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Welcome by Siya Sangweni
Welcome by Dr Sifiso Falala – President, PAMRO

11h10

The Upside of Down
“It is a time of extraordinary opportunity. But only if you have the right mindset” – Bruce Whitfield
The Upside of Down demonstrates to audiences just how important it is to have a growth mindset in a
deeply complex environment where we are often paralysed into inaction through fear and indecision.
Facts matter more than ever. You cannot make good long-term decisions if you are overwhelmed by
fear. This deeply empowering, fact-rich, multi-layered talk challenges our in-built biases and encourages
audiences to confront widespread, but often inaccurate beliefs.

•

11h35

Bruce Whitfield - Host Money Show, 702 and Cape Talk

The Evolution of Brand Humanisation!
Unilever, Africa’s leading consumer goods company, recently partnered with Borderless Access to
develop a deeper understanding of the personal/household hygiene habits and needs of mass-market
consumers in order to know how to address these issues on the ground, with purpose-driven activations
and relevant product innovation.
It was important to consider a more consumer inclusive and streamlined research approach, which could
mitigate issues of language barrier and accessibility of such consumers across key African markets.
Aligning with Unilever’s consumer-centric approach, Borderless Access employed its bot-enabled
WhatsApp quali-quant survey methodology. The automated chat-based research facilitated a more
direct and natural connection with the audience and gathered insights from their day-to-day activities in
real-time, inclusive of rich situational media materials in the form of video, images, and voice recordings.
Hence fulfilling Unilever’s need for more empathetic research content in a faster and more cost-effective
way than traditional research.
•

•

Bev Tigar-Bassett – AVP: Business Development, Borderless Access South Africa
Stacey Grant - CMI Director, Unilever South Africa

12h00

Coffee break

12h05

Millennials and Gen Z poised to drive Crypto revolution in Africa
Africa could be the next frontier of global development and economic growth. If this were to happen a
lot of it would depend on solving many of its challenges - a job which may have to fall on the shoulders
of Africa’s youth. Recent observations indicate that Millenials and the cohort known as Gen Z are well on
their way to solving the challenges related to exchange rate policies, high inflation rates and currency
devaluations.
Having already adopted mobile money like mPesa, EcoCash, GCash and Tigo Pesa, Africa’s youth have
also shown a great willingness to adopt cryptocurrencies. For this tech-savvy youth of approximately
500 million, crypto is a more reliable alternative in an unstable and volatile economy. Using Nielsen’s Ad
Intel Insights, we monitored the buzz around “crypto” across seven key markets (Botswana, Ghana, Kenya,
Nigeria, South Africa, Tanzania and Uganda) to analyse the audience, sentiment, topics, themes and
trends for the period May 2020 - June 2021. Given their tech savvy nature and always connected status,
millenials and Gen Z will have an important role to play in the crypto revolution.

•

Noah Makholwa - Digital Manager, Nielsen Media South Africa
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Evolution of Community Media
Community media has traditionally been defined as traditional media that is owned and controlled by
a regional community. Ornico will analyse how the term “community” is now defined by new media,
characterised by inclusiveness, participatory practices as well as explore their important role for brands
and marketing.

•

12h55

Oresti Patricios - CEO, Ornico

Measurement of Influencer ROI
Introduction to the world of earned media value and how this Metrix can help you benchmark influencer
ROI to your business or campaign. EMV or Earned Media Value can be an incredibly valuable metric for
marketers, but it needs to be measured correctly if it is to have any real value for your organisation. Let
me take you through that journey.

•

Joe Mbugua – Head: Tools and Tech East Africa, Saracen Media Kenya

Coffee break
13h20

PANEL DISCUSSION
Why Digital Anthropologists are the missing link on your Data Science
team: How innovations in digital anthropology tools, methods and
talents will change the game in consumer insights and measurement.
According to Gartner, “70% of organisations will shift their focus from big to small and wide Data By
2025.” Using Big data alone for insight leads to bias and gaps of understanding. Thick data or “small and
wide” data is needed to fill these gaps, but data scientists alone are not equipped to gather and analyse
thick data. Data teams need a new diversity of mindset, skill set and technology to bring thick data to big
data - they need digital anthropologists.

•
•
•
•

13h45

James Ingram - CEO, Splashlight & Telmar, and Founder, LiiV Center
Katie Hillier - Chief Digital Anthropologist, LiiV Center
Ingrid Brudvig - Digital Anthropologist, University of Cape Town
Cristian Vlad - Head of Analytics, Telmar
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11h05

The Dutch National Media Research : Go together, go far
In March 2021 the new Nationaal Media Onderzoek (NMO; National Media Research) was launched,
designed, and owned by the 4 organisations responsible for the measurement of reading, listening,
viewing and online. Over the course of 1,5 year the measurements will be completely renewed, and new
currencies will be launched, coming from one cross media measurement design.
The new research was designed keeping the end user in mind. Acknowledging the need for true crossmedia measurement and the evolution of the media landscape. This approach resulted in a clear research
design and overview of the datasets that needed to be delivered to the market.
In our presentation we will show what the design looks like and how it will fuel the full media planning life
cycle with different datasets. We will also show how all stakeholders benefit from this cooperation that
enables a future ready solution.

