
SALVATION significantly
differentiates the users in this'
market and is significant at the
.0001 level. The CART segments
which contain Coloured and Black
respondents can be differentiated by
the way they rank this value.

Kr"uskal-Wall.s ANOVA
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Whites and Coloureds rate
SALVATiON as very important.
More Whites (29%) rate this value
as their most important value than
any other value. FAMILY
SECURITY is the value next most ~ATf\ON
likely to be ranked as, most "Most Likely x Brand Matrix"
important by 'Whites (14%). Lc;>westSC(1reS are Most Important
Coloureds show a similar pattern {
ranking SALVATION number one 26% of the time and FAMilY SECURITY number
one 16% of the time. ,.

Blacks and Asians only rank SALVATION as their most Important value 5% of the
time. '.',

SAL VATION is relatIvely important to those liKely to choose Brand D. It is relatively
unimportant to those likely to choose Brands F and C. Whit~$ and Coloureds rank
this value at tho middle of the scale in the early years but a.t the top after the age of
35.•Slacks and Asians attach very little relative importa''lce to this value.

;~i

Analysis by Age

This value becomes more important as Whites and Coloureds age. It is unimportant
to Blacks and Asians of all ~ges.

Analysis b:1lM.!ri!.~L§.tatus

SALVAtION is gen@rally more important to married people, except Blacks. It is
urnlmportant to Blacks regardless of marital status.

Analysis by Household Income,

There is no developmental pattern related to household Income for this brand.

4naJ~sis by educ~tion !1r1dFather's Education

TherE) is no developmental pattern related to education r {father's education for this
brartd,

If
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NATIONAL SECGRITY significantly
differentiates brands in this market
and is signific~nt at .0000. This value
was often, associated with brand
images by respondents, but was not
the value most often associated with
brand images, CA.RTdid not find this
value to be particularly strong in
predicting segments. It does,
however, highly differentiate brands.

NATiONAL. SeCURITY is agreafdeal
more important to respondents likely
to choose Bank 13, Ba~k F or Bank D.
It is a great deal le~) important to
those m<ely to choose Brand E or
'Srt;1.l1dA. This. value is. unimportant to
most South Africans but grows in
importance as people reach middle
~ge. o

Analy~is. by Age

This value is relatively \'\.mimportant to all South Africans but attains a position at the
middle of the scale in anl.race groups after the age of 35.

\. \
.8nalysls b~tal Statti~

\

Kr' ul;ka 1- Wa I II S ANOVA
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There is no developmental ~\?ttern related to marital status for this value.
\\-

Anr,:tlysls by Household fnco~.,e /:

l\-A.'T'}bNAl SECUAITY is slightly .more important to the lower econorruc groups but it
- is jillll unimportant to them.

i~al~Si$ bv Education and F'ather's,Education

There is (.10 developmental pattern related to either variable.

NATIONAL SEC1,JR1TV
"Most Likely x Brand Matrix"
Lowest Scores are Most Important



The way that -respondents rank
$ELF-GONTROLLED is also very
eigni'ficant (.0006). This indicates
that this value is a very good
segmentation variable for banks.

\'
CART also indicates that this value
is relatively Important. It was not
often associated with brand images
by respondents.

SElF~CONTROLlED is ranked
much more importantly by
respondents Indicating a preference
for Brand 13,Brand 0 or Brand F. It
is ranked much less importantly by
those choosing Brand A or Brand Eo

Analysis by Age

(/

l(ruskal-Wa..llls A~VA
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This value Is relatively moderately if! portent to most agr.::groups. It is ranked at the
middle of the scale by 18-2~·year aids of all raqeih excr:lptBlacks, Young Blacks rank
SELF-CONTROLLEO as a very important value, .this value is generally very
unimportant to ~sians. .

An~Jysis by Marital Status

SEL.F-CONTROLLED
"Moat Likely x Brand Matrix!'
Lowest Scores are Most Important

\i

There ;$ no developmental pattern related to marital status for this value •

.Analysis by Hous,ehqld Income

There is no developmental pattern related to household ipcome\ for this value.
b .

Anah!,sis by Education_and Father:s Education

There is no developmental pattern related to eiti1~r variable.



HAPPtNES~ is also ranked in a
very signiftc~nt way ,by respondents
(.0013). It was not often associated
with brand images, nor was this
value shown to be extremely
important by the CART analysis ..

HAPPINESS is relatlvely .much
more important to respondents who
would choose Brand 13or Brand D.
It is relatively much less important to
those choosing Brand B or Brand D
and sHghtly less important to those
who would choose Brand F.

Analysis by Age

l<r'uS!<:al-WE!.IIIS Ar¥JVA
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HAPPINESS
"Most Likely x Brand Matrix
Lowest Scores are Most Important

, ,

This value is relatively important to respondents of all ages.

8

Analysis by Marital StaWs

There is no developmental pattern related to marital status for this value, it is
important to everyone.

1\

Analysis. r:& Household Income

There is no developmenta! pattern related to household, income for this value.

Analysis by EdlJcation and Father's Education
Ii

There is no developmental pattern relat~d to either variable.
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CART.~al~sis :!luilding Societies

Segment 1 (4219% of the.sample) - Coloureds and Blacks

Segment 2 (8,1% of th~ sample) - Whites to whom WISDOM is relatively important.

Segment 3 (19,2% of the sample) - Whites to whom WISDOM is relatively
unimportant and EQUAliTY is relatively important.

Segment i (15,4% of the sample) - Whites to whom both WISDOM and eQUALITY
are relatively unimportant.

Segment 5 (14,3% of the sample) - Indians

.~hares by CART Gagmen,! (%)
CART l-Iar)te\:'Segment Nurr.ber

Srand .l 3- 1. Ii 3,
A 39 16 3S 24
,B :I 16 12 12
C 24 44 21 37
D 23 13 19 15
1!l 1 Q 1 0
F 10" 11 12 12

28
1

12
20
o

40

There are obvious differences.between the shares of b~ands in the various segments.
This is especially true of segments 2, 3 and 4 which ,llre differentiated solely by the
relative importance placed upon the personal values of WISDOM and EqUALITY.
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l<ruskai-WaHis Analy~is of Variance - Building Societies

The Kruskal ..Wallis Analysis of Variance yielded three values which were significant
at .0028: LOGICAL, WISDOM and PLEASURE.

