing research industry continues to be faced with the need for 
ongoing transformation amidst rapid evolution in technology, entrance of new 
non-traditional market players and compounded by challenging economic and 
social operating landscape with the downstream effect ever more noticeable in 
continued financial constraints in companies’ research budgets. Almost stating the obvious the decision and 
scale in commissioning marketing research will remain a challenge for the foreseeable future that will require 
all stakeholders to rethink and adapt future marketing research value propositions. 

But the change is also at a granular level and while the need for, and powerful forces of transformation are 
certainly verbalised, I do ponder whether all the stakeholders in our industry share the same comprehensive 
understanding of the change taking place in the ecosystem – the one that compels us to rethink our value 
proposition as marketing research at a fundamental level and that the implied extent of change or transformation 
will require more urgent exploration of new and unchartered territories. And contrary to Porter’s model the need 
for collaboration and synergies in value propositions, where traditionally the lines of competition and market 
niche had been drawn quite deep in the sand.

In my view, the industry acknowledges almost intellectually that it no longer suffices to produce a report card 
or a PowerPoint presentation as a delivery and that it should offer dynamic and innovative solutions that create 
sustainable partnerships between suppliers and clients on different dimensions of the business need. While 
it remains up to supplier and client to articulate the change in value proposition, I hold a strong view on the 
roles and responsibilities of both supplier and client on future successful partnerships: the research supplier 
that offers modular solutions understands the business, its operating landscape and language will become the 
trusted and preferred business partner in future. And, on the other hand the client that is clear on the value 
of research and ensures that it is a business imperative for all decisions and activities, will not only ensure 
sustainability and profitability for its business, but for the industry that supports it to be successful too.

Social media, digital and big data continues to dominate the research landscape of popular topics along with 
creativity in online surveys, reducing survey time as well as the long and short term investment in infrastructure, 
software, programmes and talent that will enable the delivery to these changing insight demands. But, I think 
we are shifting gears on the so called populist titles: One close to my heart is the concept of shared value 
creation and as an emerging economy I believe we can evolve this concept to a strategic and competitive 
advantage for the continent as a whole. 

One year to the next, as measured in our busy lives, can have the sense of “more of the same” or just pass 
by and resemble the feel of the year just gone past. Or, it can unfold as a journey of change where milestones 
reflect impact and change to business and our society as a whole. The past year was characterized by the 

Ineke Prinsloo
SAMRA Chairman
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continuation of the journey of change for SAMRA. A highlight certainly for any chair is being able to report 
at an AGM on the continuation of a strong balance sheet. Profit is not the primary function or driver for the 
organisation – having said that, our balance sheet does reflect a profit or, rather, surplus. Albeit less than 
the previous years, with some of the economic challenges in companies’ spend starting to filter through, the 
surplus is more than what was anticipated. 

2014/2015 was a busy year for SAMRA with activities that included moving offices, hosting a successful 
conference in KZN and workshops focused on professional advancement of our members as well as launching 
new services to our members and launching a new website. 

SAMRA has lived the transformation journey in the past years first through evolving from an association to 
an organisation, establishing and appointing a board with accompanying governance structures and lastly a 
rethink and relaunch of new membership structures better suited to the demography of our member base. 
Following the changes the member base has continued to reflect a positive growth trajectory signalling 
confidence in the organisation, CEO and Board to promote, represent and drive the professional status of 
marketing research in Southern Africa. 

The current SAMRA board comprises a healthy balance and representation from supplier, client and academia. 
I have now had the singular privilege of nearly two successful years as chair which I would be the first to 
acknowledge would not have been possible without the contribution of each member of the board: The chair 
of the board is only the steering mechanism and can only have a successful year at the helm if she has the 
support, passion and dedication of the other members of the board. 

The next couple of years will see a shift in financial and overall strategy with both economic and regulatory 
changes requiring the organisation to return to the drawing board and adapt to the challenge presented to 
create revenue streams balanced with relevant value offering to our members. The shift in the eco system and 
resulting  increased economic pressure on companies’ balance sheets, are sure to challenge the board, CEO 
and the organisation in future in terms of maintaining and growing the balance sheet.

This year marks 12 years being a member of SAMRA – all on the client side I might add – but I have come 
to learn, understand and respect the pivotal role that the organisation fulfils in ensuring the sustainability and 
contribution of the marketing research industry and its role in both business and society in Southern Africa. 
I decided some time ago that in order for me contribute to the profession I needed to leave the safety of the 
crowd and side-line commentary and become actively involved in the organisation. 

Transformation has been topical in the last few months and we have made some progress in launching several 
initiatives to start the course of change in our industry. I hold a strong view that the industry stakeholders have 
yet to realise that the one key requirement to successful transformation and sustainability, is involvement; 
being involved. For SAMRA it is encouraging to note that our membership is growing and we are therefore in 
a position to reach more stakeholders both on client and supplier side. But I remain concerned when I notice 
the dwindling numbers attending conference or events, nominations for board, or attendance to events such 
as the AGM. I would therefore like to challenge you to take up this message to actively drive participation and 
involvement of stakeholders in your sphere of influence. Become the actor of change utilising your networks 
and influence to involve more stakeholder clusters in shaping the future of our industry.

The world will continue to automate, create efficiencies and in the process almost drive itself to the brink of 
extinction – as an industry I think we have the ability to become agents of change and balance, the warning 
signal or visionaries, if you will, with the richness of knowledge and insights we are able to generate, to carve 
a different path to tomorrow that won’t delete the human from efficiency altogether. Along with embracing 
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change we should seek out opportunities to collaborate as new and non-traditional competitors appear on the 
playing field every day offering faster, cheaper information and reports to a business or customer landscape 
that is in need of insights and partnerships that it can trust to deliver to the bottom line but can no longer afford 
the premium of traditional research methodology.

I would like to think that my tenure as chair will inspire a change and encourage both long time members 
as well as a new wave of talent and young researchers to become involved, shape and continue to influence 
the future of SAMRA as the professional body representing and furthering the interests of all stakeholders to 
marketing research in Southern Africa.

samra financial summary 
march 2014 - february 2015

New auditors were appointed last year during the AGM. SAMRA used DECO as 
the auditor and Venter and Prins for bookkeeping during this period.

A surplus of R 158,284 was made during the 2014/2015 financial year. There 
is a slight decrease, R12 905 compared to the surplus shown from 2013/2014.

In short, revenue is up 15.1%, the cost of sales is up by 76.5% and surplus is 
down by 7.5%. We will go into the details shortly.

The total cash at hand on 5 August 2015 was R1, 532,177.66 comprising the 
following two accounts:

• Current Account:  R 4710.22
• Investment Account: R 1,527,467.44

This is slightly up from 2013/2014.

The membership fees for the 2014/2015 financial year remained the same as in 2013/2014. In 2015/2016 
fees were increased by 5% increase across the board:

• 2015/2016 Independent Membership fees: R 1280 ex VAT
• 2015/2016 Organisation Membership fees (ex VAT):

Turnover/Budget Fee Headcount Fee  per worker
< R2 million R 925.00 1 to 10 R 315.00
R2 million – R5 million R 2 470.00 11 to 20 R 265.00
Between R5 million & 
R10 million

R 4 925.00 21 to 50 R 210.00

R10 million –
R20 million

R 7 990.00 51 to 100 R 185.00

Between R20 million & 
R50 million

R 11 070.00 100+ R 105.00

R50 million & more R 12 600.00

Alexan Carrilho
SAMRA Treasurer
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Organisation members have the option being billed twice a year i.e. March and September
These were the fees that members were invoiced for in March 2015. 

SAMRA obtained Directors’ and Officers’ Liability insurance in July 2013 and this was renewed in 2014 and 2015. The 
annual cost is approximately R 5,700.00. The limit of indemnity is R 5,000,000.00.

SAMRA’s total assets increased by 12.7%, from R 1,375,978 in 2013/2014, to R 1,550,836 in 2014/2015. The Nett 
Asset Value in 2013/2014 was R 1,292,326 compared to R 1,322,734 in 2014/2015. This is a 2.4% increase.

Accounts receivable decreased by 22.5% in 2014/2015 from R 297,262 in 2013/2014, to R 230,306. This was due to 
timely invoicing compared to the previous financial year. In addition to that SAMRA also had paid for the deposit for the 
Annual Conference. There was a 10.8% increase in the amount of cash that was available. In the previous financial year 
the amount of cash was negatively impacted due to deposits that had to be paid for the Annual Conference.

In terms of debt collection, the ‘old’ debt was staying the same, meaning that we were collecting current debt only. 
There is one outstanding debt that is being disputed for about R 120,000. The bad debt provision has been reduced 
in 2014/2015 from R 9,569 to R 0, as we did not write off any bad debts and instead handed the accounts over for 
collection.

The SAMRA Board took the decision to hand debtors over for debt collection in 2013/2014. The debts until May 2014 
were handed over in November 2014. The current debts have not been handed over as yet. These handed over debts 
were from June 2010 up until May 2014.

SAMRA’s surplus before operating expenses for 2014/2015 decreased by 4.8% to R 1,580,996 compared to R 
1,661,218 in 2013/2014.

The investment revenue increased by 20.3% in 2014/2015, from R 46,405 in 2013/2014 to R55,843 in 2014/2015.

The annual conference brought in about the same revenue in 2013/2014 and 2014/2015. 

The value from subscriptions was flat in 2014/2015. The revenue was R 906,460 compared to R908,362 in 2013/2014. 

The trade receivables increased slightly to R 252,751 in 2014/2015, compared to R 214,127 in 2013/2014. 

SAMRA made a surplus of R 158,284 which was a 7.5% decrease. SAMRA managed to control the expenses during 
this period with a decrease in operating expenses. The total expenses were R 1,478,571 for the 2014/2015, compared 
to R 1,534,311 in 2013/2014, a difference of R 55,740. This is a 3.6% decrease. There are a few expenses that 
increased or decreased significantly over the financial period:

•  There was an increase in costs associated with ITC maintenance compared to 2013/2014, as there was an increase 
in costs associated with the website hosting. 

•  Employee costs were slightly down in 2014/2015 due to the resignation of the office administrator. However, there 
was a significant increase in accounting fees for 2014/2015 (43.2%) and a 56.1% decrease in the auditor’s 
remuneration. 

• The bank charges have been reduced by 49% due to minimal use of the facility and stricter controls in place.
• Depreciation showed a 539% increase. This was for the Red list and Research participant databases. 
•  There was also an increase of 43.3% in the cost of sales for 2014/2015. There was a significant increase in the 

costs associated with the Publications in 2014/2015. This was for 2 Yearbooks – 2014 & 2015. A part of this should 
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have gone into the previous financial statements. The SAMRA AGM instructed an accrual but the previous auditors 
did not accrue. Professional recognition went up as we had funding from GfK Verein to develop the interviewer 
qualification, which required statutory consulting fees. The Interviewer Qualification development costs, Annual 
Conference and publications account for the difference in cost of sales between the two financial periods. 

•  SAMRA purchased databases and IT equipment in 2015 to the value of R 141,432. The databases’ costs were 
increased due to SAMRA getting an external company to develop the databases. 

The financial statements for 2014/2015 were approved at the SAMRA Annual General Meeting on 6 August 2015.

SaMRa’S GoaLS aNd oBjECTIvES
1. Grow the market 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, learners/students 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 market 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 market 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 market research, social research and/or opinion polling 
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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 market 
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.

 
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 Marketing Researcher status and 

SAMRA Accredited Interviewer status. SAMRA Accredited Qualitative Researcher, SAMRA 
Accredited Quantitative Researcher, and SAMRA Accredited Participant Recruiter status is 
planned for the future. 

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

 
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 
Southern African 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 is compulsory for SAMRA Organisation 
members, to ensure that we fulfil or self-regulation mandate.

 
SAMRA Research The SAMRA Research Participant Database (RPD) is an online database service that tracks
Participant Database  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 pay-as-you-go, and aims to root out 
fraudulent, unethical and poor quality research participant recruiting.

 
Publications SAMRA Publications, available from the office and/or online, 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 (in print)
	 • SAMRA Updates (newsletters)
	 • The SAMRA Yearbook
 
Professional SAMRA hosts an annual conference, with eminent speakers from South Africa and abroad.
Development  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 Journal 
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Sponsorship of Marketing Research, the SAMRA Yearbook, and SAMRA newsletters), on the SAMRA
Opportunities  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 market research 
(members only), have positions available in market 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.

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 STRUCTURE
SAMRA was established in 1963 as a voluntary association of market researchers. Market 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 market 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 market research, business research, organisational 
research, social research and political 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, who are currently based in 13 countries world-wide. The SAMRA 
Memorandum of Incorporation and Company Rules are available on the SAMRA website or from the SAMRA 
office.

samra OutgOing bOarD (august 2014 tO august 2015)

From left to right: Ineke Prinsloo (Chairman), Alexan Carrilho (Treasurer), Elsa Thirion-Venter, Leonie Vorster (Chief 
Executive Officer), Salomé Barnard, Mamapudi Nkgadima, Shaun Naidoo
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samra bOarD members (august 2015 tO august 2016)

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

  Alexan Carrilho
  Ipsos South Africa
  Director: Large Research Suppliers

  Vacant 
  Director: Medium Research Suppliers

  Shaun Naidoo
  Answered
  Director: Small Business and Freelance Research Suppliers

  Sheila Akinnusi
  Nedbank
  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 2015/16 Ms Ineke Prinsloo

1989/90 Mr Reinhold Ratz  



sAmrA members



• activQuest
• The Added Value Group
• Africa Analysis
• African Response
• Answered
• Ask Afrika
• Bateleur Brand Planning
• Beyond Insights
• Blue Jackal Technologies
• Blueprint Holdings
• BMi Research
• BMI Sport Info
• BMI–TechKnowledge Group
• Brand iD
• Business DNA
• Business Intelligence Africa
• Busy Bee Communications
• Carnelley Rangecroft Consultancy
• CFS Consulting
• CIA
• Citizen Surveys
• Columinate
• Confluence
• Consulta
• Consumer Conversations
• Dashboard Marketing Intelligence
• Data World
• Digital Republic
• Enterprises at the University of Pretoria
• Evolve Research
• The Exploration Station
• Eyes and Ears Marketing Services
• Foshizi
• Fresh Thinking Capital
• Freshly Ground Insights
• Frost & Sullivan External Profit Company
• Ganizani Consulting
• Genex Insights
• George Klein & Associates
• GfK South Africa
• Grant Thornton THL Consulting
• Greenfields
• Ground Control Research
• HaveYouHeard Marketing
• Headworkz
• Hotbuttons
• iFeedback
• ignite research
• ikapadata
• 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
• Market Insights Tracking (Mitra)
• Masutane Consulting Services
• Millward Brown South Africa
• Mkt Research 247
• MMR Research Worldwide Ltd
• MQ Market Intelligence
• MSSA
• Mthente Research and Consulting Services
• Munyai Consulting
• Nedbank Ltd
• Nielsen
• Nutshell
• Partners in Research
• Peppercorn Research
• Pernod Ricard South Africa
• Plus 94 Research
• PriceWaterhouseCoopers Tax & Advisory Services
• Pulse Research
• Pure Survey
• Qualitative Quarter
• qualonline.co.za
• Quest Research Services
• The Research Junxion
• The Research LampPost
• SAB
• Sentinel Consulting
• Shared Services (SSI)
• Siloam People Development Agency
• Soft Craft Research
• Standard Bank
• Survey Warehouse
• Telkom
• Times Media Group
• TNS South Africa
• Topline Research Solutions
• Tshwane University of Technology
• Um Jwali Market Research
• Umthombo Wolwazi Research Services
• Upbeat Marketing
• Urban Studies
• VBH Health Care Research Consultancy
• Vision Africa Research Services Namibia
• Yellowwood
• Zanusi Brand Solutions

SaMRa oRGaNISaTIoN MEMBERS IN Good STaNdING aS aT 1 MaRCH 2016
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• Kevin Abraham
• Danny Abreu
• Carol Affleck
• Mike Aitken
• Venetia Amato
• Matt Angus-Hammond
• San-Marié Aucamp
• Ernest Bagopi
• Quinta Bekker
• Tosin Bello
• Ruane Bester
• Kobus Boshoff
• Anita Botha
• Jackie Botha
• Esther Brain
• Desiree Brookes
• Beverley Buchanan
• Sue Burns
• Elmari Campher
• Miroslav Canak
• Bradford Carelse
• Teboho Chalale
• Mike Charnas
• Mmabatho Chiloane
• Christele Chokossa
• Margie Constantaras
• Billy Coop
• Inka Crosswaite
• Laurie Cunningham
• Annalize de Klerk
• Jani de Kock
• Alana Dell
• Lizalle Delport
• 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
• Ignaz Fuesgen
• Andrew Fulton
• Nkululeko Fuyane
• Rebone Gcabo
• Lorraine Geel
• Kati Georgousaki
• Sophia Giani
• Duscha Govender
• Nicky Graf
• Promise Gumbo