11h35

•

Sjoerd Pennekamp - Director: TV Audience measurement, SKO

•

Karin Schut - Director: Digital Audience Measurement, VINEX

TAM with a Plan: Scoping a modern measurement system
Implementing a new measurement system or updating an old one offers bewildering choice. Multiple
stakeholders want to add everything to the shopping list and vendors promise everything but cost and
budget impose a harsh reality check.
Consultants 3M3A have been involved in many tenders and evaluations and will map out the essential
elements of planning for a TAM system, covering scope, budget, timeline, and decision-making.

•

Christopher O’Hearn – Project Director, 3M3A United Kingdom

11h55

Coffee break

12h15

Towards a Multi-Dimensional Consumer Segmentation Tool
for South Africa
The paper provides a detailed background to the BMR’s Consumer Market Segmentation model, will focus
on the development of the model, will show the model structure and segment descriptors, and will also
show the model results as applied to a number of product and media use variables from the MAPS survey.

•

12h40

Prof. Carel van Aardt - Professor and Research Director, Bureau of Market Research

Essential Innovation
Ipsos in close collaboration with the BRC in South Africa has designed a new radio audience
measurement programme, RAMS Amplify, that is both future-ready and addresses concerns around data
frequency, stability, flexibility of design, granularity, and a real need for currency after a long Covid-driven
gap.
The programme comprises a dual methodology that minimises personal contact: on the one hand, CATI
Day-After-Recall interviews (CATI DAR) that fulfil the immediate need for data and provide scale, and on
the other the first passive radio audience measurement in South Africa via Ipsos’ proprietary MediaCell
technology that will provide frequency and granularity in the longer run.

•
•

Gary Whitaker - CEO, The Broadcast Research Council of South Africa
Hendrik Van Blerk - Audience Measurement Lead, Ipsos South Africa
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What TV viewing tells us about power outages?
South Africa has been plagued with rolling blackouts for a number of years. Load shedding has become
more frequent in 2021. The impact on TV viewing is disproportionally high as primetime viewing is the
most impacted. The viewing data reveals the tell-tale signs of power outages and possibly clues to help
understand the under delivery of campaigns.

•

Brenda Wortley - Consulting in TV Audience measurement and Video Research:
3M3A South Africa

13h30

Sticky media trends post 2020; should brands rethink media planning?
Kantar will explore which media trends marketers should focus on, how brands should think about media
investment and the role that accelerated digital adoption, innovation and measurement plays within
media planning. Insights for this presentation are curated from the opinions of over 14,500 consumers
covering over 290 brands in 23 markets and 900 senior marketers around the world during 2021.
This analysis offers essential guidance for campaign planning to maximise brand ROI across Africa.

•
•

13h55

Monique Claassen - Head: Media Insights, Kantar
Anusha Harri - Account Director: Media and Creative, Kantar
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Just what the scientists, priests, rabbi, crystal ball gazers and
witchdoctors ordered. The flipside of conventional wisdom
This paper calibrates scientific forecasts against unconventional sources of prediction such as prophecy,
priests, rabbi, crystal ball gazers and witchdoctors. Are there any correlations between the logical natural
and the mystical supernatural, or between the supernatural and the supernatural?

•

11h30

Dr Sifiso Falala - Chief Executive Officer (Current President of PAMRO), 			
Plus 94 Research (Pty) Ltd

The Pandemic - A Catalyst for Digital Transformation in Africa.
The digital transformation in Africa had been predicted more than a decade ago, but old habits and lack of
imagination obstructed a significant shift in marketing budgets; that is until the pandemic swept a wave
of panic across the world. Now social commerce is the set piece, and many an online influencer don’t get
out of bed for less than a million. In this paper we discuss what this lighting speed shift means for the
research and marketing sectors.

•

Joe Otin, CEO, The Collective Kenya

11h55

Coffee break

12h15

Trust in Advertising - Key markets in Africa and comparisons with the
rest of the world.
An update of the 2015 Trust in Advertising report produced by Nielsen, this year the report is expanded to
include 8 key African markets as well as measures of sponsorship and Influencers. An African perspective
highlights the results in comparison with other regions of the world as well as a global view showing how
these trends have shifted in the last 6 years.

•

12h40

PAMRO 2021 Country Reports
•
•
•
•

13h05

Terry Murphy - Managing Director, Nielsen South Africa

Cameron Maclear - OMGSA Africa Managing Director, Omnicom Media Group S.A
Celia Collins - OMGSA Africa General Manager, Omnicom Media Group S.A
Pooven Moonsamy - Account Director, OMD S.A
Gafiedah Wilson - Account Director, OMD S.A

Finding certainty in uncertain times
I am curious to deliver a presentation on where I see the South African media in future, given current
developments. I interrogate the influence of the media on education and input where I’d like media
organisations and partners to improve/change to create a better South Africa for the next generation.

•

13h30

Thank you, closing and announce best paper award
•

13h40

Stacey Fru - Learner and Founder, Stacey Fru Foundation

Dr Sifiso Falala - President, PAMRO
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