LOGICAL (.0002) is the most r
significant value highlightl)d by the
Kruskal-Wallls test. The CART
analysis also indicated that this
value was important in producinG,
the five market .segments. CARl
ranked LOGICAL as the ninth most
important variable. Only Whites
(8%) associated this value with the
brand image otthe bank they ~ould
be most likely to choose,

LOGICAL is relatively more
important tp respondents who
tndleated ~rand C or Brand B. It{;is
relatively less important to those
who would be most likely to choose
Brand F.

~ ~~~~~-~~~~~~~~~.•
t -I -~~>+-I"A~~Vh%+

LOGICAL
"Most Likely x t'i~Ild Matrix"
Lowest Scores are Most Important

LOGICAL is relatively unimportant to most South Africans.

_Analysis by Ag~

There is ~o <ltevelopmental pattern associated 'tIith '(I

Analysis ~. Marital Status '
\\ .,

Although the value does.achieve moderate importance among'divorced Asians, this
. ". . ... ,,1:\ .

probably reflects sampling error due to the small number:Of divorced Asians. We
conclude that there is no developmental pattern associated with marital status.

,~:~~

_t\nalysis b31Hous_ehold Income
u

There is r'jc;rdevelopmantal p,aUern·assaciated with household lncorne.
"'~"'" ~

C'

There is lib developmental pattern associated with education or father's education.



WISDOM is the second most
significant value and is significant at
the .0006 level. CART places this
value tenth in Importance on its list.

Respondents did norotten associate
this value with brand image
perceptions.

WISDOM is relativeJy more
important to respondents who chose
Brands E and F. It is relatively much
less important to those who chose
'Brand<·B.

Analy_si.s by Age

Kruskal~WaIIIS ANOVA
<' Wf~
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This value shows markedly different patterns by race. lt Is relatively important to
Whites and Coloureds of all ages. It is ranked at the middle of the scale by Asians

\of all ages except 30-44 year olds.who find this value to be important. The pattern
among Blacks Is highly erratic. W~SDOM is ranked toward the bottom of the scale by
the young and rises to the middle of the scale until the 45~54year old period. During
the 45-54 year old period, this value becomes the most important value. It then falls
to the bottom of the list among those over 55!

()

,Anaiysis by Marital Status

WISDOM
"Most Likely x Brand Matrlx"
Lowest Scores are Most Important

DivO~~d people of all races find this to be a relatively important value but the!'.€.' does
not appear to J:)eany deve\ppmental pattern related to marital status. '\

\',

Analysis by Household Ing.~Q1..s!

There is no developmental pattern related to household income.
I) ';" " .',

() ',.:::,

AnalVsip by Education and Fathe!~~,~ducation

The more educated a respondenfand the more eduqated'a,~espondent's father, the
more likely the respondent placed a hi.ghvalue on WISDOM. This pattern has some
minor exceptions but is relatively consistent for all races.



Pl.EASURE is 'significant at .0021.
PLEASURE was not often
associated with brand images and
was not very important in the CART
analysis.

PLEASURE shows the most distinct
differences between brand users
and the importance or unimportance
of the brand is relatively much more
marked. It is relatively much more
important to respondents most likely
to choose Brands A or B and much
less important to those most likely to
choose Brand D or Brand F.

Analysis by Age,

12
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Kr'uskal-Walils AOOVA.,
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PLEASURE
"Most Likely x Brand Matrix"
Lliwest Scores are Most Important

,
PLEASURE generally becomes relatively less important with age.

~sis. by Marital Status

There is no developmental rattern related to marital etatus.

Analysis by·Household Income

There is no developmersal pattern related to household. income.
()

~~\d?is b~ Education and Father's Education.~ ~. . . . .... - -- _-,

\

\;There is no developmental pattern related to education or father's education.
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CART Analysis - ShampQQ.

The shampoo market is highly fragmented and only one brand has a share higher
than 10% according to IBIS July/August 1988. This severely limited the ability of the
six or seven brands to describe the market, This limitation probably contributed to the
fact that CART could not generate a tree for this product class.

Obviously, the lack of shampoo usage by Blacks and the obvious physiological
differences of Black hair make.race an especially good segmentation variable, so it's
not surprising that CART indicated that the following variables were most important
in this market: c:

Y!tiable

Rae!)
IncomeEQUALl:TYSOCIAL ~~COGNITION
SALV,h'I'ION
:aROl\PlUNDED
A9~

Relative Importance
100
2S
19
19
11
9
8

variable

CAPADLE:
:Education
AN EXCITING LIFE
SENSE O~ ACCOMPLISHHONESTLOVING
O:aEO!EN'l'

Relative IlIIllortance
4
3
3
2
2
t
1

ii

Kruskal-WaUis One Way Analysis of Variance" Shampoo

The Kruskal-Wallis test indicated that only one value was significant in the total
market at .0028 (BROADMINDED).

Because of their relatively low usage of shampoo, an al!~mative analysis was run of
\fIlhites, Coloureds and Asians and another ana1ysis)das run consisting of only the
W;hite respondents.,,:,I:n both cases, only BROAOMINaeO (.0018) was significant.



;,.\\.~". \\
BFt1bADM!~ibEO Is the only value
wl"h~lL~ ranked in a significantry
diffeienn~hion at the .0028 statistical
level. !t Is ~ignjficant at .0001 for all
races and .ObiS for Whites,

BROAOMINOEO WaS the sixth most
important value in the list produced
by the CART analysis. It was not often
associated with product class br~nd
image associations.

14

KrUSka I~Wa! I Is ANOVA
~lr4IifJ
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BROADMINDED is not an important
value to South Africans. In the total
market, it is of great relative
importance to users of Brand A and
of relative importance to users of
Brands P bod D. It is of great relative
unimportance to users qf Brands B,
G, M, and E. It is of relatM'l unimportance to users of Brands I and Q.

