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SAMRA ANNUAL GENERAL MEETING 2016 

CHAIRMAN’S REPORT 
 
Good afternoon Ladies and Gentlemen. My name is Ineke Prinsloo. As Chair of the SAMRA Board 2015/2016 
it is my privilege to welcome you to the 2016 SAMRA AGM.  
 
I would like to express my sincere appreciation to each and every one of you for joining us today – it is a busy 
time for everyone, all throughout the year. Therefore, I have great appreciation for the time taken out of 
your congested schedules to contribute to and be part of one of the most important events in the SAMRA 
calendar.  
 
1. Industry 
 
Transformation, evolution and change remain the dominant talking points in the marketing research 
industry in Southern Africa: at a macro level technology that changes and updates almost overnight 
continues to bring with it the opportunity to explore more insights, further at less cost. But it also opens the 
gateway for a myriad of non-traditional market players to offer services under an umbrella term of research. 
A strained economic operating landscape with subdued growth forecasts both locally and internationally 
continue to adversely affect the balance sheets of clients and suppliers alike. And, this will continue to 
challenge the thinking and innovation for marketing research to adapt value offering to fit within the 
financial constraints in companies’ research budgets. Almost stating the obvious, the potential and scale to 
commission or undertake marketing research will become increasingly selective and will require all 
stakeholders to rethink strategies to adapt and how we take the profession of marketing research into the 
future.  
 
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.   
 
But the change is also at a granular, organisational level. While the advent of the 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 that is playing out in the ecosystem – a change, with full 
comprehension of the impact and consequence thereof, that would compel us to urgently and 
fundamentally question and reconsider ring-fenced marketing research value propositions. And collectively 
embark on an urgent exploration of new and unchartered territories and, contrary to Porter’s model, wipe 
traditional niche lines of competitive advantage to chart the way for course correction through collaboration 
and synergies.  
 
In summary: as an industry I would venture to say that the themes of change and transformation will 
culminate into one central tenet: agility – the degree to which, in future, we will be able to adapt and 
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channel our unique skills, as well as the extent to which we can focus on collaboration in value contribution 
and energies, to the needs of our stakeholders and deliver at the pace required and within the budgets that 
are available.   
 
2. Strategy  
 
The shift in the ecosystem and the resulting increased economic pressure on companies’ balance sheets are 
sure to challenge the SAMRA board, CEO and the organisation in terms of maintaining and growing the 
balance sheet. The next couple of years will see a shift in financial and overall strategy for SAMRA 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 
CEO and the board recognised this shift and has, to this end, already embarked on a refocus of the strategy, 
with subsequent revised planning and focus for the next three to five years drafted and in the process of 
being implemented. 
 
3. Partnership 
 
Delegates from the African continent that attended the 2015 ESOMAR World Research Annual Congress 
reached consensus on establishing a pan-African market, social and opinion polling research organisation. 
The parties agreed on the name of the organisation to be the African Market Research Association (AMRA). 
The overarching objective of AMRA will be to represent market research from across all African countries 
and be a strong and unique voice of professionals from across the continent.  A strategic blueprint outlining 
the core activities, stakeholders, key messages, branding and initial planning was agreed upon during various 
online meetings of interested parties. A request for proposals to host the administrative headquarters of the 
new entity was subsequently sent out and I am pleased to confirm today that South Africa was successful in 
their bid to host the headquarters for an initial two-year period, after which AMRA would review and discuss 
rotation.  
 
4. Financials and Budget 
 
The full financial report will be delivered by the Treasurer. It was both administratively and financially a 
tough year for SAMRA. We were able to report a positive financial balance sheet last year but the tough 
economic conditions are reflected in a deficit of R 103,821.00 reported this year. The Board has been fully 
briefed throughout the year on financials and, together with the CEO, have put measures in place for more 
stringent expense control and to refocus on activities that will yield income streams for the organisation. 
Having said that, as any seasoned business leader would tell you, ‘you cannot save yourself into 
profitability’(or surplus in this instance) and it would fall to the Board and CEO, together with input from 
members, to secure ongoing viability of the organisation through generation of income streams while 
delivering to the mandate of the organisation.    
 
