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Welcome by Siya Sangweni

Pamro welcome address

• Sifiso Falala - CEO of Plus 94 Research and Pamro president

Leveraging bot-enabled research to understand the health habits 
and beverage opportunities amongst African consumers.

The current global COVID-19 pandemic has significantly impacted how people behave, as 
seen in the consumer mindset shift towards healthier lifestyle habits. This study presents the 
opportunity for Borderless Access to leverage its digital research capability - by employing a 
conversational chatbot as a virtual interviewer and engaging their online panelists on Africa’s 
most popular messaging platform.
This case study also highlights the effectiveness of digital research techniques in African 
markets and proves its readiness to adopt contemporary research methodologies.

• Bev Tigar Bassett - AVP, Business Development, Borderless Access, South Africa
• Kambe Mwaba - Knowledge & Insights Manager, Coca-Cola Africa, South Africa

Driving audience insights to inform a global 5-year plan for 
content, marketing, distribution, and digital strategy across TV 
and multiple digital screens.

The projects currently in action are amongst the largest and most complex that Nielsen 
has ever delivered. Covering many countries and every region, multiple methodologies and 
advanced analytical statistical analysis, AJMN is now receiving information that is generating 
impact and action for all client stakeholders and enabling them to see their audiences from a 
fresh perspective.  This will be a jointly presented paper with Nielsen and AJMN, showcasing 
the complex thinking and planning, the layers of methodology and analysis, and talk to the 
impact that the work is having.

• Sarah Messer – Director, Nielsen Media United Arab Emirates

Q&A with presenters

Coffee break

Welcome back by Siya12h30
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Complex automated phone surveys as an alternative to F2F research.

When the COVID crisis hit and all face-to-face research was halted, 3M3A was part way 
through a number of audits requiring checks on measurement panel homes. 
Phone calls are not an easy alternative – they are time consuming and difficult in areas where 
multiple languages are spoken. We also foresaw a future where homes are reluctant to have a 
stranger visit them, especially one who has been in contact with dozens of other households.
With the support of our client in South Africa, DStv, 3M3A developed an automated call 
system to conduct these interviews. The complexity of information required made this a huge 
challenge but it was successfully completed.

• Brenda Wortley - Media research specialist, 3M3A
• Christopher O’Hearn – Project Manager, 3M3A

PANEL DISCUSSION
Data, Data Everywhere… But, are we any better at answering “Why?”

Join our panel as they discuss the increase in availability of data, especially since Covid, and the 
impact that it has on marketers and advertisers. Based on their background and experience, our 
panel will give their first-hand account of the impact of digital data in SA. 
The panel will delve into:
- How has Covid-19 changed consumer research, and how much more do we know 
   about consumers
- Marrying human science with data science: can this match-making happen?
- If Covid-19 simply accelerated established trends toward digitization, where do we go from here? 

• James Ingram - CEO of Splashlight & Telmar, and Founder of LiiV
• Joe Otin - Chief Executive Officer, The Collective - Digital Ad Agency
• Mohammed Paruk - Trading Operations Manager, GroupM South Africa

Coffee break

Welcome back by Siya

Leveraging existing data for infinite brand growth.

Imagine a world where we were empowered to understand what makes consumers consider 
and buy each of our brands. Imagine if we knew with certainty which levers to pull to drive brand 
growth and how to pull these levers? At Coca-Cola we do. 
Amidst the pandemic and subsequent budgets cuts, we embarked on an insightful journey to 
leverage existing data to tell more meaningful stories about the metrics we track and their 
importance for driving consumer behaviour. This framework is relevant to all brands and can be 
replicated to provide insightful guidance for brand growth

• Jerusha Ramdeen - Knowledge & Insights Manager, Coca-Cola Africa

Q&A with presenters

Closing by Siya Sangweni
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Welcome by Siya Sangweni

Gathering audience insights using mobile technology 

RealityMine will demonstrate how it leverages Media Host’s broadcast monitoring 
infrastructure across Africa, using smartphones to gather consumer behaviour insights 
such as listening and viewing data.

•  Luke Biggins - VP of Client Development, Reality Mine
•  Mike Smit - MD, Media Host

Actionable media insights about Affluent Africans

The spending power of Affluent Africans, those belonging to the top 15% income group, 
has caught the eye of advertisers in international media. Digitization might have changed 
the way the Affluent access, read and watch international media, but it has not stopped the 
growth of their international media consumption. Our recent results show an increase in 
trust in international media compared to national media. Moreover, their dynamic business 
attitude makes the Affluent African stand out regionally. 
The new release of the Ipsos Affluent Africa survey data combines an up-to-data and 
accurate picture of media consumption habits and behavior of affluent individuals and 
business decision makers living in the main cities of the continent with a wide range of 
lifestyle information and buying intentions for high-end products and services. Thus, 
providing insights in the profiles of resilient affluent Africans.

