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A MESSAGE FROM THE CEO 
 
The Market Research Industry in 2017 and Beyond 
 
What is market research? 
 
With the notable exponential acceleration of technological innovation and developments globally, the 
very definition of research in our industry has changed: 
 

Research which includes all forms of market and social research, opinion polling and 
data analytics, is the systematic gathering and interpretation of information about 
individuals and organisations. It uses the statistical and analytical methods and 
techniques of the applied social, behavioural and data sciences to generate insights and support 
decision-making by providers of goods and services, governments, non-profit organisations and the 
general public. (ESOMAR, 2016) 

 
And thus, we have become ‘the insights industry’. We have evolved from doing survey research, to harnessing the new 
opportunities offered by the Internet of Things (IoT), social media, mobile, and various other different types of digital channels 
and secondary data that are available.  
 
With all of these come new challenges to our thinking about what is right and what is wrong. Now more than ever concepts 
such as doing no harm, transparency and protection privacy should permeate everything we do in the pursuit of insights 
gleaned from data and research. 
 
Research as scientific enquiry 
 
More and more these days, I find myself asking if the Southern African insights industry is African, and what does that mean? 
Insights agencies in Africa often adopt methodologies and techniques from Europe or America, or adapt such methodologies 
and techniques to the African context. This is sometimes referred to as Africanisation.  
 

“Until the story of the hunt is told by the lion, the tale of the hunt will always glorify the hunter” 
(African proverb referenced by Nigerian novelist Chinua Achebe, amongst others) 

 
Africanisation in the research context can be an awkward fit for both the African researcher and their international client. 
African methodologies could actually be more appropriate. For example, in the South African context, holding an ‘indaba’ (i.e. 
a conference or consultation between or with people) could be more appropriate than shoving consumers into a room for a 
focus group; or imagine creating a ‘lekgotla’ (i.e. a meeting place for assemblies, court cases, and meetings of leaders in a 
village) for your brand research. Who knows: maybe an African scientific approach and African methodologies, or the 
principles they are based on, can be adapted and used in other parts of the world!  
 
The scientific approach requires that one makes assumptions about the nature of knowledge and the world; that you choose 
an orientation toward knowledge; that you use sets of procedures, techniques and instruments for gaining knowledge. I 
believe that the scientific approach does not limit and prescribe what those assumptions, orientation and procedures, 
techniques and instruments must be. In Africa in general, I think the assumptions made about the nature of knowledge and 
the world, our orientation to knowledge, as well as the sets of procedures, techniques and instruments for gaining knowledge 
are different from those in the rest of the world. These differences are well-documented – albeit mostly from a non-African 
(Western) perspective with concomitant bias. What is important is that knowledge assumptions, orientation, procedures, 
techniques and instruments are context-dependent, and in most African countries the contexts are very different from the 
contexts in the rest of the world.  
 
If science is the process of systematically studying the world, then research is the means by which we generate the body of 
knowledge on a particular subject that is then systematically organised. Research is also a systematic process: it makes use 
of rules, procedures, techniques, and steps. It combines ideas (i.e. theories) and facts (i.e. previous research) creatively (i.e. 
in a new, original way) by organising and planning carefully to foresee all consequences, selecting techniques and methods 
to answer questions about the world, and then communicating the answers to others. 

 
Leonie Vorster 
SAMRA Chief 

Executive Officer 



© SAMRA 2016 7 

In many African contexts, problems and questions do not always originate in the realm of basic/pure research (i.e. 
academia), but rather in everyday practical contexts where specific challenges require immediate resolution or innovative 
solutions, not primarily for the sake of building the body of knowledge, but rather for the sake of exponentially growing 
economies, addressing or preventing social and health disasters, saving lives, improving quality of life, and so forth. Thus, 
the focus is often on description, rather than prediction or causality; there may be little control over variables that have an 
impact on research findings; the need is for applied research for the purpose of using the findings to solve practical problems 
or answer practical questions, service research to inform decision-making, or action research to effect change. We often find 
ourselves in a context where a (usually urgent) practical problem or question arises; innovation takes place to solve / answer 
the problem or question, the scientific body of knowledge is consulted (sometimes); primary action, applied or service 
research is done; findings are assimilated into the body of knowledge (sometimes). Is this not also a scientific approach, 
albeit different from the traditional (Western) scientific approach that basic research feeds into the body of knowledge, which 
is then used in applied and service research? In a resource-scarce context, should we not first assimilate and share what we 
already have, and study the body of African knowledge? 
 
Are we brave enough to do the necessary research-about-research that is required for scientific enquiry, keeping in mind that 
research is not scientific if it is not shared for both peer review and future use or application? 
 
The right questions? 
 
The evolution of market research raises a number of important questions, yet to be answered with confidence. What is ‘the 
new (market) research’, and what value can it/we add? What should our strategy be to let others know about the value of 
research? How important will our current operational skills be? How important will strategic thinking be? How can we 
meaningfully integrate data sources; technologies; client and supplier research; operational functions? 
 
Are we still asking the right questions - questions that lead to insights that will help to improve people’s lives? The right 
question about market research is not whether it will die; the right question is whether we as an industry will be part of 
research in the future. Globally, in business, government and society, the impact of research is far reaching, and even we 
sometimes forget that we should be proud of what we do.  
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THE SAMRA CHAIRMAN’S REPORT 
 
Against the backdrop of living in the confines of the 4th industrial revolution, driven predominantly 
by the evolution of digital technology, the world is experiencing exponential rates of change. I’m 
sure we can all agree that this phenomenon has created simplicity and complexity in equal 
measure. The simplest way to describe this environment is through the acronym super-VUCA, 
meaning volatile, uncertain, complex and ambiguous. 
 
The market research industry is no exception in this regard, where the uses of concepts as such 
artificial intelligence, social media, big data, machine learning and others have become part of daily 
conversation. Stating that “the world is changing” is simply irrelevant in 2017. This IS the new world 
where businesses and the market research industry alike have the difficult task of asking 
themselves- “How quickly do we want to integrate ourselves into the new normal?” This quest is easier said than done, 
however all great conquests have always begun by taking one step forward, then another step and so on and so forth.  
 
But the change the world and the market research industry is experiencing may not have to increase rates of anxiety, 
complexity and confusion alone. This new way of working and delivering value to businesses and society provides endless 
opportunities to redefine who the industry is to society. To learn new skills, solve bigger problems, stretch and challenges 
ourselves to leave a better impact on our world, by harnessing the power technology has to offer us. Rather than viewing 
non-traditional market players as threats, the question becomes how do we embrace their way of working for our own 
benefit? The pie is big enough for everyone to share, but he/she who gets the biggest and tastiest slice depends on how 
hunger we all are! 
 
However, in pursuit of reaching an equilibrium state of maintaining our individual and organisational identities, let us not 
forget the basics and hold us true to our craft. These qualities include ensuring trustworthy, quality, insightful and value-
adding research is delivered to our various stakeholders in a manner in which we can all be proud of.  
 
To fulfil SAMRA’s commitments to its members and various stakeholder groups, the 2016/2017 strategy remains focused on 
three priorities namely: Growing the marketing research, social research and opinion polling research industry; enhancing 
quality and professionalism; and finally delivering stakeholder value.  
 
Over and above this mandate, is a strong emphasis on remaining in the ’black’ on the association’s balance sheet. This 
means that every effort to ensure value is delivered to our members whilst aggressively seeking revenue opportunities 
remains the Board’s top priority. It’s a simple task to articulate; however the Board is fully aware that execution will be a 
tough challenge. A challenge we are ready to face head-on. 
 
One of SAMRA’S key strategic objectives is to proactively market, advocate and lobby on the behalf of the industry. As a 
commitment to this objective, SAMRA continues to maintain mutually beneficial relationships with ESOMAR, where we are 
represented on the Associations Sounding Board and the GMR Sounding Board amongst others. Most noteworthy 
developments within the ESOMAR association is SAMRA’s pending decision to adopt their recently revised ESOMAR Code, 
and by way of signing the new Association partnership agreement.  
 
SAMRA also a formal member of the Global Research Business Network, where SAMRA’s CEO currently serves on the 
GRBN Board representing the African Market Research Association, and SAMRA has recently signed an agreement with 
their Learning Centre to encourage content marketing of relevant research learning material. 
 
