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Good afternoon fellow marketing researchers.  
 
Thank you for taking the time to join us at the annual 2018 SAMRA AGM. This time of the year seems to 
always creep up on us so fast.  
 
The last year has been very interesting with several shocking and world changing events across the globe 
including Brexit, the election of Donald Trump as the 45th President of the United States of America, the end 
of the Castro era, the Harvey Weinstein scandal, changes happening within the Royal family, Mugabe falling 
from power in Zimbabwe after 37 years of ruling and more recently, Zuma stepping down as the President 
of South Africa, and Cyril Ramaphosa taking over the reins.  
 
The market research industry is not exempt from change and is no stranger to change and the challenges 
that comes with this. Last week, SAMRA celebrated its 55th birthday. SAMRA, along with our industry, has 
over many years seen the rise of new methodologies using CAPI, Online, and Mobile technologies, Artificial 
Intelligence and Automation, and the decline of PAPI and manual processes such as punch cards, to name a 
few. In with the new and out with the old? Is this really the case for the market research industry in 2018?  
 
We all have our opinion on whether traditional market research will disappear completely as it seems the 
market research industry is struggling to incorporate new ‘sexy’ methodologies such as the use of social 
media data and new technologies into the traditional market research methodologies. Gone are the days of 
projects lasting months on end, the requirements are now for in and out projects that provide actionable 
insights. There is no option for the industry: the new technologies have to be incorporated. However, we 
must be clever about how we do this. We need to leverage the millennials and the new entrants to the 
workforce - Generation Z (born between 1996 and 2010) – who are clearly the tech savvy advisors, as well as 
leverage off the wise traditional market research experts to find a happy medium.  
 
Along with change often comes an increased level of discomfort, anxiety, stress and the unknown. This new 
way of working and delivering value to businesses and society provides endless opportunities to redefine 
who the industry is to society. We must learn new skills, solve bigger problems, and stretch and challenge 
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 and society’s benefit? However, in pursuit of reaching an equilibrium state of 
maintaining our individual and organisational identities, let us not forget the basics and hold true to our craft. 
These qualities include ensuring that trustworthy, quality, insightful and value-adding research is delivered 
to our various stakeholders in a way we can all be proud of.  
 
The market research industry is no stranger to data protection. However, the introduction of the General 
Data Protection Regulation (GDPR) in Europe has far reaching effects across the globe. On 25 May 2018 the 
GDPR kicked in. There is nowhere for suppliers and clients to hide when it comes to data protection. The 
build-up over the last few months for the GDPR has been immense. If your organisation processes personal 
data in the context of the activities of an establishment based in the EU or, the processing activities relate to 
the offering of services relating to data subjects in the EU or to the monitoring of data subjects’ behaviour as 
far as that behaviour takes place in the EU, then you need to comply with the GDPR. This affects many of the 
multinational companies – suppliers and clients alike. While at first sight it may look like this is just another 
act of introducing red tape, it is at the same time an opportunity to ensure data handling procedures within 
the market research industry are sufficient, and not only a tick box exercise. It also ensures the public that 
we take their privacy seriously. It is now more important than ever to ensure people trust us. As personal 
data is at the very core of the work our sector is doing, we must look very carefully at any requirement of the 
GDPR and any other data protection regulation, such as the South African Protection of Personal Information 
Act (POPIA) and ensure compliance.  
 



To fulfil SAMRA’s commitments to its members and various stakeholder groups, the 2017/2018 strategy 
remains focused on three key areas, namely, 1) Growing the market research, social research and opinion 
polling industry; 2) Enhancing quality and professionalism; and 3) Delivering stakeholder value.  
 
Over and above this mandate, SAMRA has a key requirement to remain in the ’black’ on the association’s 
balance sheet. Every effort has been carried out to ensure value is delivered to our members whilst actively 
seeking new revenue opportunities as well as maintaining existing revenue streams remains the Board’s top 
priority.  
 
The 2017/2018 SAMRA Board consists of 8 passionate individuals covering a variety of organisations 
representing both clients and suppliers.  
 