• Annemarie van Elfrinkhof - Senior Research Executive, Ipsos
• Charlie Fox - Associate Research Director, Ipsos

Q&A with presenters

Coffee break

Welcome back by Siya

The Next Steps In Africa’s Digital Media Research

Africa’s adoption of technology is varied. Sometimes it is gradual and other times it leap frogs 
into cutting edge technology without a moment’s hesitation. In order to predict the next set of 
advancements that the continent will take in the provision of digital media consumption data, 
it is necessary to review the history of media research across newly industrialized countries 
and developed nations. The insights derived from this review will lay down the foundations for 
strategic initiatives within the business of media research in Africa.

•  Joe Otin - Chief Executive Officer, The Collective - Digital Ad Agency
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How to stand out and stay winning as a brand

Understanding, who is consuming our brands, when (occasion) and why (reason for 
drinking) we are being consumed is crucial to unlocking growth as a Total Beverage 
company. A key component to a winning brand is relevant and unique differentiation, what 
we call “Brand Edge”.  However, sustainable growth is what every brand needs to achieve. 
This is done by building rituals across the consumer journey using various communication 
vehicles to touch our consumer.
Let us take you on the journey of how Coca-Cola took its brands on this path to achieving 
sustainable growth amidst uncertain times using the Brand Edge and Rituals frameworks.

•  Njabu Hlanze - Knowledge & Insights, Coca-Cola Manager, Coca-Cola 

Q&A with presenters

Coffee break

Welcome back by Siya

Global Digital Viewing Trends through COVID-19 and Beyond

Sharing trends from South Africa and across the globe showing not only viewership trends 
but advertising spend too.

•  Jonathon Wells - SVP Data Science, Nielsen Media

Q&A with presenters

Closing by Siya Sangweni
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Welcome by Siya Sangweni

Measuring the changing socio-economic landscape of Africa

A pan-African Socio Economic Measure was last presented at PAMRO in 2015.  Measuring 
socio-economic status opens up a wealth of opportunity for business and marketers. A 
household’s socio-economic status is a construct that measures that household’s level of 
wealth and access to services, and by extension to that, the level of participation in the 
formal or informal economy. It is integral for understanding marketing efforts and guiding 
targeting initiatives to the correct group of consumers. For the benefit of the industry the 
updated PA-SES system has been updated so all can use it in research programmes -  it 
now includes more countries, has a far greater geographic coverage across the continent, 
has an improved accuracy rate, and sufficiently differentiates on both ends of the socio-
economic continuum.

• Karin Du Chenne - Chief Growth Officer Africa Middle East

Blossom or Bottom – a digital spectacle in Kenya

Brands in Africa faced dire straits in March 2020 when covid-19 struck. Some panicked, 
most held back but a few brave and courageous brands waded into unchartered territory. 
Join us as we tell the remarkable story of the resilience of these amazing brands in Kenya 
from a digital spends perspective. And what we have learnt from onesandzeros on how you 
can build resilience into your brand DNA.

• Josiah Kimanzi - Executive Consultant, Onesandzeros, Nairobi, Kenya 

How Behavioral Communication Can Revolutionize Media for Africa

This paper explores the extent to which, Behavioural Communication can help media in 
Africa overcome the limitations of mass communication. The aim is to encourage adoption 
of “humanized” elements of modern communication to positively shape the mind-sets of 
Africa. This as an agenda will ignite sustainable change for the continent.
Our focus is to examine how the media can leverage on the “Phygital” model. Phygital in this 
content being, the combination of digital and traditional media platform that is sustainable, 
current and adaptive in nature.  

• Irene Phoebe Kiwia, CEO, Frontline Africa

Q&A with presenters

Coffee break

Welcome back by Siya

Which Africa are you selling to?

How do you see a market? What are the essential components of a lens that marketers 
must apply to gain robust perspective on a market as rich and diverse as the African 
market? Do we see enough of the market, or do we see it correctly? How much data do you 
need? And how much can the data really tell you? From a difficult but interesting family 
conversation, to his professional experiences, Feyi articulates how marketers can see the 
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African market better. He further explores the Village Map, a proprietary framework 
developed for deeper understanding of the African consumer. The speaker will explore 
in this session how marketers view their target markets, in terms of the lens they 
employ to engage consumers. The role of context to data will be clarified, along with 
the value of the right lens in marketing engagements.

• Feyi Olubodun – Founder and Managing Partner, Open Squares Africa

Africa Country Reports 2020

Country Statistics, the Digital and Technology Environment and the Research 
landscape across the continent.

• Janet Proudfoot, GM: Group Research and Audience Strategy,        
eMedia Investments, South Africa

Q&A with presenters

Thank you and closing

• Sifiso Falala - CEO of Plus 94 Research and Pamro president
• Pamro Partner Paper Award

Closing by Siya Sangweni
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