BROAOMINOED
"Most Likely x Brand Matrix"
Lowest Scores are Most Important

Among Whites,'SROADMINDED is of great relative importance to users of Brands C and
A and Is of relative importance to users of Brands P, 0 and D. It is of great relative
unimportance to users of Brands G, F
and M and of relative. unimportance
to users of 8rand I.

Analysis by Agg

Thera Is no pattern tif development
associated with age for this value.

~nalysls by Marital Status

There Is no pattern of development
associated with age for this value.

Analysis by.•Household Incom!i!

KrU$kal-Wall (s ANOVA
"'SO

There is no pattern Of development BROADMIN0u) _WHITES
associated with age for this value. "Most LiI~elyx 8rand Matrix" \
.!\nalysis by Education and Father's Lowest Scores are Most important
Education

There is no pattern of'developmeht associated with education or father's education.

'PO
V':

,-- •• ~~,,__..;o...
,..,11.

7,!7./: %
:--"~""'" I%v:r'--..'. PO: ~ ? II'. % % f/.% f/.

7-/'~V:~~~~ ~v: ~% [/.~ ~v.
7~ ~~ %~ ~%~ %~ ~~~ ~~? ,(

V, ;~ ~% %v, II.~ %%% [I./: %%11. ~I%
t/.v. %11. %[1. V.b %%/: ~~ :1'. 1%% 1%
v:v. Zf/. %v: [/.v. lI.iI./' I%Ct II.%V- ~

~ 300.a 2"

~ 'Do
l ;,.

<GO

,a

~ c .~ p 0 ~ r " s ~ .~ A ~ Q N n I ~ , ~

f',Q1 tf::) e-al\d Q ""It. UW'.

112l-"''''''-



15

CART Analysis ..Male Aerosol Deodorants

CART was able,to segment the male aerosol deodorant market based upon age and
upon the way each age group ranked one significant value:. . G
Segment 1 (19,2% of the sample) - 18·34 year olds to whom A WORLD AT PEACE is
relatively important.

Segment:2 (44,1%01 the sample) -18-34 year aids to whom A WORLD AT PEACE is
relatively unimportant.

Segment {3 (7,1% of the sample) - 35+ year olds to whom FREEDOM is relatively
important.

Segment 4 (29,6% of the sample) • 35+ year olds to.whom FREEDOM is relatively
unimportant.

Male Aerosol Deodorants· Shares t~yCART segment

CART r·larket Segment Number
Mrand 1 ~ a ~

M 1ft 9 7 10
N 1~ 34 ~6 12
p 21 17 48, :20
T 44 25 15 54
W 10 15 4 4

Again, there are obvious differences in. nrand shares between the segments when the
segments which differ only in terms of the relative !mp~rtance placed upon the values
of A WORLD AT PEACE or FREEDOM are compared.

!tART Analysis" Female Aerosol Oeodoratlts

CART was, unable to create market segment$ based upon the cJ~ta.
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~ART Analysis w RaU..on Oeodoran~s

Se@ment 1 (~8~., Jof the sample) .. Slack, Coloured-and Asian respondents.
\\

-. '.. ------~~
Segment 2 (6.8% of th~ sample) ri Whites to whom POLITE: is relatIvely lrnphltant.
') - '~,..I .,

Segment:3 (17,4% oftl1a sample) .> Whites to whom POLlTE is relativ\~lyunimportant and
SELF..ReS~ECT is relatively important. \.

\
St?gment 4 (13,7% of the sample) ~Whites to whom pOLIn: and SELF..RESPECT are
relatively unimportant.

1-1011..0" De()G~J'ants .. $.Oares by CART segment
eMT Market Segment !lumber

S 3//J 4
-~:, ""'

5 ~., 3\
15 12 35
35 18 28
0 41 15

4Q 2 8
~, 24 13

A 11
B 17
E 16
f 12
I 27
4 =C"'''~9

- - - -_ - - - \\_
The differentiating variable between segments 2, 3 and 4 are the relative kl1portance .\
placed upon the values POLITE and SELF..RESPEtgT. Again. there are distinct
differences in the brand shares within these segments. .
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Kruskal-Wallis Or,leWay Analysis of Variance By Ranks .. Deodoranj:§

Total DeOdoranfMarket Versus Traditional Segments

The wide number of brands' I. 1delivery systems In the study also made it impossible
for the CART programme to and-Iyze the total market. However, this limitation is not a
constraint in the Kruskal·Wallis test. To present more meaningful information, the Kruskal·
Wallis analysis follows the breC\kdown of the market into traditional roll-on, male aerosol
and female aerosol segments;-as well as the total market and the total white market.

No value was si9pificant ~t ,0028 in the total market Similarly no value was significant
in either ~el'osoi ~~arket. .

The way that re~pondents who are
most likely to use roll-on deodorants
iJSnl< SELF"CONTROLLED is
Significant (.0026). This value was not
often associated with brand images
by respondents but was mentioned
often by Coloureds and Asians who
do not purchase any particular brand
most often.

SElF ..CONTROLLEO is of great
':, relative lrnportance to users of Brand

A and of great relative unimportance
to users of Brands I and F:

Analysis by Ag~

Kruskal-Wall ts ANQVA"
S:tlt CorrtJ' IleG,.0
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This value is relatively moderately ,
important to most age groups. It is ranked at the middle of the scale by i8-24 year aids
of al: races except Blacks. Young Blacks: ank SELF ..CONTROLLED as a very important
value. This value is generally very unimportant to Asians.

Analy_sis by I\lU1ritalStatus

There is no developmental pattern related to marital status for this value.

14'
1)0

n 120
~ 11(1;

, ulQ

l I ::

&.

j :~
"<.
au
eo

"'•

SELF"CONTROLLED
"Most Likely x Brand Matrix" ','
Lowest Scores are Must Important

(I

Analysis by: Household I"porna

There is no developmental p::;;tternff.;}lategto household income Tor thls value.

Ana~ysis b¥.Education and Father1s Education

There is no developmental pattern related to either variable.



18

CAf1T .'%nalysis..Motor Ca!§

CART was unable to estabilsh predictive rules for this product class.

Kruskal-Wallis One Way Analysis of Variance By Ranks ..Motor Cars

The Kruskal·WaUis test yielded four significant values in this product class: A
COMFORTABLE LIFE, INNER HARMONY, HONEST and RESPONSIBLE.