▪ Academia Director: Prof Yolanda Jordaan, Head of Department: Marketing Management at UP, 
▪ Large Client Director, Past Chairman: Sheila Akinnusi (Nedbank) 
▪ Small Client Director: Jill Solomon (Sun International) 
▪ Director, Treasurer: Henk Pretorius (Columinate) 
▪ Small Supplier Director: Shaun Naidoo (Answered) 
▪ Medium Supplier Director: Mamapudi Nkgadima (African Response)  
▪ Large Supplier Director, Chairman: Alexan Carrilho (Kantar) 
▪ Director, Ex officio: Leonie Vorster (SAMRA CEO) 
 
To the SAMRA Board members: thank you for all the time, contributions, support and dedication you have 
shown the industry. A special thank you to Leonie Vorster for the passion she exudes for the industry and 
towards SAMRA and its members! 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 chairman will be elected by the Board at the first Board 
meeting following the AGM with a communication to follow to all members thereafter.  
 
STRATEGIC PARTNERSHIPS 
 
One of SAMRA’S key strategic objectives is to proactively market, advocate and lobby on 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 decision last 
year to adopt the ESOMAR’s revised ESOMAR Code.  
 
Leonie Vorster resigned and was replaced by Jani de Kock as the Director representing Southern Africa on 
the AMRA Board. The SAMRA Chairman represented SAMRA at the annual AMRA Africa Forum 2018 which 
was held in Nairobi, Kenya in February 2018. The SAMRA administrative services to AMRA were terminated 
at the end of February 2018. Jani de Kock resigned from the AMRA Board in March 2018. More recently, the 
SAMRA Board took a decision that SAMRA will no longer be represented on the board of AMRA.  
 
As a professional industry, governed by ethics and standards, SAMRA’s partnerships with the Services Sector 
Education and Training Authority (Services SETA), South African Qualifications Authority (SAQA) and Quality 
Council for Trades and Occupations (QCTO) continue to ensure that appropriate skills and practice standards 
are upheld, to maintain our industry’s reputation amongst various stakeholder groups. All the above is 
achieved through the SAMRA CEO’s constant engagement and attendance at key strategic meetings including 
attendance at the annual ESOMAR Congress, and various associations and representatives’ meetings.  
 
A formal partnership agreement has been signed with ESOMAR. This includes the following inter alia:  
 
▪ Access to each other’s position statements.  
▪ Briefing on emerging policy issues faced by both parties 



▪ Participation in and listing as a partner on ESOMAR Research Choices, a public-facing initiative to increase 
public awareness of online research and audience measurement research 

▪ Access to and distribution of industry documents 
▪ (Joint) enforcement of the ICC/ESOMAR Code 
▪ Content slot for ESOMAR on a SAMRA publication 
▪ Promotion of the partnership 
▪ Promotion of the ESOMAR’s events to the SAMRA community, and vice versa 
▪ Guidance on interpreting the ICC/ESOMAR Code  
▪ ESOMAR white-label Worldwide Gossips newsletter service featuring unique industry inside knowledge 
▪ ESOMAR expert speakers for SAMRA events 
▪ Free access for one or two of ESOMAR members’ only webinars to SAMRA members  
▪ ESOMAR event discounts for SAMRA members 
▪ Two passes for representatives and senior secretariat members to enable association representatives to 

attend our Meet Ups 
▪ Access to ESOMAR resources to enable SAMRA to jointly host an event with ESOMAR  
▪ Access to the Associations Hub, a private exchange space for national associations to share new insights 
▪ Discounts for advertising space in ESOMAR’s publications  
 
SAMRA can also make use of the following premium services on a pay-for-use basis: 
 
▪ Access and use of SERENE (Self-Regulation Engine) 
▪ Provision of an ESOMAR Consulting Expert 
▪ Shared Stands at Client or Policy Events   
 
FINANCES 
 
This year SAMRA unfortunately showed a deficit of R 175,660. This was an improvement from 2016/2017. 
The SAMRA Treasurer will provide further information on this. Considering the tough economic landscape, 
the Board continues to manage the budget rigorously. Efforts are constantly made to identify cost savings 
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 SAMRA. 
 
The SAMRA offices moved to The Workspace Sunninghill at the end of October 2017. 
 
MEMBERSHIP 
 
At the end of February 2018, SAMRA had 104 Organisation Members that supply or use research. There were 
also more than 1500 Associate Members that work for our Organisation Members, and 173 Independent 
Members who work with research in various contexts. The SAMRA members reside in 9 African countries, 
namely, Botswana, Ghana, Kenya, Malawi, Mauritius, Namibia, South Africa, Swaziland, and Zimbabwe. 
Other countries where our members reside include Canada, Netherlands, Portugal, Switzerland, United Arab 
Emirates and United Kingdom. 
 