Another important partnership is the African Market Research Association which was established last year. The purpose of 
this association is to represent market research from across the continent in a unified, strong and professional manner. 
SAMRA was also the proud host and event partner of the inaugural Africa Forum 2017, which was a great success. As an 
active participant in the industry, SAMRA is represented on the board of AMRA, where South Africa remains the 
administrative headquarters until March 2018.  
 
As a professional industry, governed by ethics and standards, SAMRA’s partnerships with the Services SETA, South African 
Qualifications Authority and Quality Council for Trades and Occupations continue to ensure that appropriate skills and 
practices are upheld, in order to maintain our industry’s reputation amongst various stakeholder groups.  

 
Sheila Akinnusi 

SAMRA Chairman 
2016/2017 
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All of the above is achieved the SAMRA CEO’s constant engagement and attendance at key strategic meetings including 
attendance at the annual ESOMAR Congress, various associations and representatives meetings, GRBN and AMRA 
meetings.  
 
This year SAMRA unfortunately showed a significant deficit of R 344,385. In light of the tough economic landscape, the 
Board continues to manage the budget stringently. Conscious efforts to identify cost saving and revenue generating 
opportunities are always at the forefront of the Board’s agenda, as ensuring a healthy budget contributes to the effective and 
efficient running of the association. 
 
The current SAMRA board, which has met regularly this year, continues to comprise of a healthy balance and representation 
from supplier, client and academia. The 2016/2017 SAMRA Board comprised of Alexan Carrilho, Henk Pretorius, Shaun 
Naidoo, Nontuthuzelo Mashaba, Ineke Prinsloo, Leonie Vorster (CEO) and I. The Memorandum of Incorporation and 
Company Rules hold the term of the board members at three years. 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.  
 
I would like to personally thank each board member for their time and valuable contribution to SAMRA this past year. Most 
especially, I would like to thank Leonie Vorster (CEO), for her tireless efforts to keep the association well managed and 
respected within the industry at large. This has not been an easy task to achieve especially without the administrative 
support that is needed; however her willingness to work hard and go the extra mile has not gone unnoticed.  
 
The SAMRA Organisation Members in 2016/2017 has grown from 110 to 119 representing an 8% growth as opposed to 5% 
in the corresponding period last year. In addition, our Associate member base has reflected a growth of 2% increasing from 
1577 members to more than 1606 members. In summary, there are:  
 
▪ 119 Organisation Members, with 1606 Associate Members; and  
▪ 164 Independent members, down % 5 from 2015/2016 
 
As of last count there are 10 Organisation Membership applications and 22 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 Twelve (12) Organisation Memberships were withdrawn due to non-

payment or failure to meet membership renewal requirements.  
▪ Nineteen (18) Independent Membership and no Organisation Membership resignations were received.  
▪ Two (2) Independent members transferred to Organisation Membership and one (1) organisation membership was 

transferred to an independent membership. 
▪ New applications were approved for 18 Independent Memberships and 3 Organisation Memberships.  
 
SAMRA would like to thank all its current and future members for their continued support, in these challenging times. It is 
with your commitment that the association is able to deliver a quality service to the industry at large.  
 
Securing a Membership Administrator to manage the ever-growing administrative demands in the SAMRA office remained a 
key challenge in the past year. The ongoing search for a suitable candidate has affected service delivery and placed 
continuous pressure on the CEO to ensure all administration, financials and member communication are running smoothly, 
whilst driving the strategic agenda for the association. 
 
Maintaining every aspect of the office’s mandated duties remains a key priority to the Board and CEO, where interim plans 
have been put into place to ensure all tasks and responsibilities are well managed until a suitable candidate is appointed. 
The position was advertised in May/June of 2017 and interviews are scheduled to commence in August 2017. 
 
SAMRA’s lease agreement at Regus Offices in Bryanston is coming to an end at the end of October 2017 and as such, the 
Board has sought the opportunity to look for more value at alternative locations. After careful thought and consideration, 
SAMRA will be moving to The Workspace Office Suites in Sunninghill Gauteng, thereby achieving a total saving of R60, 000 
per year in rental fees.  
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I would like to highlight a few of the activities of the past year: 
 
Survey Interviewer qualification: SAMRA submitted the assessment design in November 2016 and received feedback 
from the QCTO on 29 June 2017. SAMRA is currently reviewing the feedback and proposed changes will be re-submitted to 
QCTO for final approval prior to launching the initiative.  
 
SAMRA Accredited Marketing Researchers (SARs): SAMRA has maintained its recognition by the South African 
Qualifications Authority (SAQA) as the Professional Body for Marketing Research. SAMRA has consistently achieved green 
status (i.e. compliance) for our data submissions to SAQA related to the SAMRA Accredited Marketing Researcher (SAR) 
designation. 
 
Market Research Analyst Qualification: In May 2016 SAMRA 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. To date SAMRA is still awaiting feedback from the QCTO and will notify members any of 
developments as they arise. 
 
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 and Bursary services will be re-launched during the new financial year, in an 
effort to enhance the end user experience. An exciting new addition added to the SAMRA agenda for the coming year will be 
to launch the already designed SAMRA Mentorship programme. The purpose of the programme is to facilitate knowledge 
sharing and dialogue amongst seasoned professionals within industry and those who have a willingness to learn from the 
experience of many competent and respected peers and colleagues. 
 
SAMRA’s media presence has increased substantially in the 2015/2016 period (+27.5% year-on-year), with media 
coverage obtained through 79 inserts (i.e. 19 television, 10 radio, 14 print and 33 Internet inserts) at a total value of 
R2,952,055. SAMRA’s online presence accounted for 63% of coverage, driven by various medium’s including SAMRA’s 
social media profiles on LinkedIn, Twitter and Facebook. As a Board, we are especially pleased with this outcome, as all 
returns have been generated at no financial cost. In addition, communication across SAMRA’s members was also facilitated, 
where more than 22 Request for Proposals Services have been sent to members between March 2016 and February 2017. 
 
The SAMRA website was revised at the end of 2016, to improve accessibility, usability and aesthetics. In addition to the new 
user-friendly website format, the Global Research Business Network content marketing partnership is expected to deliver 
good value to all SAMRA members. Seven SAMRA Updates (newsletters) were sent to members, in addition to ad hoc 
communications via email. 
 
The SAMRA Annual Conference 2016 was held at the Velmore Hotel in Centurion, on 11 and 12 May 2016. The 
conference 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 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 
 
SAMRA presented three client-side sessions with SAMRA Organisation Members, regarding data privacy, research 
quality, and SAMRA membership benefits. Other professional development events included the Digital Digest 2016 in 
Durban, Cape Town and Johannesburg at the end of March and beginning April 2016; a Data Privacy Symposium in 
Centurion on 10 May 2016; a SA Local Elections 2016 media briefing on 27 July 2016 in Johannesburg; two Introduction to 
Qualitative Research workshops in Pretoria and Cape Town in November 2016. SAMRA also co-hosted the Inaugural Africa 
Forum 2017 in February in Johannesburg.  
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SAMRA presented five webinars regarding the ethical requirements for research and developments in this regard, locally 
and internationally. A notable increase has been observed in the number of queries related to privacy issues and complaints 
regarding non-payment and research quality, namely, a 57% increase since 2015/2016 in queries, resulting in 85 recorded 
queries. 37 complaints related to contraventions of the SAMRA ESOMAR Codes of Conduct were handled over the 
2016/2017 period related to the following: 
 
▪ 5 complaints referred to DMASA 
▪ 15 complaints against non-members, who have been informed of and engaged regarding their unethical conduct 
▪ 13 complaints against members, resolved without any disciplinary process 
▪ 4 complaints against members, adjudicated by the SAMRA Ethics Committee. The verdicts included one member 

being found guilty (current in the appeal period) and three members being found not guilty.  
 
It is encouraging to note that most queries and complaints are resolved through formal, structured processes defined by 
SAMRA. However, every effort should be exercised by all within the industry to familiarise ourselves with the rules stipulated 
within the codes of conduct and adhere to them. This is necessary in order for the market research industry to maintain a 
favourable reputation within society.  
 
Towards the latter period of 2016, the SAMRA Journal was published and circulated 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. Given rising printing and distribution costs, the Board is currently 
reviewing ways to save costs by offering online versions of these publications going forward. There were major delays to 
secure enough advertising revenue to proceed with the SAMRA Yearbook 2016, and a change of supplier further delayed 
the production process. 
 