• Mamodiehi Gwala
• Grant Hatch
• Johan Hattingh
• Therese Havenga
• Norbert Haydam
• Frikkie Herbst
• Peter Highley
• Jenny Highley
• Thebe Ikalafeng
• Jennifer James
• Ian Jeffrey
• Ankit Katrodia
• Laura Kaufman
• Lucia Kgagudi
• Mphai Kgorane
• Brian Klompas
• Craig Kolb
• Sjoerd Koornstra
• Chris Kriel
• Pieter Kruger
• Linda Kuiper
• Kathryn Kure
• Jumoke Lafenwa
• Henri Lamaletie-Lamy
• Nina Lewin
• Marina Lombard
• Deirdre Lubbe
• Sipho Mabika
• Mohamed Majapa
• Patrizia Male
• Moe Malumo
• Sravanthi Mandala
• Rudo Maponga
• Wesley Maraire Maraire
• Yolande Maree
• Moowa Masani
• Edward Masemola
• Rajesh Matha
• Warren Matodes
• Jim Matsho
• Gladiola Mbatha
• Thecla Mbongue
• Althea McCourt
• Rosemary McHarg
• Craig Melling-Williams
• Hildy Menelaou
• Annemarie Meyer
• Susan Moerdyk
• Kriyanka Moodley
• Dale Morton
• Chuck Muller
• Lee-Ann Munetsi
• Golden Muzanago
• Debapriyo Nag
• Firdaus Natha
• Mphathi Ndlovu

• Kimondo Ndungu
• Lynette Nicholson
• Wilson Ningpuanyeh
• Aude Ntawebasa
• Jane Nzomo
• Abdi Nzori
• Brian Olson
• Lee-Ann O’Ryan
• Nurjehaan Parkar
• Rebecca Peters
• David Phiri
• Jason Pillay
• Nimalan Pillay
• Jacolize Poalses
• Melinda Potgieter
• Kami Pregaladhan
• Ineke Prinsloo
• Wellington Radu
• Lukey Raganya
• Liz Ramaoka
• Candice Rascher
• Sandra Reinbrech
• Sandra Reinbrech
• Erwin Rode
• Reana Rossouw
• Bernice Samuels
• Lizanne Sharp
• Alison Shaw
• Wahid Shiferaw
• Thuba Sithole
• Alexius Sithole
• Lungy Siwela
• Gavin Sobey
• Jill Solomon
• Ash Somary
• Philip Sparks
• Jean Vincent Staub
• Christine Stearman
• Pieter Steenkamp
• Bev Stein
• Helen Strong
• Marilette Swart
• Helena Theron
• Annamarie Theron
• Deon Tustin
• Lynette van Duyn
• Corine van Erkom Schurink
• Peter van Laar
• Hennie van Niekerk
• Suzette van Zyl
• Megan Vercueil
• Mariana Visser
• Jan Wegelin
• Mzamo Xala
• Shameen Yacoob
• Palesa Zwane

SaMRa INdEPENdENT MEMBERS IN Good STaNdING aS aT 1 MaRCH 2016
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notes



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:

samra accreDiteD marketing researchers (sars)
(in gOOD stanDing as at 1 march 2016)

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 in good standing have been granted SAMRA Accredited Marketing Researcher 
(SAR) status:

• 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)

• Kobus Badenhorst
• Salomé Barnard
• Duncan Brett
• Manie Breytenbach
• Michael Charnas
• Gregory Classen
• Margaret Constantaras
• Billy Coop
• Evangelia de Abreu
• Karin Du Chenne
• Sifiso Falala
• Patson Gasura
• Andrea Gevers-Rademeyer
• Sophia Giani
• Jacqueline Greeff
• Johan Grobler
• Promise Gumbo

• Norbert Haydam
• Neil Higgs
• Peter Highley
• Jennifer Highley
• Ian Jeffrey
• Laura Kaufman
• Marna Kirchner
• Rentia Kramer
• Lizette Kritzinger
• Susan Lerena
• Rosemary McHarg
• Hennie Mentz
• Amina Mohamed
• Lee-Ann Munetsi
• Itayi Mutsonziwa
• Andries Noeth
• Ngonidzaishe Nyambuya

• Kaminthia Pregaladhan
• Sandra Reinbrech
• Alison Rice
• Anne Roberts 
• Grant Robertson
• Adré Schreuder
• Lauren Schurink
• Christine Smit
• Marelize Snyman
• Jill Solomon
• Richard Stewart
• Elsa Thirion-Venter
• Schalk van Vuuren
• Sara Webster
• Jan Wegelin
• André Wills
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SaMRa PaRTNERS
(in gOOD stanDing as at 1 march 2016)

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 market 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 market 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 in good standing 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
• Joe Boniaszczuk
• Dawn Brookes
• Nicola Brown (Regnart)
• Sue Burns
• Patrick Busschau
• Alexan Carrilho
• Clive Corder
• Catherine Cunliffe
• Esmé Deken
• Lizalle Delport
• Jane Diakakis
• Cletus Dube
• Patrick Dunn
• Cees Faber
• Charles Foster
• Howard Fox
• Bradley Futter
• Nissar Goolam
• Duscha Govender
• Gary Greenfield
• Lida Groenewald
• Amanda Hamilton-Attwell
• Trevor Hanekom

• Kim Hanekom
• Trudi Hanson
• Shirley Harding
• Mari Harris
• Harald Hasselmann
• Therese Havenga
• Deon Herbst
• Gordon Hooper
• Jude James
• Jennifer James
• Sylvia Jones
• Zanné Jordaan
• Heather Kennedy
• Antje Kesselmann
• Christie Keulder
• George Klein
• Marylou Kneale
• Monique Leech
• Nina Lewin
• Marina Lombard
• Deirdre Lubbe
• Danny Manuell
• Anina Maree
• Stephanie Matterson
• Hildy Menelaou
• Mamta Mithal
• Dale Morton
• Lebo Motshegoa
• Chuck Muller
• Mamapudi Nkgadima
• Rafal Pasich
• Adhil Patel
• Dobek Pater

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



notes
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sAmrA ethics
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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.

(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.
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(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



32 • SAMRA 2015

 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.

(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.

(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 
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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.
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1.12  After a hearing has been completed, the Ethics Committee must draw its conclusion and prepare a 
report on its finding and recommendation. Copies of the report must then be sent to the complainant 
and the respondent. 

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

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

2. Appeals Procedure

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

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

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

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

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

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

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

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

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

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

2.12  If the SAMRA Chairman is of the opinion that the Chairman of the Ethics Committee is involved in 
any dispute then he/she will be asked to stand down for the duration of that particular dispute, and 
a replacement Chairman must be appointed by the SAMRA Chairman. Such an appointed Ethics 
Committee Chairman must be a member of the Board.
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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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Published findings must state clearly: 

(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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notes
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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)
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In terms of the SAMRA/ICC/ESOMAR Code of Conduct, the pertinent ethical principles are that:
•	 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.

•	 	In	general,	research	participants	should	not	participate	in	research	more	than	once	in	six	months,	even	if	
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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. 



SAMRA 2015 • 55

•	 	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
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Other typical expenditure items include:
•	 Rent
•	 Water,	lights,	utilities
•	 Telecommunications	services	(mobile	phone	and	fixed	line	contracts	and	premiums;	internet/3G)
•	 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. 
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  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.
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   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, 
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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.

7. sOurces anD references

•	 	DLA	Piper,	Data	Protection	Laws	of	the	World:	http://www.dlapiperdataprotection.com/#handbook/world-
map-section/c1_ZA

•	 	EphMRA	 Adverse	 Event	 Reporting	 Guidelines	 2014:	 http://www.ephmra.org/user_uploads/ephmra%20
aer%20guidelines%202014.pdf 

•	 	ICC/ESOMAR	International	Code	on	Market	and	Social	Research:	http://www.esomar.org/uploads/public/
knowledge-and-standards/codes-and-guidelines/ICCESOMAR_Code_English_.pdf

•	 	ESOMAR	 Interviewing	 Children	 and	 Young	 People	 Guideline:	 http://www.esomar.org/uploads/public/
knowledge-and-standards/codes-and-guidelines/ESOMAR_Codes-and-Guidelines_Interviewing-Children-
and-Young-People.pdf
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ESOMAR, the World Association for Social, Opinion and Market Research, is the essential organisation for 
encouraging, advancing and elevating market research. www.esomar.org

GRBN, the Global Research Business Network, connects 38 research associations and over 3500 research 
businesses on five continents. www.grbn.org

© 2015 ESOMAR and GRBN.This guideline is drafted in English and the English text is the definitive version. 
The text may be copied, distributed and transmitted under the condition that appropriate attribution is made 
and the following notice is included “© 2015 ESOMAR and GRBN”.
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1. INTRodUCTIoN aNd SCoPE

In 2011 ESOMAR, working jointly with CASRO, released a Guideline for Conducting Online Research. In 2015, 
the ESOMAR/GRBN Guideline on Online Sample Quality was released.Researchers are encouraged to 
consult the latter document as well as this Guideline when designing and conducting online surveys.

While many of the technical and methodological issues involved in online research have been clarified over 
the last decade, ongoing developments in technology and in the types and variety of digital data that can be 
collected online require ongoing review and updates to professional and ethical guidance.

This ESOMAR/GRBN Guideline for Online Research has a global focus and explains how to apply some of the 
fundamental principles of market, social and opinion research in the context of the current legal frameworks 
and regulatory environments around the world. Thus, this document is a statement of principles rather than 
a catalogue of existing regulations. The objective is to support researchers, especially those in small and 
medium-sized research organisations, in addressing legal, ethical, and practical considerations in using new 
technologies when conducting research online.

This Guideline is not intended to substitute for a thorough reading and understanding of the ICC/ESOMAR 
International Code on Market and Social Research, which has been adopted by over 60 local 
associations worldwide, or the individual codes of the 38 associations that comprise the GRBN. Rather, it is 
intended to be an interpretation of the foundational principles of those codes in the context of online research. 

It also is essential that researchers review and comply with the national and local data protection and market 
research self-regulatory requirements of each country where they plan to collect 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 that they are in full compliance. 

Researchers must be sensitive to consumer concerns and remain mindful that market research relies on public 
confidence for its success. Researchers must avoid activities and technology practices that risk undermining 
public confidence in market research.This includes the application of sound methodological principles and 
practices with respect to research design, especially in regard to appropriate questionnaire design, length, 
and participant burden. They also must remain diligent in maintaining the distinction between research and 
commercial activities such as direct marketing or targeted advertising. Where researchers are involved with 
activities that use research techniques but are not intended solely for research purposes, they must not 
describe those activities as market, social or opinion research. 

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. 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.



SAMRA 2015 • 77

2. DefinitiOns

Active agent technologies means technologies that capture research participant’s behaviour in the 
background, typically running concurrently with other activities. They include:

•  Tracking software that can capture the research participant’s actual online behaviour such as web 
pages visited; online transactions completed; online forms completed; advertising click-through rates or 
impressions; online purchases; and GPS information for a computing device with an Internet connection. 
This software also has the ability to capture information from the research participant’s email and other 
documents stored on a device such as a hard disk. Some of this technology has been labeled ¡§spyware¡¨, 
especially if the download or installation or datacollection occurs without the participant’s full knowledge 
and opt-in consent.

•  Software downloaded to a user’s computing device (computer, tablet, smartphone, etc.) that is used solely 
for the purpose of alerting potential survey research participants about survey opportunities, downloading 
survey content or asking survey questions. It does not track research participants as they browse the 
Internet and all data collected are provided directly from user input.

Active research means the collection of data through direct interaction with the research participant 
(e.g. a survey, a focus group, or other research methodology, either in-person or via some other means of 
communication, such as telephone, mail, or online, including email, text message or other electronic means). 

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

Business-to-consumer research (B2C) means the collection of data from or about individuals or 
households.

Cloud computing means deploying groups of remote servers and computer networks that allow centralised 
data storage and online access to computer services or resources. Cloud computing includes three general 
deployment models: public, private, or hybrid.

Commercial activity means any activity with a purpose that is not research including direct marketing and 
targeted advertising.

Consent means the freely given and informed agreement by a person to the collection and processing of 
his/her personal data.

Cookies are text files containing small amounts of information, which are downloaded to a user’s device when 
he or she visits a website. Cookies are read or sent back to the originating website on each subsequent visit, 
or to another website that recognises that cookie. 

Cookies are useful because they allow a website to recognise a user’s device, thereby personalising the user’s 
experience. This includes things like the ability to remember user preferences and generally making website 
navigation more efficient. Researchers may use cookies for several purposes including, without limitation, 
to provide a better survey experience, quality control, validation, to enable or facilitate survey participation, 
tracking of completed surveys or other completed actions, and for fraud detection and/or prevention. Cookies 
can be rejected or deleted through browser settings.
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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 from its clients or customers; 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.

Device ID (device identification) is a distinctive number associated with a smartphone or similar handheld 
device. Such a device typically will have multiple device IDs, each used for a different purpose. Some device 
IDs are used to enable services such as Wi-Fi or Bluetooth, or to uniquely identify specific devices operating 
on a mobile carrier network. Other device IDs, such as Apple’s UDID or Android’s Android ID, are used by apps, 
developers, and other companies to identify, track, and analyse devices and their users across various mobile 
services. 

Digital fingerprint (also known as device fingerprint, machine fingerprint or browser fingerprint) is information 
collected about a computing device (computer, tablet, smartphone, etc.) for the purpose of identification. Digital 
fingerprints can be used to fully or partially identify individual research participants or devices even when 
cookies are disabled. They typically use web browser configuration information along with other computing 
device parameters that can be obtained. This information is assimilated into a single string that comprises the 
digital fingerprint.Digital fingerprints are also used in non-research applications and have proven useful in the 
detection of online identity theft and credit card fraud prevention. 

In some jurisdictions, digital fingerprints may be considered personal data and must be treated as such, 
including the need for consent. 

It is important to note that as the components of a digital fingerprint can change over time, the digital fingerprint 
associated with a device can vary as well.

In market research the term device ID is sometimes used instead of digital fingerprint. However, device ID has 
a different meaning (see device ID).

Free prize draw or sweepstake means a contest or drawing where prizes are allocated by chance and 
participants are not required to pay or undertake any activity other than to enterto have the opportunity to win. 
Whilst these are sometimes called lotteries, in many jurisdictions a lottery is a very specific legal term and is 
often prohibited for private entities such as research agencies.

Geolocation means the identification of the real-world geographic location of an object, such as a computing 
device (computer, tablet, smartphone, etc.). Geolocation may refer to the practice of assessing the location, or 
to the actual assessed location.

Incentive means any benefit offered to a participant to encourage participation in research. 

Laws protecting privacy means national and local 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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Local shared objects (LSOs), commonly called Flash cookies (due to their similarities with HTTP cookies), 
are pieces of data that websites using Adobe Flash may store on a user’s device or computer.

Market research, which includes social and opinion research, means the systematic gathering and 
interpretation of information about individuals or organisations using the statistical and analytical methods and 
techniques of the applied social and behaviouralsciences to gain insight or support decision making. 

Online research means the use of computer networks, primarily the Internet, to assist in any phase of the 
market research process including development of the problem, research design, data collection, or analysis. 

Paradata means data about the process by which survey data were collected. Examples include the date and 
time the survey was completed; how long the survey took; and participant movement in the survey. 

Passive research means the collection of data by observing, measuring, or recording a participant’s actions 
or behaviour. 

Personal data (sometimes referred to as personally-identifiable information or PII) means any information 
relating to an identified or identifiable natural person. 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 data collected during the research.

PII means personally-identifiable information (or personally identifiable data). See personal data. 

Private cloud means a cloud computing arrangement in which dedicated equipment in a particular data 
centre is assigned to the researcher’s firm. 

Public cloud means a cloud computing arrangement in which a service provider makes resources, such as 
applications and storage, available to the general public over the Internet. 

Research participant means anyone whose personal data are collected for research purposes, whether by 
an active 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.

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 U.S., 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.

Social media research means research in which social media data are utilised either alone or in conjunction 
with data from other sources.

Spyware means software that asserts control over a computer or collects information about a person or 
organisation, without the user’s knowledge, and that may send such information to another entity without the 
user’s consent.
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Subcontracting means passing responsibility for executing a portion of the research project to a third party 
organisation or individual, including outsourcing and off-shoring.

Tracking pixels are objects that are embedded in a web page or email and are unobtrusive (usually invisible) 
to the user. Tracking pixels allow the operator of a web page or the sender of an email to determine whether 
a user has viewed the page or email. Common uses are email tracking and page tagging for web analytics. 
Alternative names include web beacon, tracking bug, tag, page tag or web bug. 

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. 

Transborder 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. This can include the use of 
cloud technologies for data collection and storage.

3. PaRTICIPaNTS: RELaTIoNSHIPS aNd RESPoNSIBILITIES

3.1 Distinguishing market, social and opinion research from other data collection activities

Researchers must ensure that research purposes are clearly distinguished from other non-research online 
activities. In addition, they must not allow any personal data they collect to be used for any other purpose than 
market research. To clearly communicate this distinction to research participants, the researcher must present 
the research services and the organisation or company carrying them out in such a way that they are clearly 
differentiated from any non-research activities. 

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

3.2 Notification, honesty, consent and the voluntary nature of research

Researchers must obtain informed consent from research participants before collecting and processing any 
form of personal data and be completely transparent about the information they plan to collect, the purpose 
for which it will be collected, how it will be protected, with whom it might be shared and in what form. The 
information should be clear, concise and prominent. This includes, but is not limited to, the use of best practices 
inprivacy policies, the prominent placement of links to privacy policies in questionnaires and panel sites, and 
communication throughout the data collection and data use processes. Participants must never be misled, 
lied to, tricked or coerced. Participation in research is always voluntary and participants must be allowed to 
withdraw and have their personal data deleted at any time.