At the end of the reporting period from March 2017 to February 2018 there were 17 Organisation 
Membership applications and 36 Independent Membership applications pending. Membership has a 
continued a growth trajectory, albeit that it slowed down significantly. It is important to note the following:  
 
▪ 47 Independent Memberships and 9 Organisation Memberships were withdrawn due to non-payment 

or failure to meet membership renewal requirements.  
▪ 10 Independent Membership and 2 Organisation Membership resignations were received.  
▪ 1 Independent Member transferred to Organisation Membership and 1 Organisation Membership was 

transferred to Independent Membership. 
▪ New applications were approved for 19 Independent Memberships and 9 Organisation Memberships. 
 



On 1 November 2017, SAMRA published a Transformation Policy Statement on the SAMRA website. 
 
At this juncture, the SAMRA Board would like to thank all its current and future members for their continued 
support. It is with your commitment that the association can continue to deliver a quality service to the 
industry at large.  
 
Some of the other SAMRA products and services that we have running are as follows: 
 
PROFESSIONAL RECOGNITION 
 
SAMRA has maintained its recognition by SAQA as the Professional Body for Marketing Research. 
Professional body recognition renewal was completed and submitted to SAQA in November 2017, for 
renewal by June 2018 for another five years. SAMRA has consistently achieved green status (i.e. compliance) 
for our data submissions to SAQA related to the SAMRA Accredited Marketing Researcher (SAR) designation.  
 
We revised the SAR Processing Policy and Procedure and developed a new Recognition of Prior Learning (RPL) 
Policy and Procedures including an RPL Guideline, for access to the SAR designation. RPL is used if someone 
does not have a formal qualification, which is an entry requirement for SAR applications, so that SAMRA can 
then determine if they have the equivalent level of competence to make them eligible to apply for SAR 
anyway. If an applicant has the equivalent competence, they can then apply for SAR, even without a formal 
qualification. Ultimately, this RPL policy will also apply to Survey Interviewers (and other designations we 
may want to register with SAQA). 
 
About 10 years ago, marketing qualifications were developed through a Services Sector Education and 
Training Authority (Services SETA) process, with a small elective component of these qualifications related to 
research. These qualifications have expired. In future, our qualifications will be developed through the 
Quality Council for Trades and Occupations (QCTO) process, as was done for the Survey Interviewer 
qualification. SAMRA was appointed by the QCTO as the Assessment Quality Partner for the Survey 
Interviewer Occupational Certificate in 2014. A designation application for professional recognition of Survey 
Interviewers will be submitted to SAQA in 2018. 
 
The policies and procedures related to the SAMRA Survey Interviewer Qualification Assessment (SSIQA) 
have been finalised. Services SETA sponsored the training of assessors to assess the Survey Interviewer 
candidates who wish to qualify. We have over 30 applications that will be assessed. Our offering has huge 
quality impact potential in South Africa and Africa, not to mention revenue potential. 
 
COMMUNICATIONS 
 
The website was revised during 2018, to improve accessibility and usability. Sixty (60) updates and 
newsletters were sent to members via the SAMRA website.  
 
Twelve (12) requests for proposals were also sent to members. Three industry job advertisements were 
placed in the Career section of the SAMRA website in the last year. To generate additional income, the service 
is now also available for non-member at a higher price.  
 
The reporting period for our media tracking has been changed to coincide with the SAMRA annual term and 
we are currently awaiting the report.  
 
PROFESSIONAL DEVELOPMENT EVENTS 
 
The 38th SAMRA Annual Conference was held at Protea Hotel by Marriot, Stellenbosch, Western Cape, South 
Africa on 17 and 18 May 2017. The Best Overall Paper Award went to Adré Schreuder, Arné Schreuder and 
Jeannie Schreuder for Customer Centric Artificial Intelligence – Using Text and Sentiment Analysis & Deep 
Neural Network Learning to make Chatbots Reply in a more Customer Centric Fashion. Saiesh Ajudhiya and 



Natalie Botha won the First Time Speaker Award for Untold Emotions: Future-Proofing Adverts by 
Understanding Non-Verbal Responses from Consumers, and Elna Pretorius won the People’s Choice Award 
for What People Think I Do for A Living.  
 