The annual SAMRA Salary Survey 2016 was completed early in 2017, and SAMRA members in South Africa will participate 
in the annual ESOMAR Global Market Research Study 2016 in June 2017.  
 
The SAMRA website continues to reserve space for parties who wish to communicate initiatives to help those less fortunate 
than us. SAMRA Members can use this free service to advocate for registered non-profit organisations that they 
support. Each SAMRA Independent Member and each SAMRA Organisation Member can list one organisation/initiative at 
any given time. The initiative must be 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 Board would like to encourage all 
members to use this service, as we are all aware of the plight of many in need and living amongst us.  
 
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. In light of this 
requirement SAMRA is exploring the possibility of investing in an API to ease the process of verifying large amounts of data 
instantaneously. An online demonstration of the system’s functionality was held on 24 February 2017 and another session is 
scheduled for August 2017. The SAMRA Research Participant Database (RPD) is currently being debugged and enhanced 
based on user feedback. To date there are only 15 users, where no clients or recruitment agencies are currently using the 
facility. SAMRA would like to urge all members to consider using the facility to track research participation nationally and 
verify research participation in an effort to eliminate fraudulent, unethical and poor quality research participant recruiting. An 
online demonstration of the system’s functionality was held on 24 February 2017 and another session is scheduled for 
August 2017. 
 
Three industry job advertisements were placed in the Career section of the SAMRA website in the last year. In an effort to 
generate additional income, the service is now also available for non-member at a slightly higher price.  
 
In conclusion, the 2016/2017 financial year has been one of great challenges and equally one of great success. The Board 
and I look forward to serving your interests well into the future and through the competent stewardship of the SAMRA CEO, 
Leonie Vorster. It is through her enthusiasm and passion for the industry that I can confidently say, the future of the market 
research industry is bright. To all of you here today, thank you once again for your support and involvement in the industry. 
SAMRA only exists to serve you in your various capacities and we are committed to the task. As we all forge ahead towards 
the turbulent unknown, let us make every effort to collaborate and operate as a collective, to ensure our future a broader 
societal context. 
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FINANCIAL SUMMARY (MARCH 2016 TO FEBRUARY 2017) 
 
The financial statements for 2015/2016 were approved at the SAMRA Annual General Meeting on 
10 August 2016. SAMRA used DECO Chartered Accountants as the auditor for 2016/2017. 
Hendrik Venter was the bookkeeper during this period. A deficit of R 344,385 was shown during the 
2016/2017 financial year. This is an increase of R 240,564 compared to the deficit shown in 
2015/2016. In short, revenue was down 21.8%, the cost of sales was down 48.4% and the deficit 
was up by 231%. The total cash at hand on 2 August 2016 was R 1,428,989.35 comprising the 
following two accounts: 
 
 

▪ Current Account:  R 7,159.34 
▪ Marketlink Account: R 1,421,830.01 
 
This is slightly down (6%) from 2014/2015.  
 
As it stands the membership fees for the 2016 / 2017 financial year were as follows: 
 

Mar 2016 to Feb 2017  Annual Turnover/Budget:   Annual Fee for the Organisation:  

Independent   Not applicable – per individual  1,360.00 

Organisation   < R 2 million  980.00 

 R 2 million – R 5 million  2,620.00 

 Between R 5 million & R 10 million  5,220.00 

 R 10 million – R 20 million  8,470.00 

 Between R 20 million & R 50 million  11,735.00 

 R 50 million & more  13,356.00 

Mar 2016 to Feb 2017  Headcount (Employees Only):   Annual Service Fee Per Worker: 

Independent   Included in membership fee   

Organisation   1 to 10  335.00 

 11 to 20  280.00 

 21 to 50  223.00 

 51 to 100  196.00 

 100+  112.00 

 
This was a 6% increase in fees across the board. 
 
SAMRA obtained Directors’ and Officers’ Liability insurance in July 2013 and this has been renewed annually. The annual 
cost is around R 5,700.00, with the limit of indemnity at R5 000 000.00. 
 
SAMRA’s total assets decreased by 34.9% from R 1,755,206 in 2015/2016 to R 1,142,153 in 2016/2017. The Nett Asset 
Value in 2015/2016 was R 1,257,814 compared to R 955,439 in 2016/2017. This is a 24% decrease.  
 
Accounts receivable decreased in 2016/2017 from R699,250 in 2015/2016 to R296,237. 
 
The bad debt provision was increased in 2016/2017 from R 84,809 to R 95,470. We did not write off any bad debts, but 
instead handed the accounts over for collection. The SAMRA Board took the decision to hand people over for debt collection 
in 2013/2014. The debts until May 2014 were handed over in November 2014. These handed over debts were from June 
2010 up until May 2014. Debts after that have not been handed over as yet.   
 
SAMRA’s gross surplus for 2016/2017 decreased by 11.0% R 1,230,349 in 2016/2017 compared to R 1,382,747 in 
2015/2016. 
   
The investment revenue stayed stable between 2015/2016 and 2016/2017. It went from R 62,274 in 2015/2016 to a few 
hundred Rand more at R 62,792 in 2016/2017. 
The annual conference brought in much less revenue in 2016/2017. There was a decreased of 48.7% in 2016/2017.  

 
Alexan Carrilho 

SAMRA Treasurer 
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The value from subscriptions decreased slightly in 2016/2017. The revenue was R 967,503 compared to R977,919 in 
2015/2016. This is a 1.1% decrease. 
 
The trade receivables decreased from to R 464,400 in 2015/2016 compared to R298,651 in 2016/2017. This is a 36.0% 
decrease. 
 
SAMRA showed a deficit of R 344,385 which constitutes a 231% increase. SAMRA managed to control the expenses during 
this period with a minimal increase in operating expenses. The expenses for the 2016/2017 were R 1,637,696 compared to R 
1,555,940 in 2015/2016, a difference of R 81,756. This is a 5.3% increase, which was below inflation. There are a few 
expenses I would like to mention that increased or decreased significantly over the financial period. 
 
▪ There was a 23.5% increase in costs associated with office rental in 2016/2017.  
▪ Staff recruitment costs were up in 2016/2017 due to the resignation of the office administrator and looking for a 

replacement.  
▪ The accounting fees for 2016/2017 were decreased by 5%.  
▪ There was a 57.3% decrease in the auditor's remuneration. 
▪ The bank charges have been reduced by 8.9% due to minimal use of the facility and stricter controls in place. 
▪ Costs associated Board meetings increased by 45.2%.  
▪ There was a significant decrease in costs associated with printing and stationery. We saw a 73.3% decrease in costs 

here. 
▪ The costs associated with subscriptions increased by 53.4%. 
▪ The costs associated with telephone and fax were reduced by 81.9%. 
▪ There is also a decrease (48.4%) in the cost of sales for 2016/2017.  
 
 

SAMRA 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. 
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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 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 
Recognition 

Members who achieve a certain level of competence and standing in the industry are 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 
Participant 
Database 

The SAMRA Research Participant Database (RPD) is an online database service that tracks 
research participation nationally and allows subscribers to verify if a person has participated in 
research within the 6 months preceding the date of verification. This service, available at 
www.samraonline.co.za, requires annual licensing and 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 
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Professional 
Development 

SAMRA hosts an annual conference, with eminent speakers from South Africa and abroad. Other 
professional development events include interest group events, webinars, seminars, workshops, 
discussion forums and meetings where issues pertinent to the profession are discussed, hosted at 
local level. Organisation members can also make use of ethics advisory services. 

