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SAMRA CONFERENCE 2013 GUEST SPEAKER PRESENTATION SUMMARIES 
   
The rewired 
generation – 
stepping into the 
gap that is the 
digital divide 

Carol Affleck Recent developments in neuropsychiatry suggest that the brain of the current youth 
generation differs in its neural circuitry to that of previous generations.  What this 
means is that they are hard-wired into technology and their very understanding of the 
world they live in is from within this digital realm.  This has huge implications for the 
education system as the modern generation pushes away from traditional learning 
environments.  Educators themselves are not equipped to deal with this fast paced 
youth that demand immediate gratification, and create their own content whilst 
shaping their own worlds.   This gap between the world of the digital natives and that 
of the digital immigrants is termed the Digital Divide and it is growing wider.  To bridge 
the gap, the onus is on the digital immigrants to make efforts towards connecting with 
the Net-generation by accepting the lure of technology for the youth, and examining 
the impact it has on their cognitive, social and emotional functioning.  The paper uses a 
cognitive developmental perspective to explore topical issues such as fragmented 
attention spans.  Next it is questioned whether the current generation is in fact a 
smarter generation.  To this end, declining traditional skills such as reading are 
examined by juxtaposing newly developing skills sets that are emerging on account of 
technological exposure.  The debate around the claimed proficiency in multitasking 
behaviour so integral to the digital generation is also explored.  The paper concludes 
with a look into the frontal lobe development of adolescents and its role in self 
regulatory behaviour and empathy. 

   
The economic 
outlook for 2013 
and beyond 

Cees 
Bruggemans 

Delegates can look forward to some quintessential crystal ball gazing of the most 
prolific kind to help us anticipate what the world economy and consumers will be up to 
beyond 2013. 

   
The Consumer 
Consulting Board 
- How online 
customer 
communities will 
reshape your 
business 

Tom de 
Ruyck 

Tom elaborates on what’s next for ‘Online Research Communities’ in terms of new 
tools and new possibilities. He pays special attention to how to really engage with 
consumers, how to report results in an impactful way and how to embed the voice of 
the customer within all departments of the organization. In other words how to give 
consumers a seat on the board of your company. Tom also argues that there are 
marketing leverage effects to running consumer communities, as is illustrated by a 
multitude of client cases. 

   
Change! Dan Foreman For the last few years we have all been saying that change is coming, the world is 

different….run for the hills. The reality is that the world has already changed that this 
change is perpetual and that the sky hasn’t fallen down….well not yet anyway! In his 
speech, Dan Foreman (ESOMAR President) will outline what these changes are on a 
global scale, where they are happening and what the implications are for the industry 
globally, in Africa and for the South African market research industry. 

   
Insight 
Simplicity: 
Achieving 
enhanced value 
for insight, or 
taking it to a 
shallow grave? 

Sangeeta 
Gupta & 
Andrew 
Vincent 

We live in the ‘Age of Attention Deficit’; short attention span and lack of focus is 
becoming the norm and this creates a challenging environment in which insight has to 
make an impact.  If we deliver insight simplicity we can continue to impact decision 
making but how do we define insight simplicity and where is the line between insight 
simplicity and over-simplified insight? This paper will illustrate how when it comes to 
insight less can continue to be more. 

   
The times they 
are a’changing 

Butch Rice This presentation will take a look at the current status of the market research industry 
in South Africa, warts and all. The changes in the industry in the past few decades will 
be examined, and the reason for declining innovation examined. In particular, the 
impact of company mergers and acquisitions on the culture of innovative marketing 
research will be put under the spotlight. In recent years, there have been many exciting 
discoveries in terms of the human condition, the essential lack of rationality in our 
existence, and our need to see patterns in what are essentially random occurrences. 
The mainstream research industry has largely ignored these advances, to the detriment 
of clients' information needs. The traditional research industry still clings stubbornly to 



© SAMRA 2013 SAMRA Conference 2013 Presentation Summaries 2 

invalid analytical techniques, inefficient research designs, and cumbersome and 
expensive reporting, which takes an inordinately long time to deliver. Some of these 
shortcomings will be examined in detail. In all cases, constructive solutions to the 
challenges will be presented. Relevant literature will be referred to throughout, to 
support the arguments that will be presented. There have not only been significant 
advances in our understanding of the human condition. The landscape for data 
collection has changed beyond recognition. The new digital space allows market 
researchers to collect data " in the moment ", using samples that are much bigger than 
those previously possible. The implications of these new platforms will be explored, 
particularly when it comes to the use of mobile phones as platforms for collecting data. 
Case studies will be used as validation of salient points. A case will be made for 
changing the entire research process. Moving from data dumps, to conversations, in 
small interactive pieces. Interacting far more closely with advertising and media 
selection, to the benefit of everybody. This will also automatically address the problem 
of overly long questionnaires, and the resultant response bias. The implications of large 
samples will also be explored, in terms of both data analysis, and the use of 
experiments to arrive at research conclusions, by using split samples. In summary, this 
presentation will address the current shortcomings in the marketing research industry, 
and the potential to change for the better, in every aspect of the business. 