The value of A COMFORTABLE LIFE
is the most significant value and is
significant at .0000. It is also the value
most often associated with motor car
brand image perceptions by Whites
(1Q%), Blacks (25%) and Coloureds
(16%). Asians associate it with their
choice of most likely motor car third
most often (16%).

This value Is generally more important
to respondents who would be most
likely to purchase Brand I, Brand H or
Brand F. It is generally less important
to respondents who would be most
likely to purchase Brand B or BrandD.

Kruskal-wall Is ANOVA

~.

Analysis by Age

A COMFORTABLE LIFE is important to Blacks and ASians of ail ages, 25·29 year old
Whites and 30-34 year old Coloureds. It is relatively unimportant to '18·24 year old Whites
and Coloureds.

Analysis by Marital Status

A COMFORTABLE LIFE Is important to Blacks re.gardless of marital status, to divorced
and remarried Coloureds, and to married or divorced Asians.

Analysis by Household Income

A COMFORTABLE LIFE is important to Whites earning R50Q·999and R1750·2249.1t is
generally important to Blacks of all inco~Tlekwels, and middle income Asians. It is
relatively ummportant to Coloureds eam;n~l R1750·R1999 household lncome.

Analysis by Education and Father's Education

~
H
~ '<CO ..j97<;!--l'h4-l¥.";*~;.s<HS44-+~H77':!-i'7:~7':l

1 ' 300 *s-l-W)++7~HH~~t--W;>+l77t+771-17S4

This value is relatively Important to Whites who have completed Standard 9 and 10 and
to Blacks and Asians of all educational levels. It is unimportant to Whites when their
fathers have graduated fromuniversiiy, Coloureds who have graduated from university
or who had a father with a Standard 9 or 10 quelifiOaiion and to Asians who's fatner
matriculated. "

A COMFORTABLE LIFE
"Most Likely x Brand Matrix"
Lowest Scores are Most Important



The value of INNER HARMONY is an
extremely significant segmentation
variable and is significant at a level of
.0005. I',~NERHARMONY is generally
more important to ..those who would
be most likely, to purchase Brand B,
Brand D or Brand fE.

Respondents indicating they would be
most. .likely to-,purchase Brand A or
Brand I place relatively less
importance on this value.

rrhls value is ranked at the middle of
the scale by most people and is not
highly associated 'Nith brand image
perceptions for this product class.

"

Analysis b~ Age
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~.H sao

~ ~O~rHn~~~n+~~~~~~¥~
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INNER HARMONY
"Most Likely x Brand Matrix"
Lowest Scores are Most Important

\

This value.is vary import~t)t to 25-29 year old Coloureds and generally unimportant to
Blacks below the age of 4~~~,

\\

Analysis by Marital Status '<':

Marital status does not seem ;~'\be highly correlated with this \lalue. Most respondents
of all races find this value to be N~ither Important nor unimportant.

\... -,

If'JNER ijAFlMONV is Importantltd\~~ingle and remarried Coloureds and divorced and
remarried }\sians. It is unimportant tQ slnqle, married and divorceq Asians but not to
those who (·WE!. remarried. \\ "

\;\
,\
\\
"\
v.

Thera is no. clear Inqoma correlation p~\tern for this value. INNER HAi=lMONY is
important to Whites earning RWOO1249 '~nd Coloureds earning R200Q-2249. It is
unimportant to Blacks with household income~\\of R500·'!249 and R1750-1999,Coloureds
with household incomes of R500·999 and Asil)ns e::lrnlng ti500-SSg and R1500-i749.

Analysis by Ht'}usehold fr1eome
(i

\\

Analysis by Education and Father's Educati01\
, \ "~

Lower levels of education seem to be a' factdr in the. development of a gf~~der
importance being placed on INNER. HARMONY. It Is unimportant to Whites with\f1
Standard 8 education or less. 8lacl<s who. have either matriculated or achieved a [ower
standard or who's father achieved slmila", levels of edu~ation, Coloureds who have I

achieved a Standard 9 or 10 educatlon and Asians who have matriculated.

lNNER HARMONY is important to the better educated of c~1Irace gm~lps.



HONEST
"Most Likely x Brand'Matrlx"

HONESTis important to respondents Lowest Scores are Most Important
of ali race groups and aUages:

The value of HONEST is" generally
more important,,;tc consumers most
likely to purchase Brand D or Brand
B and Is generally less lmportantto
those who would pu~thase Brand F
or BrandA. .

HONEST is the most. important
instrumental value to SOUth Africans
in total. It is a significant
segmentation variable and is
significant at a revel of .007'. It is not
highly associated with' motor car
brand image perceptions.

Analysis by A~

J<ruSKa I-Wa I lIs ANOVA

~ ,oo~Hij~~~~~Hn~nH~*~~
g 'M~~~~~~~~~~~~~
~~ -~~~~~~~~~~~~
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Analysis, by Marital Status

HONEST is important to respondents of all races except divorced and remarried Asians.

Analysis b,y Household Income

HON&ST Is generally important to all 'income levels of all races:
,

vc- ~nalysis· by Edueatiol' and FathID EduC!llLon

HONEST is fmportant to respondents regardless of educatlonal attainment.
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RESPONSIBLE is generally more
important to respondents whi'!.l
indicated they would be most likely to
purchase Brand Dj Brand a, Brand G
or Brand J. It is generally less
important to those who would
purchase Brand F or Brand I.

RESPONSIBLE is a very significant
segmentation variable and is
significant at a level of .0012.
RESPONSIBLE, like A
eOMFOnTABLE urs, is also
strongly associated to brand image
perceptions by respondents. of all
races: Whites (22%), c Blacks (9%),
Coloureds (20%) and Asians (16%).

Analysis b~.Age

Kruskal-Wall (50 /l.t\'OVA

~ see -tn7~~>'7n \£!'77HI7'7S+-lfi:1l..fh;<;H;.d~I~~.& .oo~~~~~&~~~~~~~~
~ leli:

RESPONSIBLE

"Most Likely x Brand Matrix"
Lowest Scores are Most Important

RESPONSIBLE generally. declines in Importance after tn~ age of 45 or 55 among
respondents of all races. It is a very important value to all.