This Guideline also recognises that in some situations obtaining consent may not be possible. See 3.2.1 for 
further discussion.

If at any time during the research there are material changes in the research plan (for example, additional 
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passive data collection such as location or identifiable data shared with research user clients), participants 
must be informed so that they can make an informed choice about whether to continue in the research. In the 
case of an access panel or research community or when research involves multiple waves of data collection or 
extends for several months or longer, researchers should periodically refresh consent by reminding participants 
of the data being collected, the reasons for collecting the data and the intended use.The times when consent 
should be refreshed include, but are not limited to, when there is a material change to data collection or 
data use practices; a change in the research organization or ownership; or a change in applicable laws and 
regulations.

Finally, researchers must comply with all relevant laws, regulations and local professional rules of conduct.

3.2.1 Passive data

New technologies now make it possible to collect a broad range of personal data without direct interaction with 
the individuals whose data are collected.

Examples include, but are not limited to, web browsing data, loyalty cards and store scanners, geo-location 
data from connected devices, and some types of social media data. As mobile technology continues to evolve, 
many of these data sources also can be accessed from and via mobile devices.

In situations where researchers collect cross-site browsing data from panel members or from mobile 
applications, a detailed description about the specific data being collected and the method(s) used to collect 
them must be provided to the participant and explicit consent must be obtained before such data are collected. 
This is particularly the case for those mobile apps that engage in geo-location, passive listening, and/or 
metering of the mobile devices operating system.

Where personal data are collected from public spaces such as websites or social media sites, consent must be 
obtained directly or explicitly provided for in the Terms of Use (ToU) policy of the platform. This does not apply to 
publication in social media that includes the author’s name, which implies a diminished expectation of privacy.

Some associations, including CASRO and ESOMAR, have guidelines specific to social media and they should be 
consulted for more detail. A combined ESOMAR/GRBN Guideline on Social Media is currently in development 
with the expectation of release in early 2016.

Where researchers use third parties for data collection services, the onus is on the researcher to ensure that 
the data have been sourced lawfully.

As there may be differences in how regulations are implemented in each country,1researchers must review 
and comply with the national and international dataprotection regulations and market research self-regulatory 
requirements of each country where they plan to collect or process data.

If researchers pass on comments to a third party without consent, they must ensure that they report only 
depersonalised data using techniques such as masking the comments.

In conducting all research projects, research companies must provide a clear and accessible privacy policy on 
their data collection and privacy practices including how to contact the research company.

1  Consent is required in many jurisdictions to collect, process and share personal data. Some jurisdictions may allow exceptions for research 
purposes where securing consent is demonstrably unfeasible and if the analysis provided to the client is in the form of de-identified data.
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Furthermore, the researcher is obliged to protect the privacy and security of any personal data regardless of 
how it was obtained. This includes the research organisation anonymising data before sharing it with third 
parties, and having a contract with the recipient of the data in which the latter agrees to make no attempt to 
re-identify individuals or to use such data for a non-research purpose.

3.2.2 Sensitive data

Although the online methodology is a less intrusive data collection mode than others, and allows researchers 
to broach sensitive topics more easily than with face-to-face or telephone interviews (with the presence of 
an interviewer), researchers nonetheless must be careful when approaching participants with topics having a 
sensitive nature either due to legal requirements or due to the risk of harm or distress the participant.

Researchers must ensure they explain the purpose of the survey sensitive questions, obtain participant’s 
explicit consent, mention that data processing is anonymous and confidential, each question has a “prefer 
not to answer” option, or other option that allows the participant to not answer any sensitive question they 
do not wish to answer, and ensure that the questions are necessary, relevant and clear. If these protections 
cannot be provided because of the research design, the participant must be made aware and provide his/her 
explicit consent.

In some countries, authorisation to collect sensitive personal data may be required from the relevant national 
authority.

3.3 Ensuring no harm

Researchers must take all reasonable precautions to ensure that online research participants are not harmed or 
adversely affected by participating in a research project. This includes any type of harm e.g. financial, physical, 
or emotional. To that end, they should consider carefully the specific requirements of the research, consult local 
legal requirements/restrictions and regulations, and consider practical implications that the survey may have 
on participants. Inall cases, researchers must apply fair treatment principles. These include:

•	  avoiding misleading statements that would be harmful or create a nuisance to the participant(e.g. 
inaccurate information about the research content, likely length of the interview or the possibility of being 
re-interviewed on a later occasion, via online or other interviewing techniques);

•  avoiding misleading or unsolicited data collection and processing (e.g. undisclosed automated systems that 
gather personal data from online environments/mobile devices) where users have an expectation of privacy 
and of being asked for their consent on specific actions); and

•  responding to any inquiries participants may address to the market research agency/researcher.

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 research 
participant.

3.4 Data protection and privacy

Researchers must adhere to universal data protection principles for personal data. These principles state that 
any personal information collected and held must be:
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•  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;

•  stored separately from the response data if possible; and

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

Researchers must also comply with all applicable national and local laws and regulations.

3.4.1 Privacy policies

Privacy laws and regulations all typically require that research companies post a privacy policy on their website. 
These privacy policies must inform research participants what personal information are collected, how they 
are used, how they will be managed (stored and accessed), shared, and the conditions under which they may 
be disclosed to a third party. Privacy policies also must describe how to obtain more information or lodge a 
complaint. They must also be made available (typically as a link) in all online research and on relevant websites 
and electronic communications.

Participants must also be informed of the law(s) under which the data are being collected. If collecting data 
in several countries, the researcher must comply with the laws of the countries in which research is taking 
place. Where it is possible to know the participants’ country of residence, researchers must follow the legal 
requirements of that country noting that there can be considerable variation across jurisdictions.

3.4.2 Data security

Researchers must ensure that security protocols are in place that protect against risks such as loss, 
unauthorised access, destruction, use, modification, and disclosure. Accordingly, researchers must deploy 
rigorous data security measures.

There are various standards and frameworks for researchers to use in developing the necessary data security 
standards and policies. For more information researchers can consult ISO 27001: Information technology 
- Security techniques - Information security management systems - Requirements or the 
ESOMAR Data Protection Checklist.

3.4.3 Breach notification

Researchers must comply with all relevant laws and regulations with respect to breach notificationand protocol 
requirements.In the absence of such applicable laws and regulation, researchers must report security or data 
breaches to all affected parties including clients, research participants and subcontractors without unreasonable 
delay. The notice should include a description of the types of data that were involved in the breach and any 
steps individuals should take to protectthemselves from potential harm resulting from the breach.

3.4.4 Transborder transfers

Before personal data are transferred from the country of collection to another country, the researcher must 
ensure that the data transfer is legal, and that all reasonable steps are taken to ensure the privacy and security 
of those data. This applies if a data collection server is located in a different country. Thisprinciple will also apply 
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if cloud technology is used and the cloud servers are located in a different country (see section 7.7).

3.5 Email and text solicitation

Local and national laws may vary in their treatment of email and text messages. In some countries using 
automated systems to send text messages is prohibited unless explicit consent is obtained. 2 Researchers must 
not use any subterfuge in obtaining email addresses or mobile phone numbers of potential participants. This 
includes the use of public domains, the use of technologies or techniques without individuals’ awareness, or 
collecting under the guise of some activity other than research.

Researchers must not use unsolicited emails or text messagesto recruit research participants or engage in 
surreptitious data collection. Here ¡§unsolicited¡¨ means that participants have not granted consent or donot 
have a reasonable expectation that they may receive such emails or text messages.

Individuals contacted for research by email or SMS text message must have a reasonable expectation that they 
may receive email or text message contact for research. Such agreement can be assumed when ALL of the 
following conditions exist AND there are no restrictions or prohibitions based on local laws and/or regulations:

•  A substantive pre-existing relationship exists between the individuals contacted and the researcher, the 
client supplying email addresses or mobile phone numbers, or the sample providers supplying the email 
addresses or mobile phone numbers (the latter being so identified or linked to by the email invitation or text 
message).

•  Where email or text message invitees have specifically opted-in for online or mobile research with the 
researcher or sample provider, or in the case of client-supplied lists of customers whohave not opted-out 
of email or text message communications and may be contacted for research.

•  Email or text message invitations to potential research participants clearly communicate or link to the name 
of the sample provider, researcher or client, and their relationship with the individual and clearly offer the 
choice to be removed from future email or text message contact.

•  The email sample or mobile phone number list excludes in an appropriate and timely manner all individuals 
who have previously requested removal from future email or text message contact.

•  Participants in the email or mobile phone sample were not recruited via unsolicited email or text message 
invitations.

Researchers must also note that:

•  When receiving email lists or mobile telephone lists from clients or sample providers, researchers must 
verify with the client or sample provider that individuals listed have a reasonable expectation that they will 
receive an email contact or text message.

•  Researchers must not use false or misleading return email addresses or any other false and misleading 
information when recruiting participants.

•  Researchers must offer participants the opportunity to opt-out of any research project. This also applies if 
a participant requests to be deleted from the sample source list for blind studies (i.e. where the sponsor of 
the study is not cited or linked to in the email solicitation or text message but disclosure is offered to the 
participant during or after the interview).

2  Again, laws and/orregulations regarding the use of automated systems for telephone dialing and text messaging of mobile phones vary 
by jurisdiction. In some jurisdictions there are exceptions for research purposes whereas in some, consent is required. One specific 
jurisdiction worth noting is the United States where the Telephone Consumer Protection Act (TCPA) requires consent to contact a 
mobile phone with automated systems for telephone dialing and text messaging.
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•  Researchers must comply with any applicable requirements of this section when using other messaging 
technologies such as mobile application (mobile app) for notifications that have characteristics and 
capabilities that are similar to text messages.

It is good practice for researchers to keep copies or records of emails and other documents received from 
research participants agreeing to or restricting the access and use of their personal information.3

3.6 Incentives

The rules for sweepstakes and free prize draws should be read in conjunction with the following rules for 
incentives.

Where incentives are offered to encourage participation in online research projects, researchers must ensure 
that participants are clearly informed about:

• who will administer the incentives;

• what the incentives will be;

• when participants will receive the incentives; and

•  whether conditions are attached e.g. completion of a specific task or passing of quality control checks (for 
example with online panel research).

Researchers also must ensure that incentives are proportionate and do not constitute, or are perceived to 
constitute, a bribe. Incentives must be appropriate for the audience and the nature of the research. For example, 
if online research is focused on driving habits it would be inappropriate to offer alcoholic drinks as an incentive.

Researchers must ensure that data collected in order to administer incentives is not used for any other purpose, 
e.g. database building. They must not pass identifiable participant details, collected as part of the incentive 
process, to clients (including internal clients if conducted within a client-side research department) and/or any 
other third party without the express permission of participants.

Researchers must be aware of local laws and rules regarding incentives, for example in some countries:

•  The use of client-supplied incentives and/or offers of discounts, whereby participants would be required 
to spend money in order to benefit from the incentive (for example price discounts on goods and services 
that would require participants to pay the balance in order to gain any benefit) are prohibited for online 
research projects as such activity falls within the scope of direct marketing (as the client supplied incentive 
and discounts are deemed to be a form of client promotion).

• Incentives must be of a specific nature (e.g. non-monetary).

When undertaking cross-border, multi-country online research projects, the process for offering incentives 
must adhere to all relevant laws of all the countries involved.

3  This is a legal requirement in some countries, including all EU (European Union) member states, Argentina, Australia, Canada, New 
Zealand, and U.S. (for researchers that participate in the U.S.-EU Safe Harbor program).
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3.6.1 Sweepstakes and free prize draws (also called lotteries)

Sweepstakes and free prize draws are an especially popular form of incentive in online research. When using 
them, researchers must be aware of the applicable local laws and rules, which vary between countries, and the 
significant risks of using this approach without the necessary detailed knowledge, for example in some countries:

•  Participants must not be required to do anything other than agree to participate in online research projects 
to be eligible for entry to a free prize draw or sweepstake. This includes not having to provide responses 
to research questions, complete surveys, etc. which may be part of a research project, especially where a 
disproportionate amount of data is supplied by the individual, as this may be considered as a participant 
“transferring moneys worth¡¨. In such cases it would be viewed in the same way as a requirement to pay to 
participate and would become a paid lottery subject to statutory controls.

•  Some form of skill may be required for entry to free prize draws/sweepstakes in order for them to be 
classified as such e.g. asking a question which requires some knowledge, albeit relatively easy (e.g. Who 
is President of the US?), before entry is accepted.

•  Failure to complete research activities or projects does not disqualify participants from entering a free prize 
draw or sweepstake.

Researchers must not withhold free prize draw/sweepstake prizes unless participants have clearly not met 
criteria set out in the rules underpinning a free prize draw/sweepstake (e.g. rules restricting family members of 
staff responsible for a free prize draw or sweepstake participating in a draw).

Researchers must ensure that all relevant information regarding free prize draws/sweepstakes is clearly 
communicated to participants at the time consent is asked. Specific requirements vary between countries, but 
include information such as:

• the closing date of entry;

• the nature of the prize;

• if a cash alternative can be substituted for any prize;

• how and when winners will be notified of results;

• how and when winners and results will be announced;

• qualification and disqualification criteria; and

• alternative means of entry.

All rules must be clear and unambiguous so that they are easily understood by participants and not misleading. 
This includes the chances of winning, the value of prizes offered, and so forth. In addition:

• Such rules must not be unreasonable and/or unduly restrictive.
•  Researchers must clearly distinguish between gifts offered to all or most free prize draw/sweepstake 

participants, and prizes offered to the winners.
•  Researchers must ensure that alternative free means of entry are available for all free prize draws/

sweepstakes and that the odds of winning are equal for all forms of entry.
•  Researchers must ensure that winners for free prize draws/sweepstakes are selected in a manner 

that ensures fair application of the laws of chance. The process by which winners are selected must 
be supported by a clear audit trail and any draw must be independent. In some countries independent 
observers may be required, to ensure all participants have an equal chance of winning, when a draw takes 
place.
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•  Finally, researchers must ensure that clients are made aware of their liabilities, and potential liabilities, for 
any free prize/draws/sweepstakes undertaken on their behalf. Researchers should discuss with clients’ 
approaches for mitigating such liabilities (e.g. the inclusion of third party and liability indemnification 
provision).

Researchers must always check national association guidelines before undertaking an exercise of this kind.

4. CLIENTS: RELaTIoNSHIPS aNd RESPoNSIBILITIES

4.1 Subcontracting

Researchers must inform clients, prior to work commencing, when any part of the work is to be subcontracted 
outside the researcher’s own organisation. On request, clients must be told the identity of any such 
subcontractor. In cases where the identity of a subcontractor used for sample sourcing can be legitimately 
considered proprietary information, the sample provider must provide:

• a description of the type of sample sources to be used; and

• an estimate of the percent of the sample expected from panel sources and non-panel sources.

Researchers are also required to ensure that any personal data shared with a subcontractor be limited to 
what is required to perform the subcontracting task(s); that the subcontractor has the necessary data security 
procedures in place to protect the data; and that the subcontractor’s responsibilities for data protection are 
clearly documented and agreed to.

4.2 Protecting personal data

Researchers must ensure that research participants’ personal identity is not disclosed to clients. Unless 
applicable privacy laws and/or regulations stipulate a higher requirement, the researcher may communicate 
the research participant’s identifiable personal information to the client only under the following conditions:

• the research participant has given explicit consent;

• the purpose is for research only; and

•  no marketing or sales activity will be directed at the participant as a direct result of their having provided 
this information.

Further, it is essential that researchers obtain from clients a written guarantee that the client will not attempt to 
identify participants unless the above conditions are met.

4.3 Transparency, misrepresentation and correction of errors

All research projects must be reported on and documented accurately, transparently and objectively. In the 
event that errors are discovered after delivery, the client must be notified immediately and corrections made 
promptly. For further details on reporting requirements refer to Section 6 - Methodological Quality later in this 
document.
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5. the general public: relatiOnships anD respOnsibilities

5.1Maintaining public confidence

Researchers are required to verify thatsamples provided by sample suppliers or clients contain only individuals 
who have a reasonable expectation that they will receive email or text messagessoliciting their participation 
in research. Other messaging technologies such as mobile application (mobile app) notifications can have 
characteristics and capabilities that are similar to text messages. See Section 3.5 for further discussion.

5.2 Publishing results

When a client plans to publish the results of a research project, both the client and the researcher have 
a responsibility to ensure that the published results are not misleading. To that end, clients are strongly 
encouraged to consult with the researcher on the form and content of publication of the findings. Researchers 
also must be prepared to make available on request technical information sufficient to assess the validity of 
published findings. This includes relevant information on the background of the study, the sample source, 
the method of data collection, the wording of any questions used,any weighting that was employed, and any 
tables or other analytic outputs reported on in the publication. Researchers must not allow their name to be 
associated with the dissemination of conclusions from a market research project unless those conclusions are 
adequately supported by the data.

6. methODOlOgical quality

If users of online research are to have confidence that the resulting data are fit for purpose, then researchers 
must make available appropriate information to those users about how the research was conducted, including 
any limitations of the methodology that might lead to conclusions not supported by the data. This information 
should include:

• sample size, source, and management;

• sample design and selection;

• the method of data collection;

• any data cleaning, weighting or post-field adjustments that may have been applied; and

•  when doing online research in countries with low Internet penetration, steps taken to ensure that the 
research results represent the target population of the study.