  
Advertising and 
Sponsorship 
Opportunities 

Advertising and sponsorships are available in SAMRA publications (e.g. the SAMRA Journal of 
Marketing Research, the SAMRA Yearbook, and SAMRA newsletters), on the SAMRA website, or at 
SAMRA events (e.g. registration area, venue, catering, presentation area, gifts, etc.). These 
opportunities are available to organisations that do or use 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 and Incoming Board Members (August 2015 to August 2017) 
 

 
 

From left to right, Back row: Elsa Thirion-Venter, Nontuthuzelo Mashaba, Sheila Akinnusi (Chairman), Shaun Naidoo, Ineke 
Prinsloo, Front row: Leonie Vorster (Chief Executive Officer), Henk Pretorius. Not present: Alexan Carrilho 
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SAMRA Board Members (August 2016 to August 2017) 
 

 

Sheila Akinnusi 
Nedbank 
Chairman 
Director: Large Research Users 

 

Henk Pretorius 
Columinate 
Director: Medium Research Suppliers 

    

 

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

 

Shaun Naidoo 
Answered  
Director: Small Business & Freelance 
Research Suppliers 

    

 

Alexan Carrilho 
Ipsos South Africa 
Director: Large Research Suppliers  

 

Nontuthuzelo Mashaba 
PhD Candidate in Management: ESC 
Rennes School of Business 
Director: Academia 

    

 

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

  

 

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 2016/17 Ms Sheila Akinnusi 



 

 

SAMRA MEMBERS 
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SAMRA ORGANISATION MEMBERS 
In Good Standing At 1 March 2017 
 
Africa Analysis 
African Response 
Answered Insight  
Ask Afrika 
Bateleur Brand Planning 
Beyond Insights 
Blueprint Holdings  
BMi Research  
BMI Sport Info 
BMI–TechKnowledge Group  
Business DNA 
Business Intelligence Africa 
Busy BEE Communications 
Carnelley Rangecroft Consultancy 
CFS Consulting 
Citizen Surveys  
Columinate  
Confluence 
Consulta Research 
Consumer Conversations 
Dashboard Marketing Intelligence 
Deirdre Lubbe Consulting 
Devnomics 
Digital Republic 
Enterprises University of Pretoria  
Eyes and Ears Marketing Services 
Field Focus Research 
Foshizi 
Freshly Ground Insights 
Frontline Africa 
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 
imagineNATION Alliance 
inQuba 
Insight Survey 
Integreon Managed Solutions 
Interact RDT 
Ipsos South Africa 
IQ Business  
Kantar Millward Brown 

Kantar TNS 
KLA 
Klipriver Group 
KPI Research & Strategy 
Lida Groenewald Research Consultants 
Livingfacts 
Lodestar Marketing Research 
MarkData 
Market Insights Tracking (Mitra) 
Masutane Consulting Services 
Mkt Research 247  
MMR Research Worldwide  
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  
SADC Research Centre 
SEA Africa  
Sentinel Consulting 
Smoke Customer Care Solutions 
Soft Craft Research 
Standard Bank 
Survey Warehouse 
Synchronicity Marketing Insights  
Telkom 
The Customer Equity Company 
The Research Junxion 
The Research LampPost 
Times Media Group 
Topline Research Solutions 
Tshwane University of Technology 
UM Jwali Market Research 
Umthombo Wolwazi Research Services 
UNISA - Bureau of Market Research 
Urban Studies 
VBH Health Care Research Consultancy 
Vibrand Research 
Vision Africa Research Services Namibia  
Yellowwood 



© SAMRA 2016 19 

SAMRA INDEPENDENT MEMBERS 
In Good Standing At 1 March 2017 
 
Kevin Abraham 
Carol Affleck 
Mike Aitken 
Venetia Amato 
Matt Angus-Hammond 
San-Marié Aucamp 
Ernest Bagopi 
Kazeem Opeyemi Bakare 
Salomé Barnard 
Lynette Benjamin 
Shirley Benney 
Ruane Bester 
Kobus Boshoff 
Anita Botha 
Esther Brain 
Desiree Brookes 
Beverley Buchanan 
Sue Burns 
Miroslav Canak 
Teboho Chalale 
Mike Charnas 
Ben Chingwa 
Christele Chokossa 
Margie Constantaras 
Barbara Cooke 
Tim Cooke 
Billy Coop 
Clive Corder 
Inka Crosswaite 
Laurie Cunningham 
Lucy de Canha 
Christine de Goede 
Jani de Kock 
Lizalle Delport 
Marne Dirks 
Nomfundo Dlamini 
Jean Dommisse 
Marianne Du Plessis 
Mathilda du Preez 
Tammy du Preez 
Graham Easton 
Cees Faber 
Magdel Fick 
Erica Fourie 
Howard Fox 
Ignaz Fuesgen 
Andrew Fulton 
Rebone Gcabo 
Lorraine Geel 
Sophia Giani 
Mardorette Gibson 

Duscha Govender 
Jacqui Greeff 
Jean Green 
Promise Gumbo 
Caroline Harben 
Johan Hattingh 
Therese Havenga 
Norbert Haydam 
Claude Heimann 
Neil Higgs 
Jenny Highley 
Jennifer James 
Ian Jeffrey 
Laura Kaufman 
Heather Kennedy 
Alex Kessel 
Brian Klompas 
Craig Kolb 
Sjoerd Koornstra 
Chris Kriel 
Lizette Kritzinger 
Linda Kuiper 
Kathryn Kure 
Jumoke Lafenwa 
Henri Lamaletie-Lamy 
Sue Lerena 
Nina Lewin 
Vanessa Liebenberg 
Marina Lombard 
Majola Lawrence Mabuza 
Frances MacMahon 
Mohamed Majapa 
Patrizia Male 
Moe Malumo 
Rudo Maponga 
Wesley Maraire 
Moowa Masani 
Warren Matodes 
Thecla Mbongue 
Louise Mc Robert 
Althea McCourt 
Rosemary McHarg 
Craig Melling-Williams 
Hildy Menelaou 
Annemarie Meyer 
Andrew Modiba 
Susan Moerdyk 
Kriyanka Moodley 
Dale Morton 
Benny Moteleng 
Chuck Muller 

Lee-Ann Munetsi 
Golden Muzanago 
Debapriyo Nag 
Mphathi Ndlovu 
Lynette Nicholson 
Wilson Ningpuanyeh 
Jane Nzomo 
Lee-Ann O'Ryan 
Nurjehaan Parkar 
Rebecca Peters 
Jason Pillay 
Jacolize Poalses 
Melinda Potgieter 
Ineke Prinsloo 
Wellington Radu 
Lukey Raganya 
Candice Rascher 
Sandra Reinbrech 
Grant Robertson 
Reana Rossouw 
Lizanne Sharp 
Herring Shava 
Wahid Manaye Shiferaw 
Thuba Sithole 
Lungy Siwela 
Gavin Sobey 
Jill Solomon 
Philip Sparks 
Jean Vincent Staub 
Pieter Steenkamp 
Bev Stein 
Helen Strong 
Marilette Swart 
Annamarie Theron 
Helena Theron 
Deon Tustin 
Lynette van Duyn 
Corine van Erkom Schurink 
Ziegfried van Huyssteen 
Peter van Laar 
Hennie van Niekerk 
Suzette van Zyl 
Casper Venter 
Megan Vercueil 
Mariana Visser 
Monica Waisman 
Jan Wegelin 
Mzamo Xala 
Shameen Yacoob 
Cyprian Lapah Yota 

 



 

 

PROFESSIONAL RECOGNITION 
 
 
 
 
 



© SAMRA 2016 21 

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: 
 
Dr Elsa Thirion-Venter (2016) 
Ms Shirley Benney (2012) 
Ms Alex Kessel (2008) 
Ms Heather Kennedy (2003) 
Mr Erik Du Plessis (2003) 

Mr Neil Higgs (1995) 
Mrs Jean Green (1995) 
Ms Monica Waisman (1993) 
Mr Tim Cooke (1992) 
Dr Clive Corder (1992) 

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

 
 

SAMRA ACCREDITED RESEARCHERS (SARs) 
In Good Standing At 1 March 2017 
 
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: 
 
▪ Kobus Badenhorst 
▪ Salomé Barnard 
▪ Joe Boniaszczuk 
▪ Duncan Brett 
▪ 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 
▪ Promise Gumbo 

▪ Norbert Haydam 
▪ Neil Higgs 
▪ Peter Highley 
▪ Jennifer Highley 
▪ Ian Jeffrey 
▪ Laura Kaufman 
▪ Marna Kirchner 
▪ Rentia Kraucamp 
▪ 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 
▪ Elsa Thirion-Venter 
▪ Schalk van Vuuren 
▪ Sara Webster 
▪ Jan Wegelin 
▪ André Wills 
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SAMRA PARTNERS 
In Good Standing At 1 March 2017 
 
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: 
 