   
SAMRA CONFERENCE 2013 RESEARCH PAPER SUMMARIES 

   
Remembering 
the future. Can 
mental time 
travel enhance 
brand 
perceptions?  

Philip Collier 
& Kirsty Smit  

Recent interest in the role of memory in simulating future events prompted us to 
explore the relevance of future episodic thought to marketing. Our experiment tested 
whether engaging episodic memory leads to more detailed mental simulations and 
whether this positively impacts brand perceptions. Our results corroborate previous 
findings that mental simulations connected to the personal past are more vivid, but no 
direct evidence linking this to improved brand ratings was found. Correlations between 
the variables rendered encouraging insights about the relationships between sensory 
details and brand perceptions. We propose there is value in further exploring future 
episodic thought in marketing. 

   
Going deeper: 
Evaluating brand 
equity at a more 
detailed level  

Alistair 
Davidse & 
Dieudonne 
Kantu 

Consumer behaviour is known to differ based on the situation/occasion and we 
contend that brand equity will differ as well.  However, extending a questionnaire to 
measure this can negatively affect data quality.  We propose a method of establishing 
equity at different occasions without substantially lengthening the questionnaire, and 
the results indicate an improvement over an overall measure. 

   
Should 
traditional 
market research 
bounce?  

Gillian 
Drewett, 
Zarif Kahn & 
Gouwa Orrie  

The market research industry exists in a world which is constantly changing and 
evolving, and the speed at which the change happens is getting increasingly faster. In 
this information age, business decision makers can call on multiple and varied sources 
for the information that traditional market research has historically supplied. While we 
feel that the question posed in this research is the right question, and possible answers 
began to emerge, we feel there is still further research and investigation required to 
fully understand these dynamics. 

   
Early warning 
systems for 
detecting 
changes in 
marketing 
metrics over 
time  

Ian Durbach 
& Dieudonné 
Kantu 

Our paper examines two important issues in detecting change in marketing metrics. 
First, we argue that predicting change before it occurs in marketing systems is perhaps 
impossibly difficult, and that a more realistic goal is detecting change as soon as 
possible after it occurs – “early detection”. Second, we use real and simulated data to 
show that statistical methods are not always up to the task of early detection. 
Marketers have two possible choices: collect data more often; or use statistical 
methods in a non-conventional, “aggressive” mode, accepting that some flagged 
“changes” will be false alarms. 

   
The importance 
of rank or how 
our brains 
constrain survey 

Kyle Findlay  The traditional market research paradigm believes that the more data you measure, 
the more potential for insight the data holds. However, this paper takes the counter-
intuitive standpoint that 'less is more'. Drawing on the author's familiarity with 
neuroscience, five years worth of actual panel behavioural data in three categories, 
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responses, or the 
enormous power 
of winning  

and data from 624 studies across 547,945 respondents, the paper argues that, just as it 
is important to ask the right questions in a survey, it is similarly important to measure 
'just enough' but not too much information about brands, since over-shooting the mark 
can actually be detrimental to the ultimate quality of your data and insights. To begin 
with, we briefly review why markets tend towards unequal distributions of market 
share over time, with market leaders taking more than their fair share. We discuss how 
these inequalities emerge due to the multitude of individual consumer decisions based 
on incomplete market information and our brains’ ability to make the best, most 
resource-efficient decisions with the least amount of information. To understand 
mental limits, we show how many brands people can keep in mind within a category at 
one time and that this limit is a function of the human brain, not the number of brands 
in the market. Finally, we look at popular awareness and usage metrics to evaluate 
which ones link back to actual consumer behaviour in order to recommend which ones 
are worth measuring and which add little value and should thus be removed from 
surveys. 

   
Identifying the 
difference in 
values between 
parents and their 
school-leaving 
children  

Bernardt 
Gerber & 
Emile van der 
Ryst 

Children are the future of tomorrow. The values and principles imparted to them today 
will have a major effect on them as they become adults and step out into the world. 
Against the backdrop of an integrated and interconnected society where information 
overload is preeminent, how easy is it for parents to impart the values and principles 
they wish to leave their children with? Furthermore, what factors do teens face at 
school and among peers that may hamper this “DNA-transfer”? 

   
Do we have an 
effect? Adding 
effect size to 
significance to 
add power to 
research  

Neil Higgs  Researchers typically give estimates of marketing variables without explicitly paying 
attention to sample error – but then apply significance tests blindly.  At the same time, 
little attention may be paid to what a measure means in the real world.  A “significant 
difference (effect)” may not matter in the real world – but a large but non-significant 
effect that could matter is generally discarded.  Add the infrequent use of power 
analysis in design and we have sub-optimal sample sizes.  Add in increasing criticism of 
significance testing and we have the potential for chaos. What is important is effect 
size – but so is keeping uncertainty and proper sample size estimation in mind.  This 
paper offers some simple solutions via useful tables and nomograms that present these 
concepts explicitly. 