What follows is a minimum set of requirements. For further information consult the ESOMAR/GRBN 
Guideline on Online Sample Quality.

6.1 Sample source and management

The primary categories of online sample sourcing are:

• online panels: a sample provider has developed a panel or panels from which a sample is generated;

• river or dynamically generated sample: from a traffic source on the internet;

•  lists samples: such as customer lists, members of a professional association, students of a particular 
school, etc.
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In each case, the sample provider must be prepared to make available to the researcher details of how 
the sample was recruited and a description of the sampling frame and how well the sample covers the 
target population it is meant to represent. (For example, if the sample is “NatRep” the precise definition of 
“NatRep” used for the sample, and which demographic, geographic or other groups are likely to be under-
represented in the sample must be provided.) In addition, researchers should report completion and breakoff 
rates, as well as response rates where appropriate (e.g. in case of list samples) to make it possible to assess 
potential nonresponse bias.

The sample provider also must be prepared to make available information about procedures used to ensure the 
quality of the answers given and the data collected. This includes:

• steps taken to validate sample sources;

• the procedures used to ¡§on-board¡¨ prospective participants to panels, communities or lists;

• cleaning and updating procedures;

•  any monitoring of individual survey-taking performance or quality controls to minimise satisficing or fraud 
and the steps taken if such behaviour is identified;

• participant support procedures;

• how rewards were administered;

• whether and how new sources were integrated into the sampling frame;

• and any procedures in place to maximise sample consistency for tracking projects.

6.2 Sample selection and design

To ensure that completed interviews represent the target population and the objectives of the research design, 
the researcher must document any quotas or targeting selects used in sample selection, including sample 
source blending,the use of sample routing technology, and the incentives offered to participants.

6.3 Data collection

Researchers also must share appropriate information with the research user about how the data were collected. 
If a questionnaire was used this information should include:

• the median or average questionnaire length;

• the wording of all questions and any filters or respondent instructions;

• the start and stop dates of data collection;

•  whether the questionnaire was designed to accommodate participants using smartphones or tablets, and 
if not, whether these individuals were excluded from the sample, or participated in a survey not optimised 
for their device; and

•  any need to perform special tasks such as downloading software or sharing sensitive information or 
personal data.

6.4 Data cleaning and weighting

The researcher must document how the data were cleaned; whether completed interviews were removed from 
the data and why, and information about weighting or other adjustments. If imputation is used, it needs to be 
clear which variables have been imputed, to what extent, and the imputation methods used.
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7. addITIoNaL GUIdaNCE

7.1 Collecting data from children

Collecting data from children requires permission from the child’s parent or legal guardian. National rules 
setting the age at which obtaining such permission is not 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.

When first contacting a potential participant whom one might reasonably expect to be a child, researchers 
must ask for the person’s age before any other personal data. If the age given is below the nationally agreed 
upon definition of a child, the child must not be invited to provide further personal data until the appropriate 
permission has been obtained. The researcher may ask the child to provide their parent’s or legal guardian’s 
contact details so that permission can be sought.

When seeking permission, the researcher must provide sufficient information about the nature of the research 
project to enable the parent or legal guardian to make an informed decision about the child’s participation. 
This includes:

• the name and contact details of the researcher/organisation conducting the research;

• the nature of the data to be collected from the child;

• an explanation of how the data will be used;

•  an explanation of the reasons the child has been asked to participate and the likely benefits or potential 
impacts;

• a description of the procedure for giving and verifying consent; and

•  a request for a parent’s or responsible adult’s contact address or phone number for verification of consent.

The researcher also should record the identity of the responsible adult and his or her relationship to the child. 

Parents should be advised to maintain the confidentiality of their child’s identity during his/her participation to 
the survey after he/she consents to participate to the survey, and if needed, to be ready to assist and help him/
her in completing the survey as required.

Special care must be taken regarding the research topic (including important elements such as sensitive 
topics that might trouble the young participant or the parents) and research questionnaire design (adapted 
to the child’s specific characteristics - age, level of understanding; informing/mentioning for both the parent/
responsible adult and the child that it is not mandatory to answer to certain questions etc.). 

Prior permission from the parent or responsible adultis not required to:

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

•  collect a child’s age for screening and exclusion purposes. If this screening leads to the decision that a 
child does qualify for interview, permission must then be obtained from the parent or responsible adultto 
continue with the interview.
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7.2 Online identification and tracking technologies

A number of technologies used for online marketing activities such as online tracking have valid application in 
research. The use of these technologies for research is a form of passive data collection that typically includes:

• improving the integrity of online samples;

• fraud prevention; or

•  research applications, including, but not limited to, online audience measurement, content measurement 
and advertising testing.In these and similar cases, participant consent is required.

7.2.1 Specific technologies and requirements for use in research

These include:

• cookies;

• local shared objects (also referred to as Flash cookies);

• tracking pixels; and

• digital fingerprinting and device ID.

As some of these technologies are also used for marketing activities such as online behavioural targeting, their 
use has led to scrutiny from legislators, regulators and privacy groups who are concerned about the potential 
for the monitoring of individuals’ online activity without their knowledge.

Whenever possible, consent that addresses how personal data will be collected, used, and reported must 
be obtained. This is of particular importance when the researcher asks a research participant to download 
software to his or her device.Active agents can only be used with the explicit consent of the participant.

Unless direct consent or other existing agreement (such as a Terms of Use) permits otherwise:
•  data must only be reported or shared in aggregate form and there must be a contract with the recipient of 

the data in which the latter agrees to make no attempt to re-identify individuals (see 4.2);
• personal data must never be shared with any third party (including clients); and
•  data must be anonymised when it is no longer needed, if anonymisation is not possible, data must be 

secured using accepted best practices.

When online tracking and identification technologies are used for research they must only be used for research 
purposes and the overriding principles of market research must apply (see Section 3.1 for further discussion). 
Furthermore, researchers must comply with all relevant laws, regulations and local professional rules of 
conduct.

7.3 Mobile research

In general, mobile market research is considered a method that is distinct from online as covered in this 
guideline. Both ESOMAR and GRBN have released guidelines specific to mobile.

However, a substantial proportion of participants contacted for online research are choosing to respond using a 
mobile device such as a smartphone or tablet. As a consequence, researchers should consider the limitations 
of smartphones (e.g. screen size and download speeds) when designing online surveys.
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7.4 Social media research

The evolution of social media in recent years has changed the way that hundreds of millions of people share 
information about themselves around the world. The concept of consumers generating their own content on the 
Internet has become ubiquitous. This has created new opportunities for researchers to observe, interact and 
gather information. Already many techniques have been developed to leverage social media such as community 
panels, market research online communities, crowd-sourcing, co-creation, netnography, blog mining and web 
scraping. Moreover, it is likely that many more will evolve in the future as the Internet continues to evolve.

Researchers must observe the same fundamental ethical and professional principles that govern face-to-face, 
mail and telephone research.

Social media data often include personally identifiable information. Many regulations in this area were 
developed before it was possible for one person to communicate with many on publicly accessible online 
platforms. Updates in privacy and data protection laws are still being developed and often lag changes in 
practices that have become generally accepted.

Nonetheless, researchers must consult whatever local regulations or industry codes that might exist in 
jurisdictions where research is planned.For additional information consult section 3.2.1.

7.5 New forms of personal data

Researchers must recognise that photographs, audio, and video recordings are personal data and must be 
handled as such. In cases where a digital image contains an individual’s face that is clearly visible so as to 
permit the individual to be identified, that image is considered personal data. Accordingly, all photographs, 
video and audio recordings gathered, processed and stored as part of a research project must be handled 
as personal data and protected accordingly. They can only be shared with a client or research user if the 
participant gives his or her consent, and then only to achieve a research purpose. Information that has been 
suitably anonymised (such as through pixelisation or voice modification technology) so that it is no longer 
personally identifiable can be shared with a client or research user client.

Consult the ESOMAR Data Protection Checklist for additional information.

7.6 Business-to-business research

A substantial number of research projects involve collection of data from legal entities such as businesses, 
schools, non-profits. 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). However legal entities have no legal access right 
to their data, such as research participants.
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7.7 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, and be prepared to 
implement compensating controls when the provider’s controls are not sufficient. For example, researchers 
should encrypt personal data while in motion (transferred to/from the cloud) and at rest (stored on the cloud 
provider’s servers).

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. If personal data are to be transferred from one jurisdiction to 
another, it must be done in such a way that it meets the data protection requirements in both the origin and 
destination jurisdictions. The researcher must therefore review and understand all the applicable national and 
local laws and regulations to decide on the appropriate arrangements.

Researchers should seriously consider whether to locate personal data in a private cloud, rather than a public 
cloud. With a private cloud, dedicated equipment is assigned to the researcher’s firm and 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 or two or more 
countries or continents, 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 (see ESOMAR Data Protection Checklist for more details).

Finally, researchers may also want to consider purchasing a cyber-liability insurance policy. 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.

7.8 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 ormodification 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 so it is no longer 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, for instance by using a unique identifier such as an ID number, or hashing algorithms 
whilst holding their personal data separately for checking purposes.

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.

7.9 Use of static and dynamic IDs

Historically the use of static research participant identifiers (static IDs) has been employed among research 
clients and sample providers to aid in the control and allocation of research participants within specific studies 
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both longitudinal and ad hoc. This technique has helped to consolidate information about each participant and 
become a useful approach to ensuring unique participants within a single longitudinal study and adherence to 
research study exclusion periods. In addition to improving quality control-oversee exclusion periods and sample 
selection, and being able to accurately identify individual research participants for studies, some researchers 
also require the use of static IDs to facilitate their data analysis.

Use of dynamic IDs (variable IDs for every use) have been promoted by some sample suppliers as a means to 
help safeguard the identity of their individual members, preventing or reducing the possibility of unscrupulous 
clients from utilising research participant data with other data collected (paradata) during the participants’ 
interview session for additional insight or trying to reveal the participant’s actual identity.

Researchers should carefully consider the use of each type of ID and the balancing of privacy and research 
quality concerns for their specific study. Legal and contractual provisions should be applied to control the 
collection and use of the information generated by the study within the contractual limits set up by the 
agreements between all parties (research participant, sample supplier, researcher, end-client).

7.10 Use and controls on paradata

It is recommended that the use of paradata is subject to mutual legal agreement between sample supplier 
and client to guide, limit, and protect the collection, use, and onward transfer of these data in the subsequent 
research process.

7.11 Unacceptable practices

Following is a list of unacceptable practices that researchers must strictly forbid or prevent. Researchers are 
considered to be using spyware if they use any of the following practices:

• downloading software without obtaining the participant’s consent;

•  downloading software without providing full, clear, concise and conspicuous notice and disclosure about the 
types of information that will be collected, and how this information may be used.

• using keystroke loggers without obtaining the participant’s opt-in consent;

•  installing software that modifies the participant’s computer settings beyond that which is necessary to 
conduct research;

•  installing software that turns off anti-spyware, anti-virus, or anti-spam software or seizes control or hijacks the 
participants computer or device;

•  failing to make all reasonable efforts to ensure that the software does not cause any conflicts with major 
operating systems and does not cause other installed software to behave erratically or in unexpected ways;

•  installing software that is hidden within other software that may be downloaded or that is difficult to uninstall; 
or that delivers advertising content, with the exception of software for the purpose of advertising testing;

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

• changing the nature of the identification and tracking technologies without notifying the user;

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

• tracking the content of the participant’s email;

• if the participant’s browser is set to private mode, tracking behaviour without opt-in consent; and

•  when the participant is on a site, which is set to secure linkage (i.e. SSL site), collecting personal data without 
opt-in consent.
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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
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best Overall paper 2015
the new pOlitical battlegrOunD:
the 2014 sOuth african natiOnal electiOns On twitter 

By Kyle Findlay and Ockert Janse van Rensburg 

Abstract This paper analyses roughly one million tweets relating to the 2014 South African election. Using a 
mixture of text mining and network theory-based approaches, we unpack the overall election conversation in 
terms of the main constituencies involved and their various agendas. The paper also touches on topics such 
as the link between political parties’ Twitter mentions and actual elections results, as well as the topic of media 
independence, amongst other things. Overall, the paper provides the reader with a bird’s eye view of the 2014 
elections and should be of relevance to anyone with an interest in South African politics or political research in 
general. 

CAVEATS

Caveat 1: This paper uses network theory-based approaches to identify communities of Twitter users within 
the data. It is important that readers understand that community membership does not 100% identify nor 
guarantee a user’s political views nor alignment. There are two main reasons for this:

 1.  Community membership is based on a non-deterministic algorithm that uses a random seed to 
start the community detection process. This means that community membership can be unstable 
and so reported memberships should be taken with a pinch of salt.

 2.  In simplistic terms, users are grouped into communities based on who they interact with most. 
Generally speaking, people tend to interact with other like-minded people; however, antagonistic 
interactions can also bind communities i.e. people may form part of the same community due to 
debates wherein users engage each other because they have differing viewpoints.

Caveat 2: In the interest of privacy, we do not report on all influencers in this paper. We stick to only reporting 
those that already have a significant public presence, either in the South African media (e.g. politicians) or on 
Twitter itself (i.e. more than 10,000 followers). 

Introduction

The world has changed. The battle for hearts and minds is no longer just fought on the street by politicians 
canvassing door to door or at rallies. These days, social media play an important role in convincing potential 
voters who to vote for. More than ever before, the 2014 South African national elections were fought on social 
media platforms like Twitter, where upstart parties such as the Economic Freedom Fighters (EFF) were able to 
leverage instantaneous communication to make significant inroads in the battle for the minds of South African 
voters.
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As market researchers, we are still playing catch-up when it comes to measuring these conversations but, as 
they are becoming an increasingly important part of any holistic campaign strategy, we would be remiss if we 
did not attempt to measure them properly.

In this paper, we will demonstrate the value gained from our analysis of roughly 1,000,000 tweets relating to 
the elections, covering a period of roughly 2.5 months in the run-up to the elections (and roughly a week after). 
In order to flesh out the agenda within each community, we will share insights such as descriptions of the main 
communities of interest that discussed the elections or specific parties, the content of their discussions, and 
we will highlight some of the influencers driving the discussions. The results will provide a better understanding 
of the constituencies involved in the South African digital political landscape and their concerns. We will also 
size the volume of their conversations and contrast this against the actual election results in order to draw 
some tentative conclusions about the effect that social media might have had on the elections. This paper 
should prove interesting to any engaged South African citizen and, even more so, to social and political market 
researchers.

Figure 1: South Africa’s parliament has 400 seats. This distribution shows how many each party 
won in the 2014 elections. The distribution appears to follow a power law (R2=0.97)

Many researchers and clients alike view social media as akin to the Wild West. We can become overwhelmed 
by the volume and messiness of the data which prevents us for seeing the wood for the trees. By mapping a 
topic such as the South African elections using our methodology, we will demonstrate that such conversations 
really are tractable. More than that, we will show how our methods can be used to identify the specific 
constituencies and their concerns so that parties (or brands) can more effectively surface hot-button issues 
and address them (or simply take cognisance of them). In addition, we will show how these methodologies 
can be used to gain a better understanding of constituencies in terms of their topics of conversation, their 
language use, their influencers, the type of media that resonates best with them, etc. in order to better tailor 
communications towards them.

The South African Twittersphere

According to Fuseware’s SA Social Media Landscape 2015 report (Goldstuck & Wronksi, 2014), South Africa 
has 11.8 million Facebook users, 6.6 million Twitter users, 4.9 million Mxit users and 1.1 million Instagram 
users; while WhatsApp is the most popular app in the Android, Apple and Windows app stores. The TNS Sunday 
Times Top Brands Survey 2014 (TNS, 2014) reports similar proportions as summarised in Figure 2. 
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For this paper, we have focused on Twitter data for two reasons:

 1.  It is the platform that is the most open with its data which allows us to perform the most complex 
analyses on it

 2.  It is the most popular mouth-piece amongst influential users including politicians, pundits and 
news agencies

Figure 2: Almost half of South Africans (46%) use some form of social media with 
Facebook being the most popular (42%), followed by Twitter (13%) (TNS Sunday Times, 2014)

While Twitter does not necessarily represent the largest active user base of all social platforms in South Africa, 
it has seen massive growth in recent years. In 2013 it grew by 129% to 5.5 million users, while in 2014 it grew 
a further 20% to 6.6 million users (Goldstuck & Wronksi, 2014). This obviously represents a slower, but still 
robust, growth rate, pointing to its continually growing relevance in a South African context. This corroborates 
the authors’ own experience: having mapped the South African Twittersphere since 2011 (Findlay & Oosterveld, 
2012), there has been a marked increase in activity and volumes. In addition, the Fuseware report (2014) found 
that Twitter, despite having fewer users, sees greater engagement per user (Facebook average per post: 19 
likes & 1.5 shares; Twitter average per post: 0.4 favourites & 23 retweets).

Finally, TNS has found that the nature of Twitter users differs from other platforms (see Figure 3). According 
to their Connected Life 2014 report (TNS, 2014), Twitter has a higher proportion of “Leaders” (highly engaged 
users that are more digitally influenced) than Facebook (42% vs. 37%). Conversely, Facebook has more 
“Functionals” (users that are less engaged with social media and influenced by it) than Twitter (33% vs. 27%). 
This points to the differing nature of Facebook and Twitter users and corroborates the view of Twitter as the 
natural home of opinion leaders and generally opinionated people.