▪ Carol Affleck 
▪ Brad Aigner 
▪ Elaine Alder 
▪ Angelique Amado 
▪ Venetia Amato 
▪ Althea Bacchialoni 
▪ Preena Bhoola 
▪ Michelle Boehme 
▪ Dawn Brookes 
▪ Nicola Brown 
▪ Sue Burns 
▪ Patrick Busschau 
▪ Alexan Carrilho 
▪ Monique Claassen 
▪ 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 
▪ Kim Hanekom 

▪ Trevor Hanekom 
▪ Trudi Hanson 
▪ Shirley Harding 
▪ Mari Harris 
▪ Therese Havenga 
▪ Claude Heimann 
▪ Deon Herbst 
▪ Gordon Hooper 
▪ Jennifer James 
▪ Jude James 
▪ Sylvia Jones 
▪ Zanné Jordaan 
▪ Heather Kennedy 
▪ Antje Kesselmann 
▪ Christie Keulder 
▪ George Klein 
▪ Marylou Kneale 
▪ 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 
▪ Henk Pretorius 
▪ Dirk Prinsloo 
▪ Lukey Raganya 
▪ Carol Rangecroft 
▪ Leonie Richter 
▪ Nicolene Rossouw 
▪ Bev Russell 
▪ Peter Scott-Wilson 
▪ Peter Searll 
▪ Elna Smit 
▪ Gavin Sobey 
▪ Petar Soldo 
▪ Lizl Stoman 
▪ Helen Strong 
▪ Annamarie Theron 
▪ Helena Theron 
▪ Deon Tustin 
▪ Corine van Erkom 

Schurink 
▪ Hendrik van Blerk 
▪ Lesley Van Buuren 
▪ Lesley Van der Walt 
▪ Lynette van Duyn 
▪ Peter van Laar 
▪ Suzette van Zyl 
▪ Heike Viviers 
▪ Alastair Walmsley 
▪ Lorraine Walton 

 



 

 

SAMRA ETHICS 
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SAMRA CODE OF CONDUCT 
 
SAMRA aims to ensure and maintain quality, professional research practice in Southern Africa, amongst SAMRA members 
and the broader research industry. Our objectives in this regard are to: 
 
▪ Raise awareness of codes and practices related to professional research practice both within the membership and 

industry as well as amongst users of marketing research 
▪ Provide guidance and information related to professional research practice and ethics 
▪ Encourage education and training to enhance professional research practice 
▪ Recognise levels of practice within the industry by means of accreditation or designation of professionals 
▪ Encourage professional ethos amongst SAMRA members 
 
The SAMRA Code of Conduct has three parts: 
 
1) SAMRA adopted the international ICC/ESOMAR Code of Conduct and Guidelines at an Annual General Meeting in 

2008. The ICC/ESOMAR Code of Conduct was revised in 2016 (a copy is included in this Yearbook). The 2017 
SAMRA Annual General Meeting will consider the adoption of the revised Code.  

2) SAMRA members also abide by additional requirements as contained in localised SAMRA Checklists and 
Guidelines. 

3) In addition to the international Code of Conduct and Guidelines mentioned above, SAMRA also applies the localised 
SAMRA Complaints Procedure. 

 

Part 1: ICC/ESOMAR Code of Conduct Code of Conduct (2008) 
 
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.  

(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. 
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(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. 
(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; 
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- adequate, relevant and not excessive in relation to the purpose of the research for which they are 
collected and/or further processed; and 

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

Researchers shall ensure that respondents’ personal identity is withheld from the client. The researcher may, 
communicate the respondent’s identifiable personal information to the client, unless national provisions require 
stricter regulations, under the following conditions: 
i) the respondent has explicitly expressed this wish and/or 
ii) the respondent has given their explicit consent and 
iii) on the understanding that no commercial activity (as defined in Article 1d) will be directed at them as a 

direct result of their having provided information. 
(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 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.  
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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. 

 
Notes and Guidelines included in the Code of Conduct  
 
▪ 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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Part 2: SAMRA Checklists and Guidelines 
 

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. 

 (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. 

  



© SAMRA 2016 30 

SAMRA Guideline for Research with Children in South Africa 
Approved on 24 February 2015 
 
A South African Definition of Children for the Purpose of Doing Research 
 
The SAMRA/ICC/ESOMAR Code of Conduct states that 14 is the cut-point for defining a child and thus also for obtaining 
parental/guardian consent, if no legislation specifies otherwise in the country where the research is done. South African 
legislation defines a child in many ways, ranging from 12 to 18: 
 
▪ Age of majority – 18 (this was 21 until 2007) 
▪ Voting age – 18 
▪ Drinking age – 18 
▪ Sexual consent age – 16 
▪ Children under 12 are presumed by the law to be incapable of consenting  
 
Thus, determining when parental/guardian consent is required for research is not clear-cut across all contexts in South 
Africa. If a child can consent to sex at the age of 16, then one could argue that you do not need parental consent for 
research regarding sexual behaviour. Special care should be taken in instances where sensitive information is being 
gathered. Sensitive information includes information about: 
 
▪ Sex, health (incl. physical and mental health or condition), politics, religion, civil participation (e.g. student union 

affiliation), and related beliefs and behaviour 
▪ Illegal activities (e.g. under-age drinking, the commission or alleged commission of any offence/crime, etc.) 
▪ Racial or ethnic origin 
 
The following guideline can be used for interviewing children of various ages: 
 
▪ From 18 years old, and older: no parental consent required 
▪ 16 up to 18 years old: parental consent required for sensitive information, excluding sex and drinking behaviour 
▪ 14 up to 16 years old: parental consent required for sensitive information, and preferred for all other information 
▪ 12 up to 14 years old: parental consent required irrespective of the type of information 
▪ Under 12 years old: parental consent required irrespective of the type of information 
 
Specific requirements are discussed in the SAMRA/ICC/ESOMAR Code of Conduct Guidelines on Interviewing Children and 
Young People. 
 
Research with Child-Headed Households 
 
In 2010, around 229,000 households were headed by children (1.6% of households) (Eighty Twenty) In terms of the 
SAMRA/ICC/ESOMAR Code of Conduct, the pertinent ethical principles are that: 
 
▪ 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 
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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)  
 
 

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! 

  

http://www.ci.org.za/depts/ci/pubs/pdf/resources/guides/Ages%20Guide%20April%202011%20e-version.pdf
http://www.dsd.gov.za/
http://www.hesa.org.za/sa-universities/all-campuses
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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. 

 
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 
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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.  

▪ 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 
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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 
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. 

- 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. 
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▪ 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. 

- 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 
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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. 
 

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 
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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. 

 
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. 
▪ 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). 
 
 

http://www.esomar.org/knowledge-and-standards/codes-and-guidelines.php
http://www.esomar.org/knowledge-and-standards/codes-and-guidelines.php
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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.  
 
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. 
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▪ 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.  

▪ 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. 
  
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.  
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ARTICLE 14: IMPLEMENTATION  
 
▪ SAMRA has adopted the ESOMAR Code and the principles enshrined in it. The Code must be applied, by all 

organisations, companies and individuals involved in and at all stages in a research project.  
▪ Marketers, researchers and their clients should be familiar with the Code and with other relevant local self-regulatory 

documents on research, and should familiarise themselves with decisions taken by SAMRA. Requests for 
interpretation of the principles contained in this Code can be submitted to SAMRA. 

▪ See for the SAMRA Complaints Procedure. 
 
4. Cost Structure for Research Participant Recruiting 
 
The items given below are not prescriptive. It is a guide for recruiters to build capacity to ensure that the recruitment process 
is understood in terms of the components that cost money and take time. 
 
Item: Face-to-face 

recruiting 
Database, telephonic or 
email / referral recruiting 

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

✓  

Printing of questionnaires ✓  
Executive time used to brief recruiters properly ✓ ✓ 
Field recruiter fees (i.e. amount paid per correct recruit that attends 
the data collection event) 

✓  

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

 ✓ 

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

✓ ✓ (Higher) 

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

✓ ✓ (Higher) 

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

✓ ✓ 

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

✓ ✓ 

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

Respondent means one who responds to a SAMRA Code of Conduct complaint against him/her/them.. 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. 
 
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.  
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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. 

 
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. 