"
Analysis by Marital Stat!!~

This value Is important to all respondents regardless of marital status except fell'
remarried Black~ and Asians. RESPONSIBLE is umlmportant to remarried Asiat1~.

Analysis by Household Income" ,

RESPONSIBLE is g~nerally Important to ali respondents.

Analysis by Educatitln and Father's EducatiOi'l

RESPONSIBLE is generallylmportar1t to respondents of ali races except Slack,and ASian
university graduates, children of Black. and Asian university graduates, the chli:iren of
Slack matriculants and Blacks who have not matriculated.

i)

D
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CART Analysis ~Eetral

Segment 1 (42,8% ot:the sample) - Blacks and Asians

Segment 2 (57,2% of the sample) - Whites and Coloureds
~. ~

Petrol n Shares by .cART segment

cART Market Segment Number
~ .1 ~
A 7 13
B 23 19
C' 3 4
I) 14 1:5
E 14 31
r: 37: 17
G 21, 2

The CART segments are differentiated solely on race and no conclusions rE;jgarding
values can be drawn.

o



Kruskal Wallis One-.Way An,alysis of Variance .. Petrol
ji

The Kl'U$'(a.I~Wamstest yielded three values which were significant at .0028:.NAtiONAL
SECUli1ij1Y, EQUALITY and SAl.VATION.

NATIONAL SECURITY significantly
differentiates brands in this market
and is significant at .0002. Thf,S
variable is ranked seventh on the
CART variable importance list. It is not
significantly associated with brand
im~'lle perceptions in the petrol
category. ,I

Kr"\.Iskl.'.I-Wallls A~VA

"'r;:
• <Cia -I--...,._f,.4.444 -l4,?4-l~~~~~~~
Af .®~~~~~~~~~~~~~
l ,oo~~~~~~~~~~~~~NATIONAL SECURITY is relatively

much more important to purchasers
of Brand C and relatively more
important to purchasers of Brand A. It
is relatively unimportantto purchasers
of BI'and G. This value is unimportant
to most South Africa!'Is but grows in
importance as people reach middle
age.

,AnalysIs by 8~

This, value is relativeIY,unimportant. to all South Africans but attains a position at the
middle of the scale in all race groups after the age of 35.

NATIONAL SECURITY
"Most Likely X Brand Matrix"
Lgwest sccres are Most Important

/1.nalysis bll, Marital Status

There is no developmental pattern related to marjtal status for this value.

Analysis by Household'ineome

NATIONAl. SECURITY is slightly more important to the lower economic groups but it
is still unimportant to them.

Analysis by):ducation and Father's Education
It,

There is no developmental pic1tem related to either variable. '



eQUAliTY significantly differentiates
brand users in this market and is
significant at ,.0005. This,value is the
fifth' most often, assobiated to the
product cl<i!.sSby Black consumers (8-
99;'). It should be' remembered that
only very few Blacks acttlally'drive a
motor car and have an opportunity to
purchase petrol. 46% of the sample
answered "none" when asked which
brand they purchase most often and
AMPS 87/88 results indicate that only
C,1% of Blacks, hold a petrol bank
debit card.

EQUALITY is relatively more
important to Brand F users and
relatively unimportant to Brand G
users.

KruSka I-We II IS ANOvA
.,..
...

~ .DO
a ....
~
& ,..
~~ ,,.

1QtI
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i>.
This value most differentiates aUother races JrGm.their,\~':i!]~ counterparts in -.southAfrica.
It is relatively of moderate importance to all races bi.&'vVhltes. It is very unimportant to
Whites. l~·

An~l'YSiSby A$1

This value is unimportant to Whites of all ages. It is somewhat more lmportant to
consumers otother races in the 30-44 year old age group.

Arlalysis by Marital Status

EQUALITY is generally more important fa people who 'have divorced o~)remarried;
o .. .,

EQUALITY
"Most Likely x Brand Matrix"
Lowest $cores are Mostlmportant

Analysis by Household Income

This value shows no clear developmental pattern related to household income.

8.rlQlysis by Education and F:ather's Education

There is no clear~evelopmental pattern,forithls value related to education or father's
educatton, ..



SALVAT~ONsignificantlydiffel'entlates
the users in this market and is
significant at tpe .0016 level. This
value is very differently rated by the
twa market segments generated by
the CART analysis.

Whites and Coloureds rate
SALVATION as very important. Mare
Whites (29%) rate this value as their
most important value than any ather
value. FAMILY SECURITY is the
value next most likely to be rankedas
most Important by Whites {14%}.
Coloureds show a. similar pattern
ranking SALVATION number one
26% of the time and FAMILY
SECURITY number one 16% of the
time.

Blacks and ASian~7only rank SALVA ,orON uStheir mast important value 5% of the time.

KJ'i,.Iska.I-Wall Is ANaYA

"".-
" .00
~.
~ ,00

}1

b .aa~
100

SALVATION is relatively important t<, users of Brand C, Brand A and Brand ~. Whites
and Coloureds rank thlavalue at the middle of th-escale in the early years but at the top
afterthe age of 35. Blacks arId Asians attach very little relative importance totbls value.

, Analysis by Ag~

" Thia~\valu~b'kcC'rnes mare important as Whites and Coloureds age, It l5 unimportant to
BlaO,'($and;IXsians of ali ages.

SALVATION
"Mast Likely x Brand Matrix"
Lowest Scores are Most Important

AnalY.2iS by Marital Status
\;. Ii· .-.

SAlVATJON\"is gent~raHy mare important to married
um)mportant to Blacks regardless of marital status.

Analysis(by,Hbusehold Income

There is no developmental pattern related to household income for this brand,

people, exQe,p1 Blacks. It is

Analysis by Eduoation and Father's Education

There is rib. developmental pattern related to' ed~cation or father's education 101/thls
brand.



CART Analysis," Soft Drinks

The CART analysisW8$ unable to generate a tree for thi~product class.

KruSkaf Wallis. One-Way Analysis of Variance .. Soft Drinks

The Kruskal-Wallis test yielded six brands which were significant at .0028: eOUALITY,
FAMILY SECURITY, FRE!EDOM, INNER HARMONY, PLEASURE and WISDOM.