5. The SAMRA Board 
 
The current SAMRA board comprises a healthy balance and representation from supplier, client and 
academia. The 2015/2016 SAMRA Board comprised of Alexan Carrilho, Elsa Thirion-Venter, Shaun Naidoo, 
Sheila Akinnusi, Leonie Vorster (CEO) and I.  The Memorandum of Incorporation and Company Rules hold 
the term of the board members at three years and subsequently we have one board member, Elsa, who will 
be retiring from the board at the end of this term. The process for nominations for new directors has been 
concluded and will be presented to this AGM for approval. The new chair will be elected by the Board at the 
first Board meeting following the AGM with a communication to follow to all members thereafter.  
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I have now had the privilege of serving two years as chair which I would be the first to acknowledge would 
not have been possible without the individual contribution of each member of the board: the chair of the 
board serves as an anchor function to the board but is only in the position to present a positive report at an 
AGM as a result of the collective and continued contribution from the members of the board. 
 
6. Membership  
 
The SAMRA Organisation Members in 2015/2016 has grown from 104 to 110 representing a 5.5% growth as 
opposed to 13% in the corresponding period last year. In addition, our Associate member base has reflected 
a growth of 5.6% (2014/2015: 10%) increasing from 1515 members to more than 1600 members.  
 
In summary there are:  
 
 110 Organisation Members, with more than 1600 Associate Members; and  
 172 Independent members, down 19% from 2014/2015, compared to 5% growth reported last year.  
 
As of last count there are 2 Organisation Membership applications and 21 Independent Membership 
applications pending.  
 
Membership has continued on a positive growth trajectory, albeit that it slowed down significantly and 
slanted negatively for Independent Membership. It is important to note the following: 
 
 Twenty two (22) Independent Memberships and 12 Organisation Membership were withdrawn due to 

non-payment or failure to meet membership renewal requirements. 
 Nineteen (19) Independent Membership and no Organisation Membership resignations were received. 
 –Three Independent members transferred to Organisation Membership.  
 New applications were approved for 18 Independent Memberships and 11 Organisation Memberships. 
 
New applications (29) exceeded resignations (19). However, the number of memberships withdrawn is of 
concern, even if indicative of a renewed emphasis on professional conduct regarding SAMRA membership 
and of tough economic conditions. While the industry continues to endorse SAMRA to fulfil its mandate in 
representing and driving the professional agenda for Market Research in South Africa, it is imperative – as it 
is for any organisation faced with slowing growth and margin erosion – to develop appropriate strategies 
and products to rebuild income streams.  
 
7. The SAMRA Office 
 
Securing a Membership support leader to manage the ever-growing administrative demands in the SAMRA 
office remained a key challenge in the past year. The ongoing search for and limited success in securing a 
permanent appointment in the position has affected service delivery and placed continuous pressure on the 
CEO to ensure all administration, financials and member communication are running business as usual while 
at the same time driving the strategic agenda for the organisation. Another round of recruitment has just 
been concluded and the Board has approved a new appointment that we are confident will not only grow 
into the position but ensure that we can deliver on our commitment to our members. 
 
8. Activities 
 
I would like to highlight a few of the activities of the past year:  
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8.1 Governance and Administration 
 
The SAMRA Board meets six times a year, and this year also met once with an ad hoc stakeholder strategic 
planning committee and once as an internal SAMRA Board meeting to develop the SAMRA Strategy for 2015 
to 2020, 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 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. The SAMRA CEO will present 
the strategy after this Chairman’s Report. 
 
8.2 Talent Initiatives and Professional Recognition 
 
Professional Recognition for Survey Interviewers: SAMRA was awarded Assessment Quality Partner status 
by the Quality Council for Trades and Occupations, to assess Survey Interviewers against the requirements 
for the registered qualification that was developed with the support of GfK Verein. 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 assessment is currently being developed, and SAMRA has been 
included as a case study in the Quality Council’s draft Policy on Online Assessment. 
 
SAMRA Accredited Marketing Researchers (SARs): SAMRA has maintained its recognition by the South 
African Qualifications Authority (SAQA) as the Professional Body for Marketing Research. SAQA visited 
SAMRA on 10 November 2015 for our 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 terms of the South African National Qualifications Framework 
registered designation for SARs, we conducted seven Continuing Professional Development Audits in the last 
year. Four SARs retained their accreditation. One new application was successful.  
 