  



 

 

SAMRA ANNUAL CONFERENCE 
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SAMRA ANNUAL CONFERENCE 2016 
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SAMRA ANNUAL CONFERENCE HISTORY  
 

Year Venue Theme 

1979 Vanderbijlpark Riverside Holiday Inn - 

1980 Sun City – Bophutatswana - 

1981 Lesotho Sun Are Our Problems Unique? 

1982 Royal Swazi Sun Integrating Market Research Into Marketing Strategy 

1983 Royal Swazi Sun Professionalism In Market Research: Are You Being Professional? 

1984 Royal Swazi Sun SA Market Research: Are We Ahead Of The Game? 

1985 Royal Swazi Sun The Seven Year Itch: Can The Research/Marketing Marriage Survive A 
Recession? 

1986 Vanderbijlpark Riverside Holiday Inn The Professional Practice and Effective Use of Market Research 

1987 Vanderbijlpark Riverside Holiday Inn Changing Research and Researching Change 

1988 Royal Swazi Sun Change and Credibility 

1989 Mmabatho Sun – Bophutatswana Applying Research Results to Achieve Excellence in Marketing and 
Business Decisions 

1990 Royal Swazi Sun Marketing to the Southern African Consumer in the 1990’s 

1991 Royal Swazi Sun The Fates and Fortunes of Professional Marketing Research in the New 
Southern Africa 

1992 Wild Coast Sun Quality for Professionalism 

1993 Wild Coast Sun 1963 – 1993 

1994 Wild Coast Sun Ex Afrika Semper Novi: Always Something New Out of Africa 

1995 Royal Swazi Sun - 

1996 Royal Swazi Sun - 

1997 Royal Swazi Sun - 

1998 Thaba ‘Nchu Sun - 

1999 Sun City - 

2000 No conference held - 

2001 Durban ICC Renaissance 

2002 Drakensberg Champagne Sports 
Resort 

Bridging The Gap  

2003 Grand Palm Resort, Gabarone, 
Botswana 

Out the Box 

2004 Glenburn Lodge, Mulderdrift Into Action 

2005 Spier Wine Estate, Stellenbosch Fact, Fantasy and Fiction 

2006 Dikhololo Game Lodge No Boundaries 

2007 Spier Wine Estate, Stellenbosch New Topics, New Trends and New Techniques at the Core of 
Marketing Research 

2008 Royal Swazi Sun New – research developments, research thinking, research technology, 
research methods 

2009 Spier Wine Estate, Stellenbosch Celebrating 30 years 

2010 Mount Grace, Magaliesburg Laduma! Goal-driven research for striking insights 

2011 Vanderbijlpark Riverside Holiday Inn Dare to Care: Put the Heart in the Art of Research 

2012 Rosebank Crowne Plaza, 
Johannesburg 

Reflection and progress – from the present into the future 

2013 Thaba Ya Batswana, Johannesburg The Value of Research 

2014 Spier Wine Estate, Stellenbosch A Puzzling Time for Marketing Research, and Solutions that Matter 

2015 Cathedral Peak Hotel, Drakensberg The Evolution of Market Research: Changing to Improve 

2016 Velmore Country Estate, Centurion #AskMeAnything: Research as Change Agent 
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Best Overall Paper Winners (1973 to 2016) 
 
1973 Pat van der Reis 1998 Neil Higgs and Steve Zietsman 
1974 Claude Heimann 1999 Klaas Jonkheid 
1975 Clive Corder 2001 Jean Green 
1982 Neil Higgs 2002 Neil Higgs 
1983 Kevin Eborall 2003 Neil Higgs 
1984 Caroline Harben 2004 Neil Higgs 
1985 Brendan Ryan 2005 Hendrik van Vuuren 
1986 Neil Higgs 2006 Mari Harris & Carel van Aardt 
1987 Neil Higgs 2007 Mark Molenaar 
1988 Pat van der Reis 2008 Lydia Rolando 
1989 Butch Rice 2009 Henk Pretorius 
1990 Butch Rice & Jan Hofmeyer 2010 Kyle Findlay & Alice Louw 
1991 Erik du Plessis  2011 Elna Smit 
1992 Graeme Taylor 2012 Kyle Findlay 
1993 Lynette van Duyn 2013 Andries Noeth 
1994 Brian Culross 2014 Alida Jansen & Lorcan McHarry 
1995 Erik du Plessis 2015 Kyle Findlay & Ockert Janse van Rensburg 
1996 Henry Barenblatt 2016 Adhil Patel & Chris Davies 
1997 Lesley Croskery & Sarah Matthams   
 
 

Best Overall Paper 2016 
 

Best Overall Paper Winners 2016 
 

 
 

Chris Davies & Adhil Patel  

 
Going from Qual to Quant with Visual Content Visuals are the new language of consumers. The ubiquity of smartphones, 
and improved mobile phone cameras, mean that people are able to communicate more visually now than ever before. We 
share pictures and video within moments of an experience happening, if not while it’s happening. However, researchers 
currently only deal with visual content in a qualitative way, at best.  This paper proposes an approach that involves best 
practice coding of visual content, quantitative analysis of this tagged data, and display of results that maximizes utility and 
actionability, through deliverables that answer specific business issues. 
 



 

 

USEFUL RESOURCES 
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STAKEHOLDER ORGANISATIONS  
 
ABC Audit Bureau of Circulations of South Africa 

PO Box 47189, Parklands, 2121, South Africa 
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, South Africa 
Tel:+27 11 781 2772 
Fax:+27 11 781 2797 
Email: ceo@acasa.co.za  
Website: www.acasa.co.za 

  
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, South Africa 
Tel: +27 11 514 1610 
Fax: +27 11 514 1401 
Email: lynj@continentaloutdoor.com 
Website: www.amasa.org.za 

  
AMRA African Market Research Association (AMRA) 

Email: amra@africanmra.org 
Website: www.africanmra.org.za 

  
ARF The Advertising Research Foundation 

432 Park Avenus South, New York, NY10016-8013 
Tel: +212 751 5656 
Fax: +212 319 5265 
Email: info@thearf.org 
Website: www.thearf.org 

  
ASA Advertising Standards Authority 

PO Box 41555, Craighall, 2024, South Africa 
Tel: +27 11 781 2006 
Fax: +27 11 781 1616 
Email: info@asasa.org.za 
Website: www.asasa.org.za 

  
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 
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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 

  
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 

  
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, South Africa 
Tel: +27 12 302 2000 
Fax: +27 12 302 2001 
Email: helpdesk@hsrc.ac.za 
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, South Africa 
Tel: +27 11 628 2000 
Fax: +27 11 726 4505 
Email: info@immgsm.ac.za 
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Website: www.imm.co.za 
  
MASA Marketing Association of South Africa 

54 Queens Road, Bryanston, Sandton, 2191, South Africa 
Tel: +27 11 463-6136  
Email: info@marketingsa.co.za 
Website: http://www.marketingsa.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 

  
NAB National Association of Broadcasters 

PO Box 412363, Craighall, 2024, South Africa 
Tel: +27 11 325 5741 
Fax: +27 11 325 5743 
Email: lois@nabsa,co.za 
Website: www.nab.org.za 

  
PAMRO Pan African Media Research Organisation 

PO Box 98874, Sloane Park, 2152, South Africa 
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, South Africa 
Tel: +27 11 326 1262 
Fax: +27 11 326 1259 
Email: info@prisa.co.za 
Website: www.prisa.co.za 

  
QCTO Quality Council for Trades and Occupations 

256 Glyn Street, Hatfield, Pretoria, 0083, South Africa 
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 
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SAQA South African Qualifications Authority 
Postnet Suite 248, Private Bag X06, Waterkloof, 0145, South Africa 
Helpdesk: 086 010 3188 
Tel: +27 12 431 5000 
Fax: +27 12 431 5039 
Email: saqainfo@saqa.org.za 
Website: www.saqa.org.za 

  
SAARF South African Audience Research Foundation 

PO Box 98874, Sloane Park, 2152, South Africa 
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, South Africa 
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, South Africa 
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, South Africa 
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, South Africa 
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 
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ISO INDUSTRY STANDARD SANS 20252:2013 / ISO 20252:2012 
 
If you carry out, commission or buy market research, demonstrating best practice is a powerful driver to potential clients, 
consumers and competitors. 
 