The question remains though as to whether it represents a leading indicator. It’s difficult to evaluate this 
objectively, primarily because of the large volume generated by the EFF without any prior historical data to 
compare to (they had only been in existence for a few months prior to the election). If we consider that the EFF 
managed to gain over one million votes in this short time though and we look at the volume of chatter around 
them on Twitter, it would seem to be that their momentum clearly benefitted from online conversations.
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Figure 3: Summary of TNS’s Connected Life segmentation for Facebook and Twitter in South Africa (TNS, 2014)

Previous research by Findlay & Oosterveld (2012), found that the top influencers in the South African Twittersphere 
were accounts such as @helenzille (Democratic Alliance, or ‘DA’, leader Helen Zille), @julius_s_malema 
(EFF leader Julius Malema), @sapresident (President Jacob Zuma, leader of the African National Congress 
or ‘ANC’). Celebrities and sportspeople such as @bonang_M (radio and television personality, Bonang 
Matheba), @dineoranaka (radio and television personality, Dineo Ranaka), @bryanhabana (rugby player, 
Bryan Habana) and @johsmit123 (rugby player, John Smit) rounded out the list (see Figure 4).

Figure 4: South African follower network from Findlay & Oosterveld (2012). Node size is based on number of followers. Blue = 
sportsmen & celebrities; purple = news media & political commentators; preen = ANC, related commentators & celebrities; 

yellow = tech pundits & entrepreneurs; red = Proudly South Africa and DA supporters

This study was based on a general look at the South African Twittersphere rather than specifically within the 
context of a national election. However, what is clear when one contrasts these two studies is that in the 
intervening years between them, large, robust and distinct communities have coalesced around key political 
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figures and parties as South Africans’ Twitter usage has matured. Much of this would appear to be due to both 
the ANC and EFF recognising the importance of the platform which has allowed them to catch-up with the DA 
who were an early adopter of the platform and who dominated it in the early days. From the data presented 
in this paper though, South Africa’s political conversation is now clearly a three horse race between the DA, 
EFF and ANC.

The dataset

The data for this paper was collected via Twitter’s public API which is subject to rate limits (i.e. you are limited 
to x number of tweets per hour) so there is no guarantee that we collected every relevant tweet; however, we 
did end up with a substantial dataset of 1,461,909 tweets. These tweets were garnered using the following 
search query that was designed to capture the major political parties and their figureheads:

IEC, independent electoral commission, sa election, south african election, @elections_sa, , #anc, #VoteANC, 
@MyANC_, @ANC_YOUTH, @SAPresident, @PresidencyZA, @Mgigaba, african national congress, anc, 
zuma, #DA, @DA_News, @helenzille, @LindiMazibuko, @DA_Youth, @MaimaneAM, @mbalimcdust, 
democratic alliance, zille, maimane, lindiwe mazibuko, mbali ntuli, #VoteEFF, #VoteDA, @EconomicFreedom, 
@Julius_S_Malema, @EconFreedomZA, malema, IFP, Inkhatha, Mangosuthu Buthelezi, @TeamCOPESA, @
YourCOPE, @TerrorLekota, #COPE, Lekota, @AgangSA, @MamphelaR, Ramphele, Mamphela, Agang, UDM, 
Bantu Holomisa, United Democratic Movement, @Pieter_Mulder, @VFPlus, Freedom Front Plus, Pieter Mulder, 
Vryheidsfront, @A_C_D_P, ACDP, African Christian Democratic Party, dali mpofu, #BelieveGP

We started collecting data just over two months before the elections (beginning of March 2014) and continued 
until a week after the elections (7 May 2014) (see Figure 5 for daily volumes). Unfortunately, there were certain 
days during this time where our system crashed and so we missed tweets for some days.

Figure 5: Volume of tweets collected in the run up to the elections which occurred 
on the 7th May 2014. Note that we did not collect tweets for every day in this period, however, our 

dataset still consists of almost one million tweets.

Our final dataset consisted of 981,878 tweets specific to the South African elections. Reaching this final data 
however required a large amount of data cleaning. Due to the ambiguous nature of social media text data, we 
captured many irrelevant tweets with the above search query, including tweets relating to Indian, Turkish and 
American politics. 
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Bearing in mind that social data is inherently messy, and that one needs to accept a certain level of ambiguity 
that is inherent in the data, we used the following methods to isolate as much South Africa-only content as 
possible:

We started off by focusing on the meta-data that is included with every tweet. We used the user.location 
field in each original tweet object to identify locations that fall outside of South Africa and removed all tweets 
containing these. Similarly, we isolated the South African time zones in the user.time_zone field and removed 
all the rest. These heuristics got us far but only about half of all tweets include data in these fields; the rest 
were blank.

Our next step was to remove irrelevant languages using the user.lang and tweet.lang fields. Twitter uses its 
own machine learning algorithms to predict the language of a user and of a specific tweet. Its predictions are 
not perfect though, as is the case with all kinds of machine learning classification tasks. In a South African 
context, this meant that many indigenous languages such as isiXhosa and isiZulu were misclassified as other 
languages which prevented us from simply removing every non-English tweet. Instead we focused on certain 
languages that were clearly not likely to be misinterpreted such as Japanese and Russian.

After this, we began building up an extensive list of exclusion keywords. If a tweet contained one of these 
words, we could be sure that it was not relevant to us. To do this, we looked at the most popular hashtags and 
removed tweets that included clearly irrelevant hashtags. Similarly, we looked at the most popular influencers 
and retweeted tweets. We extracted unambiguous exclusion terms from these usernames and tweet content 
which we used to further reduce the data.

Our pen-ultimate step was to cluster all the data using K-means clustering to group tweets together on the 
basis of the words they contained. A human analyst then evaluated the largest of these clusters to identify 
irrelevant ones for removal.

Finally, we created a conversation network out of the reduced dataset where users that interact with each 
other are linked together in a network. We then ran a community detection algorithm on this network to identify 
distinct communities of users. Using a mixture of automated and manual evaluation, we identified the main 
groups of people talking in a non-South African context and removed these communities from our data.

This is how we arrived at our final dataset of just under a million tweets. Despite this extensive cleaning 
process, we do accept that there are still some irrelevant, non-South African tweets in our data; however, we 
also believe that the dataset is about as clean as it is likely to get without significant additional investment in 
terms of time and resources which falls outside the scope of this paper. Be that as it may, the reader would do 
well to keep this in mind as they read the paper.

METHODOLOGY

Conversation network

Once we had our final, cleaned dataset, we created a “conversation network” out of it by extracting usernames 
and connecting users together that interacted with each other via retweets or mentions. In other words, we 
created an overall network of all the users that were speaking to each other within the context of the elections.
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Community detection

We used the Louvain Modularity algorithm to identify distinct communities 
within the conversation network. The basic idea behind most community 
detection algorithms is that they look for regions of the graph where 
inter-connections between nodes are relative dense compared to other 
regions of the network (see Figure 6). In the context of our data, areas 
of relative density occur when groups of people interact with each other 
more than with other groups. We essentially identify people that are 
talking together inside a “virtual room”, bonded by their common interest 
or agenda. For example, you are more likely to speak to friends that you 
share a political ideology with and all those friends are more likely to 
speak to each other as well, creating an area of the graph with relatively 
dense inter-connections. Community detection algorithms identify these 
regions of the graph. One could think of such an approach as an organic, 
bottom-up, data-lead approach to segmenting a dataset based on how 
people sort themselves. The Louvain Modularity algorithm in particular 
only allows a user to be placed into a single community. It does not detect 
over-lapping community memberships.

Using the community detection algorithm, we were able to identify distinct constituencies within the elections 
conversations, most of which centred on specific political parties, although some parties had more than one 
distinct community talking about it.

TOPIC MODELS

Comprehensively analysing the content of one million tweets is a challenging task that would require a large 
amount of resources to accomplish; resources that were beyond the scope of this paper.

As a pragmatic compromise in terms of content analysis, we created simple topic models for the top four 
communities in our network conversation map. In order to create these models, we isolated each community’s 
tweets and removed retweets to allow general conversations that might not have been widely re-shared to 
have equal weight in the data.

We focused on English tweets only, removed entities such as URLs, @mentions, punctuation and decimals. 
We then removed common stop words (i.e. words such as “and”, “the”, “but”, etc.) and tokenized the data into 
unigrams and bigrams. We excluded tokens that occurred less than five times in the data. 

Our final step was to use the Latent Dirichlet Allocation (LDA) approach to group tweets into topics (we forced 
100 topics). This stage required a fair amount of analyst input as we tweaked the various LDA parameters in 
order to create distinctive topics with clear meanings. Describing the final topics was a manual process. To 
describe each topic, we isolated and scanned through the tweet documents most representative of a specific 
topic (based on a probability cut-off of 0.5+). Given our limited resources, we only focused on evaluating the 
largest topic clusters which collectively represented about 25% of all tweets for that community. We consider 
this approach a pragmatic compromise in terms of time and resources for the writing of this conference paper.

Figure 6: “A sketch of a small network 
displaying community structure, with 
three groups of nodes with dense 
internal connections and sparser 
connections between groups” 
(Wikipedia, 2015)
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OVERALL INSIGHTS

Before we start unpacking individual communities within the 2014 elections conversation, let us have a look at 
the insights gleaned from the overall dataset.

PARTY MOMENTUM

Let’s start with how often each party was mentioned, bearing in mind that these numbers are likely to be have 
a fairly wide confidence interval given the messy nature of text matching in tweets. We have attempted as far 
as possible to clean out the data as described in the “The dataset” section of the paper but there is still the 
possibility that false matches will exist. For example, matches on the Electronic Freedom Foundation (“EFF”) or 
Indian Democratic Alliance (“DA”) might skew the counts somewhat. Be that as it may, Figure 7 shows a very 
strong relationship (R=0.99) between a party’s share of mentions on Twitter and the number of seats won in 
parliament. The relationship is even clearer than between general media coverage and seats won (R=0.95) 
(Media Monitoring Africa, 2014).

Unsurprisingly, the incumbent party, the ANC, received the lion’s share of Twitter mentions from both supporters 
and detractors. Two anomalies are noteworthy however: the ANC received a substantially lower share of 
mentions than seats in parliament while the EFF received a substantially higher share of mentions than seats 
in parliament. 

Figure 7: We see strong correlations between the proportion of parliamentary seats that a party gained in the 
elections and the party’s 1) share of Twitter mentions (R=0.99) and 2) share of media coverage (R=0.95). 

Media coverage figures come from Media Monitoring Africa’s (2014) Elections Coverage 2014

It is important to point out that using Twitter to predict election results is an active area of investigation with very mixed 
results. For example, Gayo-Avello (2012) and Mitchell & Hitlin (2013) did not find that one could use Twitter to predict 
results. The neat alignment of our results though does open the door to some interesting speculation though: do the results 
potentially point towards a slowing of momentum for the ANC and a certain amount of unrealised potential for the EFF? 
We know that the distribution of parliamentary seats that each party won follows a power law (see Figure 1). We also know 
from complex systems theory that scale-free, frictionless systems (e.g. branded markets, social systems, etc.) tend towards 
a stable state that exhibits a power law distribution (e.g. West, 1997; Clauset, Shalizi & Newman, 2009; Findlay, Hofmeyr 
& Louw, 2014). 
This seems to have been the case within the 2014 South African elections where the social-political system has fallen out 
with a clear power law pattern. We also know that when such systems do experience shifts, they tend to represent significant 
tipping points, regime changes or phase transitions (e.g. Sornette, 2009; Drake & Griffen, 2010; Scheffer et al, 2012). If 
this is the case within South African politics, we would expect party allegiances to remain fairly stable until a tipping point 
is reached. What the comparison of the distributions in Figure 7 might be telling us is that there is downward pressure of 
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ANC political representation and upward momentum on the EFF’s, while the DA appears to be receiving exactly its fair share 
of parliamentary seats. Taking this line of argument to its conclusion, the ANC looks set to lose at the expense of the EFF.

TOP INFLUENCERS

Who were the conversation leaders around the elections? To quantify the most influential individuals, we look at the accounts 
that created the most measurable ‘action’ in others in the form of retweets and mentions. We also look at the nature of 
their influence. Was it via one-directional broadcasting in the form of retweets or more organic conversations via people 
mentioning the account?

From Table 1 we can see that the most mentioned and retweeted accounts related to the three largest parties, namely the 
DA (@helenzille, @da_news, @maimaneam, etc.), the ANC (@myanc_, @anc_youth, 
@mbalulafikile, etc.) and the EFF (@econfreedomza, @julius_s_malema, @sentletse, etc.). In almost all cases, the top 
influencers were mentioned more than retweeted, implying that many people directed and replied to conversations with 
these accounts. The exception to this was @econfreedomza which received more one-directional retweets than mentions, 
implying that the majority of its influence came from one-way broadcasting as users passed on the account’s messaging 
verbatim, perhaps pointing towards a more passive, information-consuming audience for this account.

Username Description Total interactions Retweeted Mentioned

@helenzille DA 39,008 4,082 34,926

@myanc_ ANC 34,592 10,002 24,590

@da_news DA 31,481 12,160 19,321

@econfreedomza EFF 27,746 16,501 11,245

@anc_youth ANC 12,855 4,843 8,012

@julius_s_malema EFF 12,764 801 11,963

@maimaneam DA 10,478 1,562 8,916

@mbalulafikile ANC 10,051 5,699 4,352

@agangsa Agang 9,602 2,485 7,117

@encanews News media 8,085 3,883 4,202

@news24 News media 7,671 3,408 4,263

@lindimazibuko DA 7,629 399 7,230

@city_press News media 6,649 4,128 2,521

@sabreakingnews News media 6,379 4,714 1,665

@power987news News media 6,364 5,162 1,202

@sentletse EFF 6,050 3,468 2,582

@ewnreporter News media 5,092 3,913 1,179

@chestermissing Comedian 5,031 3,934 1,097

@sapresident ANC 4,735 5 4,730

@timeslive News media 4,639 2,605 2,034

@sabcnewsonline News media 4,591 2,289 2,302

@iecsouthafrica Electoral authority 4,010 2,030 1,980

@reditlhabi News media 3,909 411 3,498

@rsapolitics News media 3,839 2,490 1,349

@mgigaba ANC 3,836 740 3,096

Table 1: Summary of the top 25 most influential accounts in terms of interactions (mentions and retweets)



110 • SAMRA 2015

TOP CONTENT

What elections-related content resonated the most with Twitter users in general? To assess this aspect of the data, we 
identified the top most used hashtags, the top most retweeted tweets and the top most shared URLs and media. 

Table 2 summarises the top 20 most popular hashtags. Most hashtags related to specific parties. However, there are some 
exceptions: #ayisafani refers to a DA advert where the party’s Musi Maimane listed the ANC’s many shortcomings. The ad 
was pulled by the SABC, the national broadcaster, causing a storm of controversy that the DA seems to have benefitted from 
as the ad received several hundred thousand YouTube views and, from the data, we can see that the hashtag was widely 
used (4,214 uses). Other interesting hashtags to note are the three relating to President Jacob Zuma’s Nkandla corruption 
scandal (#nkandla, #nkandlareport and #nkandlasms) where it is alleged that government spent over R200 million upgrading 
the president’s private estate at Nkandla in Kwa-Zulu Natal. Given the popularity of these hashtags, it is clear that the scandal 
generated a large amount of conversation. Finally, the inter-party debate organised by the Daily Maverick at Wits University 
(#witsdebate, #dmgathering) clearly struck a chord as many people used the related hashtags, perhaps speaking to the 
popularity and importance of such debates in the future. 

Hashtag # uses Description

#anc 43,553 ANC  party hashtag

#da 30,936 DA  party hashtag

#elections2014 28,498 General elections hashtags

#zuma 19,566 President Jacob Zuma

#eff 17,227 EFF party hashtag

#nkandla 16,094 Jacob Zuma Nkandla housing corruption scandal

#malema 12,365 Julius Malema, EFF leader

#voteeff 9,348 EFF party hashtag

#iec 7,778 Independent Electoral Commission

#nkandlareport 6,733 Zuma Nkandla corruption scandal

#voteanc 6,043 ANC  party hashtag

#southafrica 4,979 General South Africa

#ancinthestreets 4,652 ANC campaigning hashtags

#sabcnews 4,456 National news broadcaster

#ayisafani 4,214 Censored “Ayisafani” DA TV ad

#witsdebate 3,995 Daily Maverick inter-party debate at Wits University

#cope 3,568 COPE party hashtag

#nkandlasms 3,509 Jokes around Zuma Nkandla scandal

#dmgathering 3,095 Daily Maverick inter-party debate at Wits University

#siyanqoba 2,716 ANC hashtag meaning “victory” or “to conquer”

Table 2: A summary of the top 20 most popular hashtags
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Table 3 summarises the top most retweeted tweets. Two topics resonated in particular based on this list: 
supposed election tampering in the form of lost, discarded or destroyed ballots; and, President Jacob Zuma’s 
Nkandla corruption scandal. 

Author Tweet content # retweets

@justicemalala Mbeki’s	#ANC	in	99:	66.35%		Mbeki’s	ANC	2004:	69.6%		Zuma’s	ANC	2009:	
65.9%		Zuma’s	ANC	2014:	62.84	(22.12/08	May)		#justsay…

705

@Trevornoah Jacob Zuma is a great. I bet he did this Nkandla thing just to unite all South 
Africans in a common anger at corruption.