In addition to our annual conference, the following professional development events were hosted: 
 
▪ SAMRA Ethics Update: Revised Code of Conduct 1 March 2017 (Online Webinar) 
▪ SAMRA Ethics Update: Revised Code of Conduct 16 March 2017 (Online Webinar) 
▪ SAMRA Ethics Update: Protection of Personal information 3 May 2017 (Online Webinar) 
▪ SAMRA Ethics Update 5 July 2017 (Online Webinar) 
▪ The Future of the Insights Industry: Supplier Perspectives 14 June 2017, Johannesburg 
▪ SAMRA Red List Demo (2) 23 August 2017 (Online Webinar) 
▪ SAMRA Research Participant Database (RPD) Demo (2) 23 August 2017 (Online Webinar) 
▪ The Future of the Insights Industry: Client Perspectives 1 September 2017, Durbanville 
▪ SAMRA Ethics Update 5 September 2017 (Online Webinar) 
▪ AI and Machine Learning Introductory Hackathon 18 October 2017, Johannesburg 
▪ SAMRA Ethics Update 8 November 2017 (Online Webinar) 
▪ Introduction to Qualitative Research 30 November 2017, Umhlanga  
▪ Africa Forum 2018 22 and 23 February 2018, Nairobi, Kenya 
 

CODE OF CONDUCT  
 
A notable increase has been observed in the number of queries related to the code of conduct requirements, 
namely, a 58% increase since 2016/2017 in queries, resulting in 134 recorded queries. Complaints decreased 
from 37 in 2016/2017 to 28 complaints related to contraventions of the SAMRA ESOMAR Codes of Conduct 
over the 2017/2018 period, as follows: 
 
▪ 1 complaint was referred to the Direct Marketing Association of South Africa (compared to 5 last year) 
▪ 9 complaints were received against non-members, who have been informed of and engaged regarding 

their unethical conduct (compared to 15 last year) 
▪ 16 complaints against members, resolved without any disciplinary process (compared to 13 last year) 
▪ 2 complaints against members were adjudicated by the SAMRA Ethics Committee (compared to 4 last 

year). The verdicts included 1 member being found guilty, suspended and subsequently expelled (The 
Research Junxion) and 1 member being found not guilty.  

 
In 2017, the SAMRA Board developed a new Guideline for Sanctions and Remedial Action, to standardise the 
SAMRA Board’s adjudication process when considering complaints. 
 
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 for the 
market research industry to maintain a favourable reputation within society. 
 
PUBLICATIONS 
 
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 SAMRA Journal 2017 was published 
early in 2018. Given rising printing and distribution costs, the Board is currently reviewing ways to save costs 
by offering online versions of these publications going forward. The SAMRA Yearbook 2017 has not been 
printed yet. The annual ESOMAR Global Market Research Study 2016 was conducted in May and June 2017. 
SAMRA members and non-members on the supplier side were invited to participate. The local industry survey 
results were submitted to ESOMAR and distributed to participating companies. 
 
  



DATABASE SERVICES 
 
Online demonstrations of the database services were held in August 2017. However, the services of the IT 
supplier were terminated as a result of non-performance, and a replacement supplier is being identified. 
Both the SAMRA Red List and the SAMRA Research Participant Database system will be debugged and 
enhanced based on user feedback. Considering the feedback and user requirements, SAMRA is exploring the 
possibility of investing in API development to ease the process of verifying large amounts of data 
instantaneously. 
 
The SAMRA Red List is a database of individuals who have opted out of participation in all research conducted 
by SAMRA members. This national opt-out database will be crucial with the forthcoming implementation of 
the Protection of Personal Information Act (4 of 2013), to safeguard the exemption of research from the 
requirements of the Act. The SAMRA Research Participant Database (RPD) is aimed at tracking research 
participation nationally and verifying research participation to eliminate fraudulent, unethical and poor-
quality research participant recruiting. To date there were 15 users, and no clients or recruitment agencies 
were using the service.  
 
CONCLUSION 
 
The 2017/2018 financial year has been one of great challenges and equally one of great success. The SAMRA 
Board continues to 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 in a broader societal 
context. 