ISO 20252:2012 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, the standard provides and 
internationally 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 20252:2012 
 

Title Market, opinion and social research – vocabulary and service requirements 

Date approved 2013-06-01 

Edition 2.00 

International Code ISO 20252:2012 

Issued by SABS Standards Committee (www.sabs.co.za) 

Price  R 533.52 incl. VAT  
https://store.sabs.co.za/catalog/product/view/id/223248/s/sans-20252-2013-ed-2-00/ 

Abstract Establishes the terms and definitions as well as the service requirements for organisations and 
professionals conducting market, opinion and social research. 

 

https://store.sabs.co.za/catalog/product/view/id/223248/s/sans-20252-2013-ed-2-00/


 

 

DIRECTORY 
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RESEARCH SUPPLIER PROFILES 
 

CONSUMER OPTIONS LIMITED 
International House, 6th Floor, Mama Ngina Street, Nairobi, Kenya 
PO Box 20610-00200, Nairobi, Kenya 
Enquiries: Grace Chege / Tel: 254 20 3317709 / E-mail: info@consumeroptions.co.ke 
Website: www.consumeroptions.co.ke 
 
Consumer Options Limited is a full service market research company based in Kenya. We deliver insights by combining 
research outcomes; real time data and smart thinking to enable you make insightful decisions. Consumer Options has the 
ability to conduct research in most of Africa. Our awesome team of researchers with business acumen is committed to 
delivering insights and answering most business challenges. We are famous for our insight generation skills. We have the 
flexibility of conducting Market research in East Africa and the rest of Africa. We understand the diversity that comes with 
each country.  Our capabilities include using of Qualitative and Quantitative techniques including; 
 
▪ Computer Assisted Telephone Interviews (CATI) 
▪ Computer assisted Personal Interviews (CAPI) 
▪ Ethnographies 
▪ Mystery shopper 
▪ Pen & paper interview, 
▪ Mobile and online data collection 
▪ In-depth interviews 
▪ Focus group discussions (FGD) 
 
OUR PROMISE To understand and translate consumer habits into solutions. 
 

 

INSIGHT SURVEY 
Unit 5, Building 12, The Estuaries, Century City, Cape Town, 7441, Western 
Cape, South Africa 
Postnet Suite 21 Private Bag X18, Rondebosch, 7701, Western Cape, South Africa 
Enquiries: Maura Robinson / Tel: 27 21 045 0202 / Email: maura@insightsurvey.co.za 
Website: www. insightsurvey.co.za 
 
Insight Survey is a specialist business-to-business (B2B) market research company with more than 10 years of experience, 
ensuring smarter business decisions are made with reduced investment risk. Our team of highly-skilled, passionate research 
professionals offer B2B research solutions to help you to successfully improve or expand your business, enter new markets, 
launch new products or better understand your environment. Our B2B and Industry research services include: 
 
▪ Advertising and Branding 
▪ Competitive Intelligence 
▪ Customer Satisfaction 
▪ Customer Needs and Opportunity 
▪ New Product Development 
▪ Purchase Decision-Making and Customer Profiling 
 
Insight Survey are experts at conducting Telephone Surveys, Online Surveys and In-depth Interviews among B2B target 
markets:  Manufacturers, Retailers, Purchase Decision-Makers, Intermediaries, Healthcare Practitioners and Business 
Owners. Reaching professional decision-makers is challenging so we have robust acquisition channels and interviews are 
conducted by experienced research executives who have the necessary skills to communicate effectively with B2B 
respondents.  Insight Survey have a portfolio of pre-packaged South African industry reports which examine the local and 
global industry from a uniquely holistic perspective, with detailed insights into the entire value chain - Manufacturing, retailing, 
competitor analysis, pricing and consumption. We can also create bespoke reports based on your needs. 
 
Company founded: 2005 B-BBEE Status: Level 1 Contributor 
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KANTAR MILLWARD BROWN 
Bradenham Hall, Mellis Park, 7 Mellis Road, Rivonia, 2191, Gauteng, South Africa 
PO Box 332, Rivonia, 2128, Gauteng, South Africa 
Enquiries: Tania Scates / Tel: 27 11 202 7000 / Email: tania.scates@kantar.com 
Website: www.millwardbrown.com 
 
At Kantar 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 over 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. 
 
Want to find out more? Visit our website www.millwardbrown.com" 
 

 

KANTAR TNS 
Greenstone Building, Stonemill Office Park, 300 Acacia Road, Darrenwood, 2194, Gauteng, South Africa 
PO Box 4921, Cresta, 2118, Gauteng, South Africa 
Enquiries: Richard Rice / Tel: 27 11 778 7500 / Email: richard.rice@tnsglobal.com 
Website: www.tnsglobal.com 
 
Kantar TNS is one of the world’s largest research agencies; we have more conversations with consumers than anyone else. 
With the strongest fast-growth market presence in the industry, we understand individual human behaviours and attitudes 
across every cultural, economic and political region of the world. We know that moments that matter for people are the 
moments that matter for brands. 
 
We focus on understanding your business issues so we can provide the right solutions and expertise to help you identify, 
optimise and activate the moments that will drive extraordinary growth. We concentrate on the four key areas to growth; 
creating loyalty and new spend, acquiring new customers, launching new products and services, and exploring new markets. 
 
We believe the core assets that fuel companies’ growth are customers and other stakeholders, brands, retail execution and 
innovation and product development. 
 
Kantar TNS has the Africa Middle East region covered with 19 full service offices, 33 field centres as well as a centralized 
African hub to ensure consistent data quality, fast and economical solutions and quality deliverables. 
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LIVINGFACTS 
Ballyclare Place, 14 Ballyclare Drive, Endaweni Offices, Bryanston, 2021, Gauteng, South Africa 
P.O. Box 1792, Rivonia, 2128, Gauteng, South Africa 
Enquiries: Marylou Kneale / Tel: 27 82 807 4043 / Email: marylou.kneale@livingfacts.co.za or info@livingfacts.co.za 
Website: www.livingfacts.co.za 
 

“the smartest of companies can fail because they stop asking how they can do things better” 
Ian Leslie Curious 

 
Qualitative and Quantitative Research Solutions Including… 
▪ Advertising, Campaign & Communication Effectiveness 
▪ Usage & Awareness 
▪ Segmentation 
▪ Brand Positioning & Affinity 
▪ Customer & Employee Satisfaction & Insights 
▪ Loyalty / NPS & NES 
▪ Category Needs & Behaviour 
▪ Tactical Marketing (including: Pricing; Product; 

Promotions) 
▪ B2B Relationships 
▪ Competitor Analysis 
▪ Customer Profiling 
▪ Providing the why for “big data” & 1-to-1 marketing 

Industry Expertise: 
▪ Research for Business Strategy 
▪ B2B Relationships 
▪ Professional Services 
▪ Beauty & Health 
▪ Financial Services 
▪ Pharmaceuticals 
▪ ICT 
▪ Petroleum & Chemicals 
▪ Logistics & Distribution 
▪ Retail & Wholesale 
▪ Luxury Brands 
▪ Wealth Market & HNW Individuals 

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

Founded: 2001 
BBBEE Status: Level 4 Contributor 

 

 

MARKDATA 
Office@51, 51 Gemsbok Street, Monument Park, 0181, Gauteng, South Africa 
PO Box 13568, Hatfield, Pretoria, 0028, Gauteng, South Africa 
Enquiries: Dr Elsa Thirion-Venter/Erna Jörgensen / Tel: 27 12 460 3858 / Email: markdata@iafrica.com 
Website: www.markdata.co.za 
 
. . . More than market research 
 
Types of research: Quantitative and qualitative research which involves Consumer, Social, Political, Economic, 
Demographic, Health Surveys, Business and Pharmaceutical Research. 
 
Services: Project, sample and questionnaire design, data collection, analysis and interpretation of data, report writing and 
presentations. 
 
Methodologies: MarkData’s methodologies encompass both qualitative and quantitative techniques including face-to-face 
and telephone interviews, depth interviews and focus groups or group discussions. 
 

ADDING VALUE TO RESEARCH DATA THROUGH ANALYSIS AND STRATEGIC INPUT 
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MARKET INSTINCT 
Unit 5 Coram Park, 88 Ferero Avenue, Randpark Ridge, 2195, Gauteng, South Africa 
PO Box 1751, Allensnek, 1737, Gauteng, South Africa 
Enquiries: Sandra Baxter / 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. 
 