EQUALETY' is ranked in ~ significantly
different way by 130ft drink users. This
value is' generally important to all
South Africans with the exception of
Whites who place very low relative
importance on it. It is significant at
.0018.

Kr-uSka 1- wa I I !s ANOI/A

/,

EQUALITY was not often associatSC:·'
with brand image perceptions by allY
race group ,andwas not an important
variable in th~ OARt analysis.

This value is relatively much more
important to users of Brand J,
relatively more important to users. of
Brands E, I and D and relatively much
less.,.lrnportant to users of Brands F
and.o,

f:,:;

oJ e to' n " G !!I " ;::;, II, C

EQUALITY
"Most Likely x Brand Matrix"
Lowest Scores are Most Important

pinaiysis by Agg

This value is generally unimportant to Whites, regardless of aga. It is generally most
important to all other South Africans during the 30-44 year old period.

Analysts by Marital Statu§,

There is no pattern of development associated with marital status evident.

Analysis by Household Inpome

There is no pattern of development essoclatee- with household income. Again,
EQUAL.IT'(,is unimportant to Whites regardless of household income.

Ptnalysis by Education aJllLEather's Education

There is no pattern of development associated with ,~ducation or father's education,

26
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fAMU,.,{ SeCURITY is important to
South P\fricans of all races. It was not
important in the CART analysis and is
not otten.asscelated with the product
class brand image perceptions. '1t is
significant at .0007.

FAMILY SI:CURITYis relatively much
more lmportant.to users. of Brand Fj

relatively more important to users of
Brands H anC!i I;Er .) relatively less
important tr.l users of Brands A and 0
and retatively much less important to
users of Brand J.

Kr'uskal-waIIIS Ar¥:JVA
f::IW.llY Sl!ietr"lty

~~i 0,' '_'-i77'9-l7?+t;<~~'*lW!-lW~~4-I7';;.<l.
\iii. D.' ~H'T.i>H7'~4+-I';.<A-l"h!-+¥>+-+?<7~~;'H;'''A
j! .,.-l77'i!-V'7*",~?46-s4l774VA-;;,.s.;!-V'7~~~

0•• -i"i&H'T.i>'l-t'r~'*i''NH''h+''''';';"*",1-!7';>H7'7H??'l

IZZl _"""Putt" .. £DoC

FAMiLY SECURITY
"Most Likely x Brand MatrixU

This value is important to everyone Lowest Scores are Most Important
regardless of age.

~nalysis by A9S!

Analysis by Marital Status

FAMILY SECURITY is relatively less important to the divorced.

Analysis by Household Inc~ome

There is no developmental pattern associated with household income.
\\ .. 1

AnalYSis qv......Educationand Father's Education
. ,

There is nol/developmental pattern associated with education or father's education.
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FREEDOM is an important value and
is significant at .0019. It is not often
associated with product class brand
images and is of minor importance as
a variable underlying the CART
analysis.

This value Is relatively much more
ir.~~ortant to those who buy Brands B
and E most often and relatively much
less important to those who buy
Brands Hand F most often.

Analysis by Age

KrI,lSKal~Wa Ills ANOVA
A"~

0,.

1J~'
i! 0.''fi'Hi 0.,

~g 0,-4r
0,>

Djl'

0.1

This value isurelativelymore important fREEDOM
to the young and less important to 'Most Likely x Brand Matrix"
the old. Lowest Scores are Most Important

Anai~siS by Marital Status

There is no developmental pattern associated with marital status.

Analy~js by Household Income

ThElre is no developmental patterp associated with household imcom~.

Analysis by!~11(i'r::ationand Fathe~'S Education ',;,uJ .1t':; y
"".,',) c., ,t:i,f,\",- ,,._)~ ,/ .-' .~;;

FREEDOM is generally less important to the least ~ducat~\;I";~Fall races.

II



The value o!lNNER HARMONY is a
significant se~mentation variable and
is significantCat a level of ,00"15.
INNER HARMONY is generally more
important to those who would be
most likely to purchase Brands F, K,
D Ar:'!ct H.

Krl)s;..:al-Wal I Is ANQVA

e,1+------r7?t..p;~nH77H~;.<n+-1771
~'t-1 11~'+--===::-in':!+7~~S4l7o/:H~~~.g.g
~§
R § ••• -I7S'H0/7+-+t;.<;~;++;*"'~nH~~·;.<n+-I'ti1
ie •.• -fi7'3rw;H7~~"5H>'~¥.H,~"*-!mI-~~f{espondents indicating they would

be most likely to purch('!3e.Brands C,
Band E place. relatively I~Scl
importance on this value.

ihis value IS ranked at the middle of
the scale by most people and is not
highly associated with brand image
percep!ions for this product class.

,1\\ ~,

Analysis b~ Ag~

e,1.~~4-M+I9.~';+¥';';+¥';~-++7*1~lS7f~

~E~IR~OH~A~R~M~O~:~Y~~-~~-~--~----'------~~
"Most'Ukely x Brand Matrix"
Lowest Scores are Most Important

\\
;', " _,,', " , "', -:)" ,'_ "" ,_{:~~i'<: _' , " ,,'" :~
This value is very important to 25·29 year old Coloureds and gen~,'~'!y unimpDrtant to
Blacks below the .age of 45. ,c " .

Anal¥si~Jul Marital Status

~.J1.arital status does nat seem to be highly correlated with this value. Most respondents
of all races find this value to be neither important nor unimportant.

(\

INNEI=l HARMONY is important to sing!e and. remarried Coloureds a.1d di\(,orced and
remarried A'sians, It is unimportant to single, married and divorced Asians but not to
those who are remarried. ...II '
Analysis by HOusehold .Income

There is no clear income correlation. pattern ior this value. 'INNER HARMONY is
important to Whites earnin'g R1000~1249 and Coloureds earning R200Q·2249; It is
unimportant to Blacks with household incomes of R500-1249 and R17SQ..1999, Coloureds
with household incomes r;' 1$00-999 and "Asians earning R50Q-999 and R1500-1749.