590

@ProudlySA Congratulations to Deputy President Motlanthe & his beautiful bride, Gugu on 
their	wedding	today!!	@PresidencyZA	http://t.co…

524

@IECSouthAfrica National Assembly seats: APC–1; PAC–1; AGANG SA–2; ACDP–3; AIC–3; 
COPE	–3;	UDM–4;	VF	Plus–4;	NFP–6;	IFP–10;	EFF–25;	DA–…

490

@helenzille By saying that “only clever people” have problems with R246-mill Nkandla 
upgrade,	Pres	Zuma	is	implying	that	ANC	voters	are…

394

@[] @IECSouthAfrica apparently found in home of ANC party agent. https://t.co/
OyoYIvI79Y

346

@alexeliseev Zuma	on	#Nkandla:	“It’s	 not	 an	 issue	with	 voters.	 It’s	 an	 issue	with	bright	
people.	Very	clever	people”.	What	is	he	saying…

344

@Sentletse The ANC and the IEC must be ashamed of themselves! http://t.co/STwypvLg8M 342

@IECSouthAfrica I.E.C voting material found at a house of an anc party agent in ward 77 
http://t.co/48MAjhqqXE”

326

@[] EFF votes found dumped near Diepsloot cc @Julius_S_Malema @Sentletse 
@EconFreedomZA	with	@IECSouthAfrica	stamp	http://t.co/mIzvrow…

325

@Julius_S_Malema We will soon announce the date of the march to the union buildings to 
demand Zuma’s resignation as the president

294

@helenzille Monitor the polls!! “@E_van_Zyl_17: “@JohnBiskado: IEC voting material 
found	at	house	of		anc	party	agent	ward	77	http://t.…

289

@MbalulaFikile But you cant use the same BIS bought with NSFAS to tweet “ANC HAS DONE 
NOTHING”. Uxokelani?

280

@GarethCliff Oh no! RT @DonnyDunn: @GarethCliff @KienoKammies IEC integrity 
obliterated! http://t.co/wILOizXGXm

279

@MbalulaFikile Biggest loser of the century DR Mamphela Ramphela ,u Luzile shameeee 272

@TannieEvita Confusius say: “He who knows nothing about his own house, knows even less 
about his own country.” @SAPresident

271

@GarethCliff Even if you didn’t vote ANC, they will form your new govt. wishing them luck 
is	wishing	the	best	for	all	of	us.	Good	luck	…

268

@GarethCliff Who told @helenzille it would be a good idea to do this? Will she campaign in 
blackface next? http://t.co/TzbwsqgHGL

258

@MaxduPreez Defend this, ANC: Public Works Dept redirected service delivery funds to pay 
for Nkandla in contravention of constitution

245

@MbalulaFikile Yet you’re on Twitter and can write that in perfect English, let’s face it, you’re 
ANC’s	good	story.	@lusylooya:		ANC	ha…

238

Table 3: Top 20 most retweeted tweets. Some usernames not shown for privacy reasons
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Figure 8 shows the top six most shared images. Most relate to allegations of election fraud although tweets 
critical of DA leader, Helen Zille, and ANC leader, President Jacob Zuma, also make the list.
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ELECTIONS CONVERSATION MAP

After cleaning the data and applying the methodologies described above, we were able to create the 
conversation map for the 2014 South African elections (see Figure 9). We use node size to quantify how 
influential a user was based on the number of interactions that they had with other users (i.e. how often they 
caused action in others in the form of mentions and retweets). A node’s colour is based on the community that 
it belongs to. Regions of consistent colour represent single communities. Thus, at a glance, we can see the 
most influential accounts and the various communities that make up the conversation.

Figure 9: The overall conversation network map exhibits many dense connections between 
nodes (users) pointing towards the density of conversations between users across the board

even though several clear communities are apparent in the data (see various coloured regions)

COMMUNITY BREAkDOWN

We are now in a position to profile the top communities, or constituencies, that make up the overall conversation 
around the 2014 South African elections. By evaluating the influencers and the content most popular within 
each community, we were able to identify the following distinct communities:
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Figure 10: Breakdown of top communities in terms of 1) proportion of unique users and 2) 
proportion of tweets generated by each community

Figure 10 describes the top ten communities in our data. Collectively, they represent 46.7% of all unique 
users in the data but generated 81.5% of all tweets about the elections. This breakdown clearly shows that 
communities tend to coalesce around specific political parties (including nascent party, Agang, lead by academic 
and businesswoman, Mamphela Ramphele, which does not feature prominently in the rest of the paper) although 
there are exceptions such as a community centred around comedians, Chester Missing (@chestermissing) and 
Trevor Noah (@trevornoah), and around specific news outlets such as eNCA, Eyewitness News (EWN), News24, 
TimesLive, etc.

It is interesting to compare the number of unique members that each community has versus the proportion 
of tweets that was generated by each community’s members. The top four communities were the most vocal, 
accounting for 71.3% of all tweets generated. In the interest of space, these four communities will be the 
focus of the rest of the paper. The remaining top communities quickly drop off in terms of size and will not be 
unpacked further here.

Based on the size of the top two communities and the fact that they collectively generated almost half of all of 
the gathered tweets (42.3%), we can in some sense say that the 2014 elections conversation on Twitter was 
dominated by the DA and EFF, who clearly had the most effective strategies. This is particularly impressive on 
the part of the EFF which had only been in existence for several months at this point and could perhaps be in 
indicator of the party’s future momentum.

The ratio of users to tweets is interesting in and of itself, but an immediate question that arises is what type 
of conversations were happening within these communities? Were the communities dominated by one-way 
broadcasting via retweets of popular articles or quotes, or, were they dominated by more organic conversations 
between users in the form of either “isolated tweets” where users said something relating to the elections in an 
unprompted fashion without mentioning any other Twitter users, or “mentions” which refer to user-generated 
tweets that @mention another account(s) and are potentially indicative of two-way conversations?

Figure 11 breaks down the types of tweets generated by each of the top ten communities. Most tweets 
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generated by each community were one-directional retweets. This is unsurprising as the nature of the Twitter 
platform lends itself to information sharing. The proportion of retweets is particularly high in the Comedians 
community as their followers share their humorous tweets with their own followers.

Figure 11: A breakdown of the types of tweets generated by each community. 

The top four communities hover around the 20% mark for isolated tweets. A high number of isolated tweets is 
a good sign of a healthy community with engaged members. The DA community has the lowest proportion of 
isolated tweets (14%) but this is offset by a high proportion of mentions (33%), perhaps implying more two-
way conversations than within the other top communities. The ANC community appears to have generated the 
most organic conversations – it has the lowest proportion of retweets amongst the top four communities (46%) 
and the highest proportion of mentions (36%). This might point towards more healthy, robust conversations. 
Much of the coverage of President Jacob Zuma around the elections was critical of the president (including 
the Nkandla scandal). Could ANC community members have had more to talk about amongst themselves than 
their DA and EFF counterparts in rationalising their support for the party and the man?

Finally, we look at when each of the top communities in our data was active (see Figure 12). Barring the days 
that we are missing data for, we see that most of the top communities were active for the entire duration of the 
data (3 March – 12 May) implying that conversations persisted on social media in the months leading up to 
the elections. There were few notable spikes from any one community with chatter generally increasing across 
the board in the days after the election.
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Figure 12: A breakdown of daily volumes across the top ten communities in the data

DA COMMUNITY

The single largest community contains 11.4% of all unique users in our data and it appears to have formed 
around the DA (see Figure 13); in particular around influential accounts such as @helenzille, @da_news, @
maimaneam and @lindimazibuko. The community generated an out-sized volume of tweets – almost a quarter 
(22.6%) of all tweets – which points to its particularly vocal nature.  The media outlets that most resonated 
with this community and which, as a result, found themselves classified within the top 20 influencers for 
this community were Jacaranda News (@jacanews), Business Day (@bdlivesa) and The Daily Maverick (@
dailymaverick).

Figure 13: The largest community in our data (11.4% of unique users and 22.6% of tweets) appears to have 
coalseced around the DA and its main accounts. The FF+ also falls into this community however (pink region in 
top right of conversation map) and if we remove them, the community size drops to 10.1% of all unique users 

which still makes it the largest community in our data.
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It is important to note though that this community also contains the Freedom Front+ (FF+) community within 
it (including @pieter_mulder, @vfplus, @steve_hofmeyr and @toxinews). As stated upfront in the “Caveats” 
section, our community detection algorithm is non-deterministic which means that actual community sizes 
and memberships may vary slightly across multiple runs of the community detection algorithm. In our 
investigations into the stability of the communities, we found that the FF+ community vacillated between being 
included with the DA and the EFF communities. This indicates to us that the FF+ interacted heavily with both 
communities. Users are grouped together based on the interactions between them; however, the community 
detection algorithm does not distinguish between antagonistic and supportive interactions. In our experience, 
communities are most likely to coalesce due to homophily (the “birds of a feather” effect) rather than due to 
antagonism, but this may be the case between the FF+ and EFF community. 

We left the FF+ as part of the DA community in our final dataset but it just as well might have been included as 
part of the EFF community (or separately as its own community). If we remove the FF+ community from the DA 
community, its proportion of unique users drops down from 11.4% of unique users to 10.1%. 

Table 4 summarises the top 10 most retweeted tweets within this community. A disproportionate number of the 
top retweets relate to President Jacob Zuma and his Nkandla corruption scandal.

Author Tweet content # retweets

@helenzille By saying that “only clever people” have problems with R246-mill Nkandla 
upgrade, Pres Zuma is implying that ANC voters are [stupid]

268

@TannieEvita Confusius say: “He who knows nothing about his own house, knows even 
less about his own country.” @SAPresident

235

@alexeliseev Zuma	on	#Nkandla:	“It’s	not	an	issue	with	voters.	It’s	an	issue	with	bright	
people.	Very	clever	people”.	What	is	he	saying…

207

@helenzille Monitor the polls!! “@E_van_Zyl_17: “@JohnBiskado: IEC voting material 
found	at	house	of		anc	party	agent	ward	77	http://t.…

206

@MaxduPreez Defend this, ANC: Public Works Dept redirected service delivery funds to 
pay for Nkandla in contravention of constitution

176

@helenzille Now that court has found it fair to say Zuma stole your money, when will HE 
appear	in	court?	oh,	and	don’t	forget	763	count…

166

@helenzille Shameful.  Another abuse of power. RT @JacquesMaree73: Living with 
Zumability.	#Zuma	http://t.co/JZdILPK8fS

162

@helenzille ANC campaign showing solidarity with the poor. “@adam_McKendi:  
#Election2014	#SA		#Zuma	@Helenzille	http://t.co/BId1pp8vSY”

161

@JacaNews Maimane says most of the ballots found were votes for the DA 
#Elections2014	http://t.co/JWMEB9ktMw

155

@helenzille ROFL. The ANC just sent me an sms saying that to stop corruption, I should 
vote	ANC.	A	line	straight	from	the	Wolf	in	Red	R…

154

Table 4: Top 10 most retweeted tweets

Based on our examination of the top topics that emerged from this community (see the “Methodology” section 
for more on how we approached this), conversations unsurprisingly evolved around voting for the DA’s Lindiwe 
Mazibuko or Musi Maimane for president and general DA election activity (see Table 5). Also present were 
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conversations around the possible comprising of the IEC’s independence and derogatory dismissals of the 
ANC’s “good story to tell” campaign.

Overall, the conversations in this community do not present us with any major surprises. Many comments 
are pro-DA and against the ANC in particular, although derisory of the EFF as well. The Nkandla scandal in 
particular resonated incredibly strongly as did the Ayisafani ad banning.

# tweets % tweets Topic description

2,465 2.6% General elections conversations

2,142 2.2% Vote but don’t vote ANC

1,961 2.1% Zuma woes (Nkandla, education, etc.); people receiving DA SMSes

1,614 1.7% Derogatory Zuma comments

1,586 1.7% Zuma must go; Mazibuko/Maimane for president

1,586 1.7% Vote DA

1,484 1.6% Vote against ANC; [national problem] brought to you by the ANC; anti-Zuma

1,449 1.5% Zuma poor legacy & Nkandla talk; Zuma international diplomacy coverage

1,413 1.5% IEC and Pansy Tlakula misconduct concerns

1,376 1.4% Seats won in provinces results with emphasis on ANC succeses

1,363 1.4% ANC “good stories” (derogatory)

1,309 1.4% Unclear; mixed

1,293 1.4% Maimane electioneering coverage (incl. Ayisafani banned ad) & poster tampering

1,282 1.3% Zille pro (made the party what it is) and against (Twitter Meltdown, time to go)

1,268 1.3% @Aperiozar “awards” to DA supporters (derogatory)

Table 5: A summary of the top topics in the DA community, representing 24.7% of all tweets generated by the 
community

EFF COMMUNITY

The second largest community appears to relate to the EFF (see Figure 14), containing the official @econfreedomza 
and @julius_s_malema accounts and @sentletse, the “Self-appointed EFF Supreme Commander of the Twitter 
battalion”. It contained 8.6% of all users but generated a fifth (19.7%) of all tweets, implying that this was 
also a particularly vocal group. Influential news outlets that found themselves within the top 20 influencers for 
this community included City Press (@city_press), POWER987 News (@power987news), SABC News (@
sabcnewsonline), SAfm news (@safmnews) and Radio 702 (@radio702).
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Figure 14: The second largest community appears to relate to the EFF. It contains 8.6% of 
unique users and generated 19.7% of all tweets, making it a particularly vocal community

In terms of the content that resonated the most within this community (see Table 6), much of it related to 
alleged election rigging through lost and tampered votes, perhaps pointing towards EFF supporters’ particular 
anxiety as the underdog in the face of larger parties that might bring their weight to bear on election results.

Author Tweet content # retweets

@[] EFF votes found dumped near Diepsloot cc @Julius_S_Malema @Sentletse @
EconFreedomZA	with	@IECSouthAfrica	stamp	http://t.co/mIzvrow…

201

@Julius_S_Malema We will soon announce the date of the march to the union buildings to demand 
Zuma’s resignation as the president

187

@[] @IECSouthAfrica apparently found in home of ANC party agent. https://t.co/
OyoYIvI79Y

177

@Sentletse The ANC and the IEC must be ashamed of themselves! http://t.co/STwypvLg8M 172

@[] I.E.C voting material found in a house of an anc party agent in ward 77 @
EconFreedomZA	@EconFreedom_GP	#VoteEFF	http://t.c…

138

@POWER987News More	#IEC	material	and	Ballot	boxes	found,	allegedly,	at	the	house	of	an	#ANC	
party agent http://t.co/j8WTNk9QLg

126

@[] Official Ballot Boxes found in a house in Alex full off marked ballot papers for DA 
and	Eff.@EconFreedomZA	http://t.co/YWg…

125

@justicemalala Mbeki’s	#ANC	in	99:	66.35%		Mbeki’s	ANC	2004:	69.6%		Zuma’s	ANC	2009:	
65.9%		Zuma’s	ANC	2014:	62.84	(22.12/08	May)		#justsay…

121

@POWER987News Police	officer	inspects	the	#IEC	material	&	Ballot	Boxes	found	allegedly	at	the	
house	of	an	#ANC	party	agent	http://t.co/…

112

@[] ANC teasing us with flashy cars...a life which is mostly unrealistic for most of 
us...SMH! http://t.co/ymHDPZaKo7

105

Table 6: Top 10 most retweeted tweets in the EFF community
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Unpacking the top topic models (see Table 7), we see some ambiguity between ANC and EFF support. Many 
of the topics analysed deal with conversations about the fortunes of the EFF and ANC; the DA seldom came 
up in the topics that we looked at. Only one of the top topics clearly related to the more ideological aspect of 
the EFF (i.e. the desire to see “economic freedom in our lifetime” and “no economic freedom without land”).

# tweets % tweets Topic description

892 2.9% Happy birthday Zuma (and Malema)

773 2.5% Nkandla pro (ANC) and against (EFF)

747 2.5% “Good story to tell” (sarcastic)

613 2.0% ANC “in decline”

555 1.8% Malema pro (exciting to have in parliament) and against (comedian, clown)

508 1.7% EFF ideology (no economic freedom without land, “time is now”)

458 1.5% Armed ANC supporter photographed in Bekkersdal

437 1.4% ANC will win (bitter)

435 1.4% Unclear. Mixed

433 1.4% Party membership and inter-party membership changes

428 1.4% ANC case against DA Nkandla SMSes dismissed

419 1.4% Unclear. Mixed

413 1.4% Post-elections congratulations (across parties)

413 1.4% Zuma anger; open letters to Zuma & Malema

Table 7: A summary of the top topics in the EFF community, representing 24.8% of 
all tweets generated by the community

Overall, this community clearly centred around the official EFF mouthpieces, however, as already stated, some 
ambiguity between the ANC and EFF is evident, perhaps as supporters struggle to reconcile the appeal of the 
EFF with their traditional allegiances. The DA seldom comes up, perhaps implying that the EFF is primarily 
drawing its supporters from the ANC fold. Other pieces of information (such as the comparison between ANC 
and EFF party shares of tweet mentions seems to point to this as well). Finally, the fact that the most retweeted 
content relates to alleged ballot tampering also highlights this group’s anxiety as the smaller party contesting 
its first elections.

BLACk INFLUENCERS COMMUNITY

The third community is somewhat more de-centralised than our other top communities, being anchored around 
influencers such @khayadlanga, @mtshwete and @taxidriversipho (see Figure 15). It represents 7.9% of 
unique users and it generated 14.5% of all tweets. No specific news outlets were included in the top 20 
influencers for this community. 