Market Research Analyst Qualification: SAMRA has submitted an application to develop a qualification for 
(senior) research executives, with the support of the Services Sector Education and Training Authority. This 
will allow for learning and career progression and professional recognition for researchers that meet 
industry needs and will address the skills shortage at this level. 
 
Higher Education Advocacy: SAMRA currently represents the industry on the academic Advisory Boards of 
Tshwane University of Technology and UNISA. In addition, we have presented guest lectures about research 
ethics and research as a career to students at University of Johannesburg, Monash University and UNISA. 
 
The SAMRA Looking for Work Service has been used by 136 people since our last AGM. 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 25 
applications since the last AGM via the SAMRA Bursary Service that was launched in 2014. 
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8.3 Communications 
 
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 R 309,192. By 
2015, our coverage had increased to 89 inserts (i.e. 11 television, 18 radio, 19 print and 41 Internet inserts) 
reported at R 2,315,928 – a 27% increase on 2014 coverage. The SAMRA Facebook page currently has 337 
Likes, the SAMRA LinkedIn group consists of 206 professionals, and our @SAMRA_CEO Twitter account has 
339 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 almost 2100 website users, and have enjoyed uninterrupted service since moving 
to Afrihost for hosting services in 2014. 
 
Since the last AGM, SAMRA Updates (our newsletter) were emailed to members in November 2015, and 
January, February and August 2016, in addition to ad hoc communications via email. 
 
8.4 Events 
 
The SAMRA Annual Conference 2016 was held at the Velmore Hotel in Centurion, on 11 and 12 May 2016.  
This year had around 100 delegates attending, with 72% of the audience from research supplier side and 
28% from client-side. We were very fortunate to secure keynote speakers that brought with them a wealth 
of insights and world views, presenting a diverse range of topics, including even fashion! 
 
The theme of the conference was #AskMeAnything: Research as a Change Agent. This continued the 
narrative of change from 2014 (A Puzzling time for Market Research – Finding Solutions that Work) and 2015 
(The Evolution of Market Research: Changing to Improve). However, this year the audience and speakers 
were challenged to move beyond the simple, uncomfortable space of recognising change as a constant to 
redefining the journey of transition to remain relevant contributors to clients and society as a whole.  
 
In addition to the three keynote speakers there were 13 presentations over the two days. Following positive 
reviews from delegates on the division of the program in 2015 we opted to again group morning and 
afternoon sessions on client- and supplier relevant topics.  The varied papers ensured that delegates could 
find a strong fit to interest and resulted in lively debate. Our own CEO took the lead in practical innovation 
and even ventured into the technology space by creating and successfully running the conference App. This 
promoted interactivity and enabled delegates to remain in touch and in the moment by evaluating the 
presentations, the schedule, the papers, speaker profiles, paper summaries and delegate profiles.  
 
A highlight at the conference was the award of the ESOMAR Foundation Scholarship, sponsored by SSI, to 
Nicolin Mamuya, one of the SAMRA Student Guides for conference, to further her post graduate studies in 
Marketing and Research.  
 
The winners of this year’s Annual Conference awards were: 
 
 Best Overall Paper: Adhil Patel and Chris Davies – Going from Qual to Quant with Visual Content 
 Best First-time Speaker: Chris Davies – Making social media analytics scalable – integrating social media 

data with shorter, smarter surveys 
 Kantar TNS Innovation Award: Adhil Patel and Chris Davies – Going from Qual to Quant with Visual 

Content 
 People’s Choice Award: Adhil Patel and Chris Davies – Going from Qual to Quant with Visual Content 
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SAMRA presented three client-side sessions at SAMRA Organisation Members, regarding data privacy, 
research quality, and SAMRA membership benefits. Other professional development events since the 2015 
AGM included: 
 
 Employment Equity Webinar in October 2016 
 QRCA-SAMRA Creative Tools and Techniques for Qualitative Researchers Workshops in Johannesburg 

and Cape Town in October 2016 
 Digital Digest 2016 in Durban, Cape Town and Johannesburg at the end of March and beginning April 

2016 
 Data Privacy Symposium in Centurion on 10 May 2016 
 SA Local Elections 2016 media briefing on 27 July 2016 in Johannesburg 
 
8.5 Public Protection 
 
SAMRA hosted three webinars regarding the ethical requirements for research and developments in this 
regard locally and internationally. 
 