\ "
Anahl'si~Ji.d"yeatlon a~d.r=ather's Education

,~ 0

Lower levels of educatlon seem to bfi a fae.toc,in the \q~~elopment of a greater
importance be;:~g placed, qn INNER HARMONY. It is unimp'ortE!gt to Whites with a
Standard 8 education ortsss; Blacks who have either matriculated-'br achieved a lower

~~~if~~~~rS~~rl':r~a~h~; 1a~~~J~:tf~~:~d~~~~/~~:h~~!O~a~6~~::~~who hcwf)"
L .

'\()l,"l! .... ", ,'.'" " ',','", ' " . '0
,INNER HARMONY is Important to the better educated d~all race groups.
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PLEASIJRE is significant at .0011. It
was not often a~!Joclated with brand
images; and WEis only moderately
importaht in the CART analysls,

'i
The ranl~ing of PLEASURE: highlights
di$linct .,differences between brand
users !iand the importance or
unlrnpottanoe of the brand i~relatively
much naore mar~t~d.It Is relatively
much mbre important to respondents
most lik!~lyto choose Brands J, A, D,
C, E, or a and much less important to
-those most likel~~to choose sranos K
or F.

Analysi~~ bY,Age

PLEASl,RE ,generally becomes
relatively' less important with age.

,;

Analy$i~: by Marital Statu2

KruSkal-lVall is A~¥:.)VA
<1 ~1.. itlhI

J Deft ~ e a H I: F

1Z:zl ........... ""'"

r!lLEASURE U

i'Most Likely x Brand Matrix"
Lowest soores'are Most important

\'1

There is' no developmental pattern related to marital status,

Analysis: bl' Household IqcolDe

There is no developmental pattern related tCl household income.

~s_~ucation arid Father's Education .,. ;~

There is no developmental pattern related to education or father's education. 1\

1 0

,)

f,1
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The. mor~e.d.u.cated So responde.nt an.d th.e.. f:30re e(~.uc~ted. a rssm.) rident;,s f.atherl fh~~
more Iikel~, the respondent placed a high value on WISDOM. Thls pattern h~s some
minor exceptions but is I'e!atively consistent for all. r~~ces. c'

:!
1\ ~

WISDOM is the most significant value
and Is significant at the .C004 level. It
is of only moderate Importance as a
variable underlying the CART analysis
and is not often assoclatedwtth brand
image perceptions,

WISDOM is relatively more important
to respondents who chose Brands A,
K and H. It i$ relatively much less
important to those who chose Brands
0, C, and J,

AnalYSIS b~ Ag~

r-------------,------------ ~~

D.7·+----=~t;Ht!~~409._~~444I
~W D,G -I--fr'7'~~4_~;4~~~~4~~~_r44·~

~~ ...Ie D,_ .r,.;..r,;';W:l-!":r"rg..r,..;4-f,,<>4- J4"1-/;1;4-!;.<.4-b<:;tJ-b.<;4-I;f,.tl

.,.*9~~~~~~;.?H~,.j_I¥*fctiI_~

WISDOM
"Most Likely x Brand Matrix"
Lowest Scores are Most Important

This value shows markedly diJforeht
patterrts by race. It is relatively
important to v'Jhites and Ooloureds of
all ages. It is tanked at the middle of. "
.the scale by Asians of all ages except Sq·44 year olqs, who find thiS. value to be
important. The pattern among Blacks is h_ighlyerratic. WISDOM is ranke.~ toward the
bottom of the scale by the young and rtsesto the middle of the scale until the 45·54 year
old period, During the 45·54 year old period, this value becomes the most important
value. It then fall~ to the bottom of the list among those over 55t

Analysis by Marital Status

Divorced people of all races find this to be a relatively important value but there does
not appear to be any developmental pattern related to marital status. ..

(-~- ..-~~

Analysis by HousehQld Incume

There is no developmental pattern related to hO\ISehold income.

Analysis by EdUcation and Father'S Education

C)

i'
i/"

c;:.\
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.cART. Analysis u Food Stores

Segment t {42,8% of the sample) - Asians and Slacks

Segmenf2 (57,2% ofthe sample) ..Whites and Coloureds
,~

CARr Mat'ket ~egment; Number

~ 1 ~
II :3 3
E 28 24
FIt 44 21
J/K 25 S2

32

Again, ...there is evidence :o{·massive share diffelrence in the CART segments. It is
unfortunate that the segments are based solely upon race and no conclusions about
valoes-can be drawn.

<;1
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Krusk,alQWaltis One,;W.Jly·Analysis of Variance ....Food Stores

Two values were significant at .0028 in this product class: SALVATION and WISDOM.,
(J

SALVATIONslgnificentlydifferentiates
the users in this market and is
significant at the .0015 level, It Is only
infrequently associated" with food
stores by respondents 'and is of
moderate Importance In the OART
variable importance Il~t.

Kr-U$l<a I-Wa I I f g ANOVA

f'It is relatively much mora impo\1anHo
respondents who chose' Brands G, H
and A and relatively much I~ss
Important to those who chose Brand
C, It is relatively less important to
those who chose Brands Band D.

0,1 -tV7'I-f77f-ln'f-ln'f-ln'f-ln1-ln1-v71-v71'-l77'J'-l77'J-tn1
\'
\\ 0 .I..lp~.L<;Ll~.u;a.u;a'"'44~~.1<;t:l-'4-'-~
\\ G tI .. ., l: I 'l., e: , 0 a e
\ \ rz:zJ ",a. _.

\\ ._- .........
Whites and COloureds rate SALV,",""I('\T--I--O~N-·--------
SALVATU)N as very Important. More "Mo~tNkely x Brand Matrix"
Whites (29%) rate this value as their Lowes~'SaOies are Moat Important
most important value th~n rany· otherfi, c ,':?"'.Ji' , • n
velue, FAMIL.Y SECURITY Is the valubY""'l~(· '~JJi~~IYJ~'pe ranked as mostlmloortant
by Whites (14%). Coloureds show cty t' ";ranRTrl9 SALVATION nljm~ier one
26% of the timG and FAMI1 Y SEG~~> ",' )~'~< ~ 16% orthe time.

) ¢-"" -" ,I