The most resonant content within this community (see Table 8) appears to favour the ANC; however, there 
is content sympathetic to the DA as well (for example, congratulating the DA’s Lindiwe Mazibuko for being 
accepted at Harvard University).
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Figure 15: The third largest community (7.9% of unique users and 14.5% of tweets) is 
more de-centralised than the other top communities, being anchored around 

several influencer accounts

The picture becomes clearer however when we start to unpack the top topic models that we evaluated (see 
Table 9). It would seem that this group’s allegiance lies primarily with the ANC; however, the community makes 
a clear distinction between supporting the ANC and supporting President Jacob Zuma, who they appear to 
be less enamoured with. The EFF and DA do also come up and tend to be spoken about fairly even-handedly 
compared to other communities. In addition, some community members clearly identify themselves as voting 
DA, although many more declared their support for the ANC. This group appears to be distinguished from 
our fourth largest community in that it supports the ANC but has reservations about President Jacob Zuma, 
whereas our fourth community is more unreservedly pro-ANC and pro-Zuma.

This is an interesting community within our data. It is centred on a few influential, middle class, black business-
people and entrepreneurs; arguably the emergent face of the new South Africa. If such a description is fair, it is 
interesting to see the relative balance with which they regard other parties as opposed to the shrill partisanship 
that tends to dominate so much of South African political conversations. While they firmly sit in the ANC camp, 
they also make a clear distinction between the party and what it stands for, and President Jacob Zuma and 
what he stands for in their opinion.

Author Tweet content # retweets

@MbalulaFikile But you cant use the same BIS bought with NSFAS to tweet “ANC HAS 
DONE NOTHING”. Uxokelani?

119

@justicemalala Mbeki’s	#ANC	in	99:	66.35%		Mbeki’s	ANC	2004:	69.6%		Zuma’s	ANC	
2009:	65.9%		Zuma’s	ANC	2014:	62.84	(22.12/08	May)		#justsay…

110

@__Senz Congratulations to Lindiwe Mazibuko for being accepted to Harvard 
University.	Great	role	model	for	young	South	African	women.	G…

110

@ProudlySA Congratulations to Deputy President Motlanthe & his beautiful bride, 
Gugu	on	their	wedding	today!!	@PresidencyZA	http://t.co…

104
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Author Tweet content # retweets

@MbalulaFikile Biggest loser of the century DR Mamphela Ramphela ,u Luzile 
shameeee

102

@MbalulaFikile Yet you’re on Twitter and can write that in perfect English, let’s face it, 
you’re	ANC’s	good	story.	@lusylooya:		ANC	ha…

95

@MbalulaFikile Having Black colleagues under Apartheid never gave anyone struggle 
credentials.	It’s	the	fight	that	did,	you	don’t	featu…

80

@ThomasGumede Zuma’s thinking “I must REALLY suck, even Bafana aint getting booed!” 75

@IECSouthAfrica National Assembly seats: APC–1; PAC–1; AGANG SA–2; ACDP–3; 
AIC–3;	COPE	–3;	UDM–4;	VF	Plus–4;	NFP–6;	IFP–10;	EFF–25;	DA–…

74

@khayadlanga The ANC lives. The ANC leads. Long live the ANC. 67

Table 8: Top 10 most retweeted tweets

# tweets % tweets Topic description

2,242 3.8% Vote ANC

1,455 2.4% Isolated ANC and Zuma mentions without context

1,270 2.1% Cross-party comparisons (ANC, DA, EFF)

1,202 2.0% “I’m voting ANC” (some “I’m voting DA”)

1,154 1.9% Malema talk (mostly exasperated, some supportive)

1,095 1.8% Zille talk (mostly “trying too hard”)

1,062 1.8% Love the ANC

926 1.6% Zuma talk (mostly against, some pro)

908 1.5% ANC winning

886 1.5% ANC winning

851 1.4% Zuma & ANC aren’t the same thing (can love one and not other)

811 1.4% Post elections smack talk against small parties; “Zuma must step down”

788 1.3% ANC win but “people do not respect Zuma”

Table 9: A summary of the top topics in the Black Influencers community, representing 24.6% 
of all tweets generated by the community

ANC COMMUNITY

The fourth largest community, and the last one that we look at in detail in this paper, clearly relates to the ANC (see 
Figure 16). The top ten most influential accounts were: @myanc_, @anc_youth and @mbalulafikile. It is interesting to 
note the appearance of the @ann7v and @the_new_age accounts amongst the top ten, as the ANN7 television news 
channel and The New Age newspaper have come under criticism in the past for being funded by the Gupta family who 
have close ties with the ANC and President Jacob Zuma. This data would seem to imply that the content released by 
these news outlets particularly resonates with this community, perhaps lending some credence to the suggestion of 
media bias; however, community membership alone is not enough evidence to draw a conclusive judgement of bias 
given that interactions can be supportive or antagonistic and community detection is non-deterministic (although in 
our other runs of the data, these accounts also fell within the ANC community).
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Figure 16: The fourth largest community in our data appears to have coalesced around ANC accounts. It 
contains 6.9% of unique users and generated 14.5% of all tweets

Sports minister, Fikile Mbalula, dominates the top most resonant content within this community (see Table 10). 
Overall the content is clearly pro-ANC.

Author Tweet content # retweets

@MbalulaFikile I VOTE ANC: Retweet if you are. 139

@MbalulaFikile But you cant use the same BIS bought with NSFAS to tweet “ANC HAS DONE 
NOTHING”. Uxokelani?

111

@MbalulaFikile Biggest loser of the century DR Mamphela Ramphela ,u Luzile shameeee 107

@MbalulaFikile Yet you’re on Twitter and can write that in perfect English, let’s face it, you’re ANC’s 
good	story.	@lusylooya:		ANC	ha…

101

@mgigaba Kwangathi sesikhuluma sodwa nje la kwa twitter ma ANC! Baphi kanti abanye 
abebenemilomo emide, bekhulumela safuthi?

95

@ANCYLhq Retweet	to	wish	comrade	president	Jacob	#Zuma	a	happy	#birthday! 74

@[] I haven’t heard 1 person blame Zuma for the ANC’s victory, but they blame him for 
everything else!

73

@MbalulaFikile Having Black colleagues under Apartheid never gave anyone struggle credentials. It’s 
the	fight	that	did,	you	don’t	featu…

70

@mgigaba The	ANC	now	reaches	a	7m	mark	#ThePeopleHaveSpoken 65

@ProudlySA Congratulations to Deputy President Motlanthe & his beautiful bride, Gugu on their 
wedding	today!!	@PresidencyZA	http://t.co…

63

Table 10: Top 10 most retweeted tweets within the ANC community

If we look at the top topics in Table 11, it is overwhelmingly in favour of both the ANC and President Jacob 
Zuma. This community does not appear to draw a distinction between party and president.
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# tweets % tweets Topic description

2,678 3.8% Vote ANC; declarations of ANC support

1,428 2.0% Party comparisons; elections results; missing parties in results

1,419 2.0% The ANC has a “good story to tell”

1,384 2.0% Declarations of “voting for ANC”

1,316 1.9% Talk about Zuma and electioneering; love for Zuma; comments on Maimane & 
EFF

1,226 1.8% More Zuma love and electioneering

1,218 1.7% ANC love

1,209 1.7% ANC love

1,192 1.7% ANC + Zuma love

1,158 1.7% ANC Fridays; ANC love; ANC Twibbon campaign

1,106 1.6% Zuma booed

1,052 1.5% “The ANC lives!”

1,009 1.4% Celebrations at ANC election win

Table 11: A summary of the top topics in the ANC community, representing 24.9% 
of all tweets generated by the community

CONCLUSIONS

By comprehensively mapping the main constituencies around a national election on Twitter, this paper shows 
that the seeming chaos of social media is indeed tractable. And, insofar as Twitter represents the current or 
future state of the entire voting population, it has provided us with a bird’s eye view of South African political 
conversations for the first time.

The picture is clear: South Africans love talking about politics and these conversations often cross party 
boundaries with users of various allegiances addressing leaders from all other parties; however, South Africans 
are still most likely to talk to others that hold similar views to our own.

PARTY MOMENTUM

Based on a comparison of each party’s media coverage and Twitter share of mentions versus the final number 
of seats won in parliament, we see that the ANC received a lower share of both media coverage and Twitter 
mentions than we would expect given the number of seats that it won. Conversely, the EFF received more than 
its fair share of both media coverage and Twitter mentions; while the DA appears to have received exactly its 
fair share.

The disparity between seats won, media coverage and Twitter mentions likely arises because Twitter does not 
represent the rural vote; a stronghold of the ANC. However, it does point to potential momentum in the future. 
As more voters gain access to social media and join existing political conversations, these patterns might point 
towards downward momentum for the ANC, static momentum for the DA and upward momentum for the EFF. 
Only time will tell.
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MEDIA INDEPENDENCE

Generally speaking, most media outlets tended to form their own independent communities as people shared 
and commented on their coverage. However, some news outlets did find themselves included within specific 
party-related communities. While community membership is not a clear judgement of bias towards a particular 
media outlet, it does imply that the outlet’s content resonates more with the community it finds itself part 
of than with other communities. These news outlets’ content tended to resonate more within the following 
communities than others:

•	 	DA	community:	Jacaranda	News	(@jacanews), Business Day (@bdlivesa) and 
 The Daily Maverick (@dailymaverick)
•	 	EFF	community:	City	Press	(@city_press), POWER987 News (@power987news),
 SABC News (@sabcnewsonline),SAfm (@safmnews) and Radio 702 (@radio702)
•	 Black	Influencers	community:	N/A
•	 	ANC	community:	ANN7	News	Channel	(@ann7tv), The New Age newspaper (@the_new_age) and SA Gov 

News (@sagovnews)

MAIN CONSTITUENCIES

We have described the top 10 largest communities in terms of unique users which represents about half of 
the users in our data. Between them, these users generated over 80% of all tweets that we collected about 
the election. 

We further focused in on the four communities with the most unique members, who collectively generated 
over 70% of all tweets collected. These communities appear to have coalesced around the DA, EFF and two 
pro-ANC communities – one that is pro-ANC but has reservations about President Jacob Zuma, and one that is 
unreservedly pro-ANC and pro-Zuma. This seems to imply that the three main parties in South African politics 
are in a neck-and-neck race on Twitter. The incumbent party, the ANC, appears to have a crisis of conscience 
though, with a split between 1) unequivocal supporters of the ANC & President Jacob Zuma and 2) ANC 
supporters despite President Jacob Zuma.

FINAL COMMENTS

Using the methodologies outlined in this paper, researchers are able to clearly identify the various constituencies 
within a conversation, who the influencers are that lead the conversation, and the type of content that resonates 
most with each community. This information is invaluable to anyone conducting a political campaign or even 
just to anyone interested in a country’s politics in general. Indeed, any researcher studying social systems can 
benefit from such approaches. We hope that we have clearly demonstrated the value of using network-based 
approaches when it comes to bringing order to the seeming disorder of social media data. Hopefully this paper 
has also given some insight into South African politics for those readers that are interested and that these 
insights can be used to inform constructive conversations that move our country forward together.
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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
 
AMRA African Marketing Research Association (AMRA)
 Email: amra@africanmra.org
 
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  
 
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
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ESOMAR FOUNDATION ESOMAR Foundation
 Hoogoorddreef 5, 1011BA, Amsterdam, The Netherlands 
 Tel: +31 2 06 64 21 41 
 RSIN: 853322351
 Website: http://www.esomarfoundation.org/
 
GRBN Global Research Business Network
 170 North Country Road, suite 4, Port Jefferson, New York,11777, USA
 Email: info@grbn.org
 Website: www.grbn.org
 http://grbn.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
 
QCTO Quality Council for Trades and Occupations
 256 Glyn Street, Hatfield, Pretoria, 0083
 Private Bag X278, Pretoria, 001
 Tel: +27 12 003 1800
 Email: info@qcto.org.za
 Website: www.qcto.org.za
 
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
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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
  
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
 
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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sOuthern african eDucatiOn prOviDers 
Agostinho Neto University, Angola www.agostinhoneto.co.ao
Bindura University of Science Education, Zimbabwe www.buse.ac.zw
Cape Peninsula University of Technology, South Africa www.cput.ac.za
Central University of Technology, South Africa www.cut.ac.za
Chinhoyi University of Technology, Zimbabwe www.cut.ac.zw
Copperbelt University, Zambia www.cbu.edu.zm
Durban University of Technology, South Africa www.dut.ac.za
Eduardo Mondlane University, Mozambique www.uem.mz
Great Zimbabwe University www.gzu.ac.zw
Mangosuthu University of Technology, South Africa www.mut.ac.za
Midlands State University, Zimbabwe www.msu.ac.zw
Mzumbe University, Tanzania http://web.mzumbe.ac.tz/
Mzuzu University, Malawi www.mzuni.ac.mw
National University of Lesotho www.nul.ls
National University of Science and Technology, Zimbabwe www.nust.ac.zw
Nelson Mandela Metropolitan University, South Africa www.nmmu.ac.za
North West University, South Africa www.nwu.ac.za
Open University of Tanzania www.out.ac.tz
Rhodes University, South Africa www.ru.ac.za 
Stellenbosch University, South Africa www.sun.ac.za
Tshwane University of Technology, South Africa www.tut.ac.za
University of Botswana www.ub.bw
University of Cape Town, South Africa www.uct.ac.za
University of Dar es Salaam, Tanzania www.udsm.ac.tz
University of Fort Hare, South Africa www.ufh.ac.za
University of Goma, DRC www.unigom.fr.nf
University of Johannesburg, South Africa www.uj.ac.za
University of Kinshasa, DRC www.unikin.cd
University of KwaZulu-Natal, South Africa www.ukzn.ac.za
University of Limpopo, South Africa www.ul.ac.za
University of Lubumbashi, DRC www.unilu.ac.cd
University of Malawi www.unima.mw
University of Mauritius www.uom.ac.mu
University of Namibia www.unam.na
University of Pretoria, South Africa www.up.ac.za
University of South Africa www.unisa.ac.za
University of Swaziland www.uniswa.sz
University of the Free State, South Africa www.ufs.ac.za
University of the Western Cape, South Africa www.uwc.ac.za
University of the Witwatersrand, South Africa www.wits.ac.za
University of Venda, South Africa www.univen.ac.za
University of Zambia www.unza.zm
University of Zimbabwe www.uz.ac.zw
University of Zululand, South Africa www.uzulu.ac.za
Vaal University of Technology, South Africa www.vut.ac.za
Walter Sisulu University for Technology & Science, South Africa www.wsu.ac.za
Zimbabwe Open University www.zou.ac.zw

(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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ask afrika
Lakeview Office Park, 137 Muckleneuk Street, Nieuw Muckleneuk,
Pretoria, 0181, South Africa
P.O. Box 2088, Brooklyn Square, 0075, South Africa
General Enquiries: Sarina de Beer / Tel: +27 12 428 7400
Email: sarina.debeer@askafrika.co.za
Website: www.askafrika.co.za

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 ESOMAR and apart from 
their large South African footprint, Ask Afrika also operates in a dozen African continental territories. Ask Afrika’s 
capabilities extend the full spectrum of both qualitative and quantitative research techniques and they are 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.The Ask Afrika Groups’ exclusive product suite includes the Ask Afrika Orange Index ®, the Trust Barometer™, 
Radio Moods™, TGI (Target Group Index), Ask Afrika Icon Brands™ and Ask Afrika Kasi Star Brands, the Digital 
Barometer, the Lite Data Collection, the Behavioural Sciences Package and Gateway. Ask Afrika is proud of its 
exceptional service deliver.

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
•	 Pharmaceutical
•	 Automotive
•	 FMCG
•	 ICT	and	telecoms
•	 Hotels	and	travel
•	 Corporate	and	business	services

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

research supplier prOfiles
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Gfk South africa 
Johannesburg: Kildrummy Office Park, Ground Floor Glenflager Building, Cnr Witkoppen Road 
& Umhlanga Avenue, Paulshof, 2056, South Africa 
Durban: Suite 103 Beacon Rock, 21 Lighthouse Road, Umhlanga, South Africa
Tel: +27 31 564 6241
PO Box 1039, Umhlanga Rocks, 4319, South Africa
General Enquiries: Bradley Taylor / Tel:+27 31 561 3446 / Email: bradley.taylor@gfk.com
Research Enquiries South Africa: Bradley Taylor / Tel: +27 31 561 3446 / Email: bradley.taylor@gfk.com
Research Enquiries Rest of Africa: Neil Fordham / Tel: +27 31 561 3446 / Email: Neil.Fordham@gfk.com 
Career Opportunities: Zhanna Ross / Tel: +27 11 803 1300 / Email: Zhana.Ross@gfk.com
Website: 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 make smarter decisions. As thought leaders in 
our industry, we have a deep understanding of consumer experiences and choices. We are 13,000 passionate 
experts with more than 80 years of data science experience and German heritage. We deliver globally with vital 
insights into local markets in 100 countries. 

We turn research into business opportunities. Through innovative systems and partnerships, we integrate on- 
and off-line data to support Growth from Knowledge. Our goal is simple: enable our clients to create winning 
strategies to enrich consumers’ lives.

GfK South Africa operates in two divisions:

Gfk Consumer Experiences conducts consumer surveys and tests, maintains a household consumption 
panel and runs interview-based tracking services.