Since our last Annual General Meeting, 54 member and public queries regarding ethical conduct have been 
addressed, more than 20 ethical complaints against SAMRA members in terms of the SAMRA ESOMAR Code 
of Conduct were submitted and resolved without requiring disciplinary processes, and three complaints 
were heard by the Ethics Committee, relating to late payments, panel management, and customer 
satisfaction surveying and data privacy. An ethics audit of customer satisfaction surveying was piloted at 
one Organisation member site. 
 
8.6 Publications 
 
The SAMRA Journal 2015 and the SAMRA Yearbook 2015 were posted to SAMRA Organisation Members, 
SAMRA Independent Members and SAMRA Accredited Marketing Researchers (SARs), as well as to Higher 
Education Institutions in South Africa and in the rest of Africa. 
 
The SAMRA Journal 2015 was an insightful, bumper edition, published under the expert editorship of Duncan 
Brett. The journal featured contributions from all stakeholders and focused on some of the most cutting 
edge thinking and innovation from within our own membership and beyond. The key is sharing, to benefit 
the collective, and the positive reviews are testament to the contribution the publication has made to our 
industry. 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. 
 
The annual SAMRA Salary Survey 2015 was published at the beginning of 2016, and SAMRA members in 
South Africa participated in the annual ESOMAR Global Market Research Study 2016 (about 2015) towards 
the middle of 2016. The local market research industry’s turnover for 2015 was estimated at R 2.57 billion, 
which represents modest year-on-year growth of 6% before inflation.  
 
8.7 Other Member Products and Services 
 
 SAMRA Doing Good was launched. SAMRA members with a passion for doing good, helping others and 

making a positive difference in other people’s lives can make use of this free service to advertise 
registered non-profit organisations that they support, the URL for their website, and a motivation for 
supporting the particular organisations. Each SAMRA Independent Member and each SAMRA 
Organisation Member can list one organisation/initiative at any given time. The initiative must be 



 

SAMRA Chairman’s Report, 10 August 2016, page 7 

registered as a non-profit company/organisation, offer assistance to communities, groups or individuals 
in need and must do work in at least one African country. 

 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 (4 of 2013), 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, and is aimed at rooting out fraudulent, 
unethical and poor quality research participant recruiting. 

 Seven industry job advertisements were placed in the Career section of the SAMRA website in the last 
year.  

 More than 30 requests for research assistance were distributed to SAMRA members. 
 
Conclusion 
 
In conclusion, Ladies and Gentlemen, I would like to once again thank you for your continued support for, 
and constructive contribution to the industry.   
 
Lastly, I would like to thank Leonie Vorster for her tireless efforts to grow, evolve and secure the professional 
ethos of the industry. Leonie, you have made and continue to make an almost immeasurable contribution to 
the Market Research industry both at home and abroad. It’s been a challenging period for the industry 
compounded by administrative burden combined with strategic direction. Without your passion and 
enthusiasm for Market Research, the industry in South Africa, and I would venture to say the continent, 
would be poorer. I look forward to working with you on contributing to the industry now and in the future. 
 
The narrative of change continues albeit in an advanced stage. I would like to continue the conversation 
from last year where I stated that in my view organisations intellectually acknowledge that it no longer 
suffices to produce a report card, but it is also necessary to focus on building sustainable, lasting 
relationships with clients as partners. I would like to quote from the author Moran when he states that the 
marketing research industry is at a pivotal stage in its evolution – faced with a challenging ecosystem, new 
competitive entrants and threatened with commoditisation – we will either reposition ourselves successfully 
by moving actively into the strategic, consultative space or the industry will simply be overtaken and 
ultimately absorbed by the consulting space. It’s a choice really but one that has to be taken and pursued to 
ensure that we stay relevant– and well, frankly in business. As I step down as chair today I am confident that 
SAMRA has the vision, focus and plan to continue to serve the marketing research industry in Southern 
Africa – ensuring that members benefit from the activities of the organisation and that it will support 
research suppliers, clients, academia and a new generation of professionals to be in a favourable position to 
meet the challenges and remain relevant to the needs of varied stakeholders, with a professional body that 
is tasked, mandated and equipped to serve them optimally. 
 
Thank you.  
 
 
 
 
____________________________ 
Ineke Prinsloo 
SAMRA Chairman 2015/2016 