 

QUEST RESEARCH SERVICES 
Unit 17B, Wild Fig Business Park, 1494 Cranberry Street, Honeydew, 2170, Gauteng, South Africa 
PO Box 1324, Randpark Ridge, 2156, Gauteng, South Africa 
Enquiries: Mluleki Ncube / Tel: 27 11 795 2379 / Email: mluleki@qrs.co.za  
Website: www.qrs.co.za   
 
Quest Research Services, since its inception in 2003 has strived for business excellence in Social and Marketing Research. 
QRS is a fullhouse research firm with offices based in Johannesburg, Durban and Cape Town as well as a footprint in almost 
every corner of Sub-Saharan Africa. We endure in our pursuit of excellence, transparency and professionalism with the sole 
purpose of exceeding expectations in strategic solutions. 
 
1. Genuine understanding of the distinct cultural dynamics in South Africa and Sub-Saharan African. 
2. Full in-house research project management from data-collection to data-processing analysis and reporting ensures a 

seamless, hands-on approach. 
3. Resources: Fleet of cars, 30-seater call centre, state of the art focus group venues and a team of researchers and 

consultants with a wide spectrum of qualifications and experience. 
4. Wholly black owned and managed 20% of the ownership stake in female hands. 
5. Services: We do qualitative and quantitative research methodologies.  
 
We offer Advertising Evaluation; Attitudinal Research; Baseline Studies; Behavioural Research; Benchmarking Studies; 
Communication Audits; Concept Testing; Conjoint Studies; Consumer Forums; Customer Profiles; Customer Satisfaction 
Surveys; Ethnography; Email and Internet based Surveys/ On-line research; Exploratory Research; Feasibility Studies; 
Market Segmentation; Media Audience Research; Mystery Shopping Surveys; New Product Research; Perception Studies; 
Product Placements; Pricing Research; Product Tests; Social Public/Opinion Polls; Test Markets; Tracking Studies 
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VISION AFRICA RESEARCH SERVICES NAMIBIA 
8 Otto Nitzsche Street, Klein Windhoek, Windhoek, Namibia 
P. O. Box 90700, Klein Windhoek, Windhoek, Namibia 
Enquiries: Cornelius D'Alton / Tel: 264 612 44660/ Email: cornelius.dalton@vision-africa.com 
 
Vision Africa is the leading private market research organization in Namibia. Established in 1999, the company has a well-
established, professional team and comprehensive field force in Namibia. We also boast a network of research personnel in 
Angola, Botswana, Malawi, Mozambique, Zambia and Zimbabwe. 
 
The Vision Africa team of professionals offers market and stakeholder research services for customers in a broad spectrum 
of industries such as financial services, fast-moving-consumer-goods (FMCG), telecommunications and manufacturing. 
 
Vision Africa’s values and service philosophy are designed not only to take the company to the front of its industry, but to 
enhance the experience and value the company’s customers derive from interaction with the organisation at every level. 
 
Vision Africa offers full research services that include both quantitative and qualitative research. 
 
Vision Africa also has proprietary research products, developed to provide organisations with affordable, reliable and 
accurate insight about the Namibian consumer. MediaMetrics contains information about target audiences’ media 
consumption and preferences, as well as other measurements related to brand awareness and communication... an 
invaluable tool for any agency or corporate company that needs to know if they are reaching their target market. 
 

 
 

FOCUS GROUP VENUES IN SOUTH AFRICA 
 
Province City Venue Name SAMRA Membership 
Gauteng Randburg MJ Research Independent Member: Marianne du Plessis 

Randburg Qualitative Quarter Organisation Member: Qualitative Quarter 
Boksburg Focus 21 None 
Sandton Focus Rooms None 
Randburg JDI Research None 

Eastern Cape Port Elizabeth Qualitative Quarter Organisation Member: Qualitative Quarter 
Western Cape Cape Town The Hub Independent Member: Venetia Amato 

Cape Town The Solution Workshop Independent Member: Christine de Goede 
Kwazulu-Natal Durban Durban Research Studios None 

Durban Field and Tab None 
Free State Bloemfontein Ventronics None 
 
  

mailto:cornelius.dalton@vision-africa.com


© SAMRA 2016 60 

RESEARCH SUPPLIER SERVICES INDEX 
 

 

 
  

Organisation: 

C
o

n
s
u

m
e
r 

O
p

ti
o

n
s

jn
z
o
m

o
@

c
o
n
s
u
m

e
ro

p
ti
o
n
s
.c

o
.k

e

2
5
4
 7

2
 4

2
5
 5

5
4
3

In
s
ig

h
t 

S
u

rv
e
y

in
fo

@
in

s
ig

h
ts

u
rv

e
y
.c

o
.z

a

2
7
 2

1
 0

4
5
 0

2
0
2

L
iv

in
g

fa
c
ts

 

m
a
ry

lo
u
.k

n
e
a
le

@
liv

in
g
fa

c
ts

.c
o
.z

a

2
7
 8

2
 8

0
7
 4

0
4
3

M
a
rk

D
a
ta

 

e
ls

a
@

m
a
rk

d
a
ta

.c
o
.z

a

2
7
 1

2
 4

6
0
 3

8
5
8

M
a
rk

e
t 

In
s
ti

n
c
t 

in
fo

@
m

a
rk

e
ti
n
s
ti
n
c
t.

c
o
.z

a

2
7
 1

1
 7

9
2
 1

3
3
4

P
lu

s
 9

4
 R

e
s
e
a
rc

h

n
u
b
iz

@
p
lu

s
9
4
.c

o
.z

a

2
7
 1

1
 3

2
7
 2

0
2
0

Q
u

e
s
t 

R
e
s
e
a
rc

h
 S

e
rv

ic
e
s

m
lu

le
k
i@

q
rs

.c
o
.z

a

2
7
 1

1
 7

9
5
 2

3
7
9

K
a
n

ta
r 

M
il

lw
a
rd

 B
ro

w
n

n
a
ta

lie
.o

tt
e
@

m
ill

w
a
rd

b
ro

w
n
.c

o
m

2
7
 1

1
 2

0
2
 7

0
0
0

K
a
n

ta
r 

T
N

S

ri
c
h
a
rd

.r
ic

e
@

tn
s
g
lo

b
a
l.
c
o
m

2
7
 1

1
 7

7
8
 7

5
0
0

V
is

io
n

 A
fr

ic
a
 

in
fo

@
v
is

io
n
-a

fr
ic

a
.c

o
m

2
6
4
 6

 1
2
4
 4

6
6
0

Manufacturing: Consumer Non-Durables (FMCG) • • • • • • • • •
Manufacturing: Consumer Durables • • • • • •
Manufacturing: Pharmaceutical products and services (Rx – 

prescription)
• • • • • • •

Manufacturing: Automotive • • • • • •
Manufacturing: Other • • •
Business-to-business and industrial • • • • • • • • • •
Wholesale and retail (incl. oil, commercial farming, 

agriculture)
• • • • • •

Financial services • • • • • • •
Utilities  (incl. gas, electricity, water, private and public postal 

services, etc.)
• • • • •

Telecommunications and Information and Communications 

Technology
• • • • • • • •

Public sector, academic and public institutions, NGOs • • • • •
Media, entertainment, tourism and hospitality • • • • •
Advertising agencies, Strategy and communications 

companies, Brand consultants
• • • • • • • •

Research institutes • • • •
Other • • •
Post/Mail • •
Telephone (CATI) (including CATI to mobile) • • • • • • • • • •
Face-to-face (PAPI/CAPI) • • • • • • • • • •
Online quantitative research, excluding mobile internet 

research but including CASI
• • • • • • • •

Mobile/Smartphone online quantitative research without an 

interviewer
• • • • • •

App-based data collection

Social media quantitative research

Online traffic / audience measurement, including website 

measurement
• •

Automated digital/electronic including retail audits and media 

measurements and interactive voice recording interviews
• • • • • • •

Group discussions / Focus group interviews (offline/in person) • • • • • • • • • •

In-depth (individual) face-to-face interviews • • • • • • • • • •
Social media qualitative research

Online research communities (MROCs, blogging, photos) • • • • • • • •
Ethnography (offline/in person) • • • • • • •
Diaries (offline) • • • • •
Observation (incl. immersions, shopper research) •
Other

• • • • • • •
Ad hoc research • • • • • • • • • •
Omnibus (syndicated) surveys • • • • • •
Panel research • • • • •
Other continuous • • • • • • • • •R
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