Gfk Consumer Choices handles media audience measurement and retail sales measurement of high-tech 
and durable products.

GfK South Africa is the conduit for GfK’s work throughout sub-Saharan Africa.  GfK manages a tight-knit 
network of local offices and preferred suppliers that enables co-ordinated high quality research to be conducted 
in every country of the region.

GfK South Africa is a full-service marketing research consultancy with extensive experience in panel-based 
measurement and tracking, brand health measurement, new product and sensory testing, sales forecasting, 
price modelling, market segmentation and research-based brand development consultancy. GfK South Africa 
draws on GfK’s unequalled global resource of expertise, experience and methodology development and so is 
always able to offer cutting-edge yet cost-effective solutions to business issues where market research is part 
of the required solution.
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IPSoS
Ground Floor: Wrigley Field, The Campus, 57 Sloane Street, Bryanston, 2021
P.O. Box 68369, Bryanston, 2021
General Enquiries and Research Requests: Ryan Gould / Tel: +27 11 709 7800 
Email: ryan.gould@ipsos.com
Career Opportunities: Michelle Grant / Tel: +27 11 709 7800 / Email: michelle.grant@ipsos.com
Website: www.ipsos.co.za

We are an independent market research company which ranks third among global research companies. Our 
ambition is to make research one of the primary means to understand the contemporary South African society 
and economy. And to make Ipsos a strategic partner for those who wish to better understand the world and play 
an active part in it, with lasting success. We are driven by simplicity, speed, security and substance. 

Ipsos is the largest research company in Pan Africa and in Sub-Saharan Africa.  We have offices present in:
South Africa (Bryanston, Bloemfontein, Port Elizabeth, Cape Town, Durban), 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. These studies cover all of our specialisations. 
Our activity consists of asking the right questions of the right people. Ipsos implements this know-how allied with 
new technologies in its five specialisations:

•	 Ipsos	Connect	–	Brand	Communication,	Advertising	and	Media
•	 Ipsos	Marketing	–	Market	Understanding	and	Measurement
•	 Ipsos	Public	Affairs	–	Social	Research	and	Corporate	Reputation
•	 Ipsos	Loyalty	–	Customer	and	Employee	Satisfaction
•	 Ipsos	Observer	–	Survey	management,	data	collection	and	delivery	specialists

Ipsos in South Africa is committed to the principles of BEE and currently holds a Level 2 rating at last review in 
2015.

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

Cost effective data; Priceless insights

Qualitative and Quantitative Research Solutions including…	Market	Structure	and	Size	•	Advertising,	
Campaign	and	Communication	Effectiveness	•	Usage	and	Awareness	•	Segmentation	•	Brand	Positioning	and	
Affinity	•	Customer	and	Employee	Satisfaction	and	Insights	•	Loyalty	/	NPS	&	NES	•	Category	and	Buying	Needs	
•	Tactical	Marketing	 (incl.	Pricing;	Product;	Promotions)	•	Channel	 to	Market	•	B2B	Relationships	•	Competitor	
Analysis	•	Customer	Profiling	•	Collection	of	Insights	for	“Big	Data”	and	1-to-1	Marketing

What Makes Livingfacts Unique… Relationships	and	Communication	are	Key	•	Personal,	CATI,	web	and	mobile	
research	platforms	available	•	Customisation	•	Experienced	Thinkers	•	Business	and	Solutions	Oriented	•	Quality	Centered
New Services… Client Bespoke Research Communities

Our Industry Research Expertise… Research for Business, Advertising, Communication and Marketing 
Strategy • B2B Relationships • Financial Services • Pharmaceuticals • Telecommunications • Petroleum and 
Chemicals • Logistics and Distribution • Channels to Market • Retail and Wholesale • Prestige Brands • Upper 
LSM Customers • Beauty and Health • Professional Services • Technology

Founded: 2001
BBBEE Status: Level 4 Contributor
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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

MaRkET INSTINCT 
Unit 5 Coram Park, 88 Ferero Avenue, Randpark Ridge, 2194
Gauteng, South Africa
PO Box 1751, Allensnek, 1737, Gauteng, South Africa
General Enquiries: Sandra Baxter / Tel: +27 11 792 1334 / Email: info@marketinstinct.co.za 
Research Requests: Lizalle Delport / Tel: +27 11 792 1334 / 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, HUT’s, In-home interviews
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millwarD brOwn

JHB: Bradenham Hall, Mellis Park, 7 Mellis Road, Rivonia, 2191 / 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: Tania Scates / Tel: +27 11 202 7000 / Email: tania.scates@millwardbrown.com 
Research Enquiries: Natalie Otte / Tel: +27 11 202 7000 / Email: natalie.otte@millwardbrown.com 
Career Opportunities: Noeraan Hendricks / Tel: +27 11 202 7000
Email: noeraan.hendricks@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 55 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.

We can help you manage your brands to drive financial growth and wealth creation for your organisation. Want 
to find out more? Visit our website 
www.millwardbrown.com

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. From 
2016 a new annual study, in the beginning of the year, was launched namely: “FarmBiz Trends”. Eight partners 
from the agricultural market are members. Next year we will allow another 2 partners. The Partners form a 
forum to share the research results in a workshop to discuss future scenarios of different agricultural sectors. 

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

MSSA has Insight Series reports, covering SME estimations up to 2018, Awareness and Usage reports for 
Agribusiness (& Co-ops), Animal Health Companies, Seed Companies, Chemical Companies and Fertilizer 
Companies. Order from Schalk van Vuuren.

 

Marketing Surveys and Statistical Analysis
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NUTSHELL RESEaRCH
Block D, 2nd Floor, Crownwood Office Park, 100 Northern Parkway, 
Ormonde, 2091, South Africa
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

PEPPERCoRN RESEaRCH
Corner House, corner of Wessels Rd & 10th Ave, Rivonia
PO Box 784193, Sandton, 2146
General Enquiries: Dana Webster / Tel: +27 11 234 0143 / Email: dana@peppercorn.co.za 
Research Enquiries: Sara Webster / Tel: +27 11 234 0143 / Email: info@peppercorn.co.za 
Career 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 
Career Enquiries: Norma Jubane / Tel: +27 11 795 2379 / Email: norma@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

the sOlutiOn wOrkshOp 
139 Millennium Business Park, 19 Edison Way, Century City, Cape Town, 
7441, South Africa
General Enquiries: Alida Hillary / Tel: +27 21 555 1223 / Email: alida@solworks.co.za
Research Enquiries: Christine Stearman de Goede / Tel: +27 21 555 1223 / Email: christine@solworks.co.za
Website: www.solworks.co.za

The Solution Workshop is a consumer insights agency, providing authoritative, high quality market research 
services - both locally and internationally. With 24 years blue-chip project experience we offer the following 
solutions, all under one roof:

• VENUES: Boardroom and viewing facilities, with FocusVision
• SkILLED: Experienced, intuitive moderators
• EXCELLENCE: High quality, in-house recruiting
• VALUE: Competitive pricing structure
• EXPLORATION: In-depth, strategic report analysis
• PROCESSING: Transcribing, translating, note taking and data capturing
• CATERING: Tailored for all dietary requirements

Understand your potential sphere of influence and unearth opportunities for future success! 

UNDERSTANDING • INSIGHT • SOLUTIONS
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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 9500 / Email: mark.molenaar@tnsglobal.com
Career Opportunities: Alison Eastwood / Tel: +27 21 657 9500 / 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 19 full service offices, 33 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, customer and employee experience, retail & shopper, qualitative, and social and 
political research.

ToPLINE RESEaRCH SoLUTIoNS
2nd Floor, East Block, Oakfin Building, 367 Oak Avenue, Randburg, 2194
General Enquiries: Pauline Gasura / Tel: +27 11 787 6500 / Email: pauline@topliners.co.za
Research Enquiries: Patson Gasura / Tel: +27 11 787 6500 / Email: patson@topliners.co.za
Career Enquiries: Pauline Gasura / Tel: +27 11 787 6500 / Email: pauline@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
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.

Ventronics
Corner of Staltz & Rose ave, Drusana Building, Wilgehof, Bloemfontein
Contact: Marna Venter / Tel: +27 83 309 9559 / Email: peet@ventronics.co.za
Website: www.ventronics.co.za

Professional and World Class Standard Venue with:

•	 	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.

•	 	11	 Seater	 Boardroom	 with	 large	 observation	
room for 8 clients

•	 Live	streaming	of	session	anywhere	in	the	world
•	 Video	Conference	equipment	available
•	 Audio	and	Video	recording
•	 2	x	55”	LED	TV	for	presentations
•	 Access	to	WI-FI	(high	speed)
•	 Fully	air-conditioned
•	 Secure	parking

•	 Generator
•	 Catering	available
•	 Hostess	available
•	 Fax,	printing	and	scanning	facilities	available
•	 Flip	chart	and	poster	rail	available
•	 Easy	access	from	N	1
•	 Accommodation	can	be	arranged
•	 Facilitator	and	recruiters	available	on	request
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RESEaRCH SUPPLIER SERvICES INdEx
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Manufacturing: Consumer Non-Durables (FMCG) • • • • • • • • • •
Manufacturing: Consumer Durables (incl. electronics such as TVs, refrigerators, handsets, etc.) • • • • • • •
Manufacturing: Pharmaceutical products and services (Rx – prescription) • • • • • • •
Manufacturing: Automotive • • • • • • • • •
Manufacturing: Other (e.g. textiles, metals, checmicals, etc.) • • • • • • •
Business-to-business (incl. corporate and business services) and industrial • • • • • • • • • • •
Wholesale and retail (incl. oil, commercial farming, agriculture) • • • • • • • • • • •
Financial services • • • • • • • • •
Utilities  (incl. gas, electricity, water, private and public postal services, etc.) • • • •
Telecommunications and Information and Communications Technology • • • • • • • •
Public sector (incl local and national government departments, academic and public institutions, NGOs, etc.) • • • • • •
Media (incl. broadcast media such as TV, radio, cable, etc., online companies such as portals and ISPs, and any other media) • • • • • • • •
Advertising agencies, Strategy and communications companies, Brand consultants • • • • • • • •
Research institutes (incl. those who offer syndicated services such as retail scanning) • • • • • • •
Other • • • • •
Post/Mail •
Telephone (CATI) (including mobile voice) • • • • • • • • • • • • •
Face-to-face (PAPI/CAPI) • • • • • • • • • • •
Online quantitative research, excluding mobile internet research • • • • • • • • • • • • •
Mobile/Smartphone online quantitative research excluding Apps • • • • • • •
App-based data collection • • • •
Social media quantitative research • • •
Online traffic / audience measurement, including website measurement • • • •
Automated digital/electronic  (i.e. retail audits and media measurements - excluding online traffic / audience measurement) • • • •
Observational (incl. immersions, shopper research, in-store retail and pricing audits) • • •
Group discussions / Focus group interviews (offline/in person) • • • • • • • • • • • •
Group discussions / Focus group interviews (online) • • •
In-depth (individual) face-to-face interviews • • • • • • • • • • • •
Social media qualitative research • •
Online research communities (MROCs) • • •
Ethnography (offline/in person) • • • • • • •
Ethnography (online) • •
Diaries (offline) • • • • • •
Diaries (online e.g. blogging, photos) • •
Observation (incl. immersions, shopper research) •
Other: Metaphor Elicitation •

• • • • • • • •
Ad hoc research • • • • • • • • • • • •
Omnibus (syndicated) surveys • • • • • • •
Panel research (both online and offline, including consumer panels, television audience measurement, retail audits and other continuous and non-continuous panel research) • • • • • •
Other continuous (i.e. at regular frequency, including radio listenership, online web tracking, brand, advertising and customer satisfaction trackers) • • • • • • • • •
Other: Mobile campaign/Activation effectiveness •
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Desk research, secondary analysis, etc.
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Organisation: 
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Manufacturing: Consumer Non-Durables (FMCG) • • • • • • • • • •
Manufacturing: Consumer Durables (incl. electronics such as TVs, refrigerators, handsets, etc.) • • • • • • •
Manufacturing: Pharmaceutical products and services (Rx – prescription) • • • • • • •
Manufacturing: Automotive • • • • • • • • •
Manufacturing: Other (e.g. textiles, metals, checmicals, etc.) • • • • • • •
Business-to-business (incl. corporate and business services) and industrial • • • • • • • • • • •
Wholesale and retail (incl. oil, commercial farming, agriculture) • • • • • • • • • • •
Financial services • • • • • • • • •
Utilities  (incl. gas, electricity, water, private and public postal services, etc.) • • • •
Telecommunications and Information and Communications Technology • • • • • • • •
Public sector (incl local and national government departments, academic and public institutions, NGOs, etc.) • • • • • •
Media (incl. broadcast media such as TV, radio, cable, etc., online companies such as portals and ISPs, and any other media) • • • • • • • •
Advertising agencies, Strategy and communications companies, Brand consultants • • • • • • • •
Research institutes (incl. those who offer syndicated services such as retail scanning) • • • • • • •
Other • • • • •
Post/Mail •
Telephone (CATI) (including mobile voice) • • • • • • • • • • • • •
Face-to-face (PAPI/CAPI) • • • • • • • • • • •
Online quantitative research, excluding mobile internet research • • • • • • • • • • • • •
Mobile/Smartphone online quantitative research excluding Apps • • • • • • •
App-based data collection • • • •
Social media quantitative research • • •
Online traffic / audience measurement, including website measurement • • • •
Automated digital/electronic  (i.e. retail audits and media measurements - excluding online traffic / audience measurement) • • • •
Observational (incl. immersions, shopper research, in-store retail and pricing audits) • • •
Group discussions / Focus group interviews (offline/in person) • • • • • • • • • • • •
Group discussions / Focus group interviews (online) • • •
In-depth (individual) face-to-face interviews • • • • • • • • • • • •
Social media qualitative research • •
Online research communities (MROCs) • • •
Ethnography (offline/in person) • • • • • • •
Ethnography (online) • •
Diaries (offline) • • • • • •
Diaries (online e.g. blogging, photos) • •
Observation (incl. immersions, shopper research) •
Other: Metaphor Elicitation •

• • • • • • • •
Ad hoc research • • • • • • • • • • • •
Omnibus (syndicated) surveys • • • • • • •
Panel research (both online and offline, including consumer panels, television audience measurement, retail audits and other continuous and non-continuous panel research) • • • • • •
Other continuous (i.e. at regular frequency, including radio listenership, online web tracking, brand, advertising and customer satisfaction trackers) • • • • • • • • •
Other: Mobile campaign/Activation effectiveness •
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Desk research, secondary analysis, etc.
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National Red List 
 
What is the SAMRA Red 
List? The SAMRA Red List is 
a database system custom-
designed to allow members 
of the public to opt out 
nationally from research. 
The service has three main 
components: 
 
1. Before approaching potential research 

participants for data collection, verify if 
the person has opted out of research by 
SAMRA members. If so, exclude the 
participants who have opted out from your 
sample. This way, you can lower the 
operational and reputational costs 
associated with refusals. 

2. Refer members of the public who do not 
wish to participate in any research by any 
SAMRA member to the SAMRA Red List 
service where they themselves can opt out. 
This includes referral using a unique 
project-specific unsubscribe link that you 
can include in any electronic surveys. 

3. Members of the public can opt out of all 
research by all SAMRA members by 
completing the online form, or by 
contacting the SAMRA office to complete 
the form for them over the telephone. 

 
Why a SAMRA Red List? All SAMRA members 
must use the service when conducting primary 
research to… 
 
 Ensure that our research does not impact 

negatively on public goodwill, which we 
rely on heavily for participation. Until the 
launch of this service, research 
participants had to opt out of participation 
with each and every SAMRA member 
separately. This frustrating state of affairs 
has created a poor image for the industry, 
and is contrary to the spirit of voluntary 
participation and the right to be left alone.  

 Ensure that, as a self-regulating industry 
members of the 
public can exercise 
their right to opt out 
from all research by 
SAMRA members. 

 
 
 

 

Participant Verification 
 

What is the SAMRA Research Participant 
Database (RPD)? The SAMRA RPD system is an 
online database service that tracks research 
participation nationally, and was designed to 
allow SAMRA Organisation members to: 
 
a) Verify whether a person who is being 

approached for (i.e. recruited) or who 
attends a data collection event such as a 
focus group discussion has participated in 
research within the 6 months preceding the 
date of verification,  

b) Decide if the potential participant should be 
excluded from the sample or not, and 

c) Upload research participants who attend a 
data collection event such as a focus group 
discussion onto the database for future 
verification prior to participation. 

 
Why the SAMRA 
RPD? The purpose 
of the service is to 
root out fraudulent, 
as well as unethical 
and poor quality 

research participant recruiting. All SAMRA 
Organisation members should use the service 
when conducting or commissioning primary 
research, and especially qualitative focus group 
interviews, to ensure that our research does not 
impact negatively on public goodwill and public 
trust in research.  
 
For the system to be effective, it is imperative 
that all subscribers both verify participants 
before confirming participation, and upload 
when participation took place. Both clients and 
suppliers can use the system to evaluate the 
quality of recruitment and participation. 
 
 

Register at 
www.samraonline.co.za 

Enquiries: info@samra.co.za 
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We turn research into business opportunities. 
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  ine data to support 
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We ask the right questions and provide 
the right answers to enable the right 
actions for our clients.

www.gfk.comGrowth from Knowledge
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