   
The effect of 
attribute order 
on brand 
attribute 
association 
results  

Gareth Lloyd 
& Ian 
Durbach  

Brand attribute lists are commonly used as a research survey tool. Despite their 
prominence, it is widely acknowledged that they can result in the systematic distortion 
of data due halo effects, and order bias. This paper sets out to understand the nature 
and extent of these effects, and examine whether randomisation rectifies the problem. 
We test a number of alternative formats to the brand association question, using an 
online web panel survey. Results show that While order bias and the halo effect are not 
eliminated by any alternative approach, limiting respondents’ answer responses can 
reduce bias if setup correctly. 

   
Between fact 
and fiction. The 
use of 
storytelling and 
data 
visualisation in 
quantitative 
reports  

Vanessa 
Maritz  

Research reports are often too long, too technical and lack business impact and a need 
to effectively communicate research findings continue to exist. Storytelling and data 
visualisation are recognised as two techniques to address this. This study considered 
the use of these techniques by South African research firms in quantitative reports. In-
depth interviews amongst research executives were conducted and a small sample of 
clients completed an Internet-based survey. Results indicate that research firms focus 
on storytelling and display limited use of non-traditional data visualisations. Clients 
claim that findings flow logically but are indifferent about research reports’ visual 
appeal. 

   
Real-time 
measurement –
Functional 
methodology, 
fact or fallacy  

Andries 
Noeth  

The current study investigates the concept of real-time measures, its usefulness to the 
measurement of customer experience and how it differs from traditional research. The 
paper was compiled using two sources of information 1) an extensive literature review, 
2) in-depth interviews with representatives from South African organisations who 
employ real time measures. The findings suggest that numerous psychological aspects 
play a role during a customer’s engagement with organisations and that the data 
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collection method used has some limitations in addressing these psychological 
attributes. The findings suggest that an integration of real-time measures together with 
more traditional approaches addresses these aspects more effectively than any one of 
these methods on their own. 

   
Designing 
workplace 
environments for 
well-being: Why 
bother?  

Elsa Thirion-
Venter  

The workplace forms a significant part of a working individual’s life. An employed 
individual will spend between a quarter and a third of his or her waking life at the 
workplace. With the amount of time spent in buildings, the physical conditions in the 
workplace are important determinants of satisfaction, comfort, well-being and 
effectiveness, and can even play a role in mental health. Poor design can result in 
problems which can reduce the effectiveness of task performance (e.g., the lack of 
privacy and noisy disruption in open-plan offices) and cost the organisation more in the 
long run.The main objective of the study was to identify design principles which could 
contribute to the development of an office design framework to enhance the wellbeing 
of its occupants. The basic principle followed was to take the best of the Eastern design 
philosophies (as represented by feng shui) and the Western design philosophies (as 
represented by Environmental Social Science) and adapt it to the African context. A 
qualitative approach was followed and twenty-five in-depth interviews were conducted 
with a non-probability judgement sample of people who had worked in an office 
environment in Gauteng, representing various cultural groups, ages and genders. A 
vignette of the results is provided in this paper. People are more similar than they are 
different - the needs of various groupings overlapped by between 75-80%. People will 
also always select to position themselves in a space according to similar principles, 
namely to be in a position to observe and control the environment. 

   
Teaching an old 
dog new tricks - 
How data 
visualisation and 
design can be 
used by 
everyone  

Sarah 
Wocknitz & 
Cara Morris  

Market research is an information rich and data heavy industry, but this information is 
not as accessible as it could be. We need to evolve to fit in with the movement towards 
instant and easy to absorb information. One way of doing this is through data 
visualisation. We will be investigating the value that these tools can add to research by 
looking at the history visualisation, and case studies. We also looked at the main 
barriers to implementing design in our everyday reporting and ways to equip the 
average researcher with the knowledge to use these tools with confidence. 
 

SAMRA CONFERENCE 2013 EXPERT Q&A SUMMARY 
   
The application 
of text and 
sentiment 
analysis in 
market research, 
social sciences 
and business 
intelligence in 
South Africa 

Kobus 
Badenhorst 
&Willie 
Fitzgerald 

This session will focus on the use of text and sentiment analysis in market research, 
social sciences and business intelligence, and the value it can add to market research 
insight, social sciences and business intelligence. The session will be of interest to 
market researcher suppliers and users, social scientists, and business managers, and 
will both inform the audience about the latest developments in text and sentiment 
analysis and provide for audience questions and answers from the experts. The session 
will include a short introduction covering the following: 
 
 Overview of worldwide trends in text and sentiment analytics 
 Use text and sentiment analytics in South Africa amongst market researchers, 

social scientists and business managers 
 Natural language processing and its role in text and sentiment analysis 
 Text and sentiment analysis software packages  
 How sentiment analysis works 
 The use of text and sentiment analysis  
 The value that text and sentiment analysis add for research suppliers, research 

users, and business managers 
 How much text and sentiment analysis costs to implement, use and apply  

   
 