Blacks and Asians only rank f.?AJ...V"A,\,....,; /l\s tI'lelr"f1(icOStImportant value 5% of t~e time.

"~- _/,:- - '\ - -:; _-_" " _. .'/
" "p ',) II

8naJv!<:i;; p~Age II !!
t t - _, 1/

Whites ~d\=Jloureds rank this val~e at th~ m!ddle of the seele 1.1 the early yei~r$but
at the tOP'f:~fterthe age of 35. Blacks and A$!.;.nsattach very attle relative Importilnce to
fu~~~. . ~

.t

Ij
Ir.~nalysis by Mariial Status

.r:;

SALVATION is generally more Importar'lt to married people,
umltnportant to Blacks regardless of marital status.

It Is

8nalysis by Hous~hold Inqpltle
,

There Is no deveJopment:llp~ttern related to household Income for this brand. Ii
, • ,'. Ii # 1\

~nalysls by Ed.YQ1tion and Father's Educatlol.1 /1 [!
\: .1

Ii

There is no dev(1lopmental pattern related to education or father's education llor this
bren~ I ~

'I
1\

Ii
Ii
Ii
Ii
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Ii
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WISDOM is significant at the .0022
level. Although . 8% .of Blacks
associate this value with the food
store they shop at most often, most
respondents do not associate this
value to their usual food store. It is of
moderate lmportance in the CART"
variable importance list.

WISDOM is relatively much more
Important to respondents who chose
Brands A, C and G. It is relatively less
important to those who chose Brands
Eand"l.

KI"'USkal~wall Is ANOVA

't
~ "Q -l'nIm-l77l-tS7l-1%!·t79.mmm~~~,
J <too -I77t-f771~...j-l$$i-f77i-I771-l77i'i%1H?71H7S1~-I7'7i

f

WISDOM
"Most Likely x Braqd Matrix"
Lowest Scores arej'Most ImportantThis value shows markedly different

patterns by race, It is relatively
important'ito Whites and Coloureds of all ages. It is ranked at the middle of the scale by
Asians 01' all ages except 30-44 year clds, who find Jhis value to be Important. The
pattern among Blacks is highly erratic. WISDOM is ranked toward the bottom of the
scale by the young and (rises to the middle of the scale uritil the 45-54 year old period.
During the 45·54 yaar o1dperiod, this value becomes the most important value. It then
falls to the 1;?9:~omof t.he list among those over 55!

AnalysiA by Marital Status

Divorced people of ail races find this to be a r~latively important value but there does
not appear to be any developmental pattern related to marital status.

Analysis by Household Income

There Is no developmental pattern related to nousehold income.

An~ly$i~by Education and ~ather's Education

The more. edupated a respondent and the more educated a respondent's father, the
more likely the respondent placed a high value on WiSDOM. This pattern has some
minor exceptions but is relatively consistent for all races.

\

\ "
\\
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Appendix 6
Terminal and Instrumental Value Associations
Pearson's X2 and Cramer's V by Racial Group

o
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Instrunental Value Associations to Brand Images - >(2 and Cramer's V
Product Class Test \Illites Black$; Coloureds Asiars
Shampoo )(2 .049 .455 .653 .782

V .~22 .123 .061 .042
Banks )(2 .223 .622 .794 .285

V .118 .119 .093 .183
Building Soc X2 ,401 .990 .917 .298

V .120 .082 .117 .151
Petrol )(2 .105 .409 .335 .044

V .152 .283 .142 .285
Deo Males l{2 .284 .0691\

V .199 .261 \
)(2

\\
Dea Females ·.909 .714

V ,142 .208
Deo Males end X2 .285 .036
remales V .212 .377
Food stores )(2 .060 .255 .087 .318

.138 .180 .279 .165
Soft Drink X2 .010 .733 .499 '"

V .154 .132 .076 '"
Moto.r Cars )(2 .223 .622 .794 .285

v .118 .119 .093 .183



Appendix 7
Terminal and Instrumental Value Associations

Value as a Percsntaqe of Total Associations to
Brands in Each Product Class



Product Class Value Associations - Whites

Terminal Values

Product
Class Most Often
Shampoo A World of Beauty (27%)

Pleasure (11%)
A Sense Qf Accomplish (9%)
Happiness (9%)
Family Security (8%)

"

ij

Most Likel}!
A World of Beauty (22%)
Family Security (14%)
An Exciting Life (8%)
A Sense of Accomplish (8%)
Freedom (8%)
Happiness (8%)

Banks Most likely
Family Security (31%)
A .Comfortable Life (15%)
A S~nse of Accomplish (10%)
National Security (7%)
Freedom (7%)

Building Most Likely
SOCieties Family Security (28%)

A Sense of Accomplish (14%)
A Comfortable Life (11%)
Equality (7%)
FrE\edom (7%)

Petrol Most Often
Pleasure (15%)
Freedom (14%)
A Sense of Accomplish (13%)
A Comfortable Life (10%)
An exciting. Life (8%)
Happiness (8%)

Most Like~
A Comfortable Life (19%)
Freedom (17%)
An Exciting Life (9%)
A Sense of Accomplish (9%)
Pleasure (9%)

Ideal
A World of Beauty (20%)
Happiness (11%)
A Sense of Accomplish (10%)
Freedom (9%)
Pleasure (8%)

Ideal
Famliy SecuritV(24%)
A Comfortable Life (13%)
A Sense of Accomplish (1i%)
Wisdom (7%)
National Security {7%}

Ideal
Family Security (24~~)
A Sense of Accomplish (14%)
A Comfortable Life (12%)

Ideal
A Sense of Accomplish (15%)
Freedom (14%)
Happiness (11%)
Pleasure (10%)
A Comfortable Life (9%)
An Exciting Life (8%)

2
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Most Often
A World 01 Beauty (19%)
An Exciting Life (12%)
Happiness (11%)
Pleasure (11%)
SelfuRespect (9%)
A Sense of Accomplish (8%)
Freedom (8%)

Most LikeJy
A World of Beauty (22%)
An Exciting Life (13%)
Pleasure (13%)
Happiness (9%)
Self-Respect (9%)

Most Often
A Comfortable Life (19%)
Pleasure (14%)
Freedom (12%)
A Sense of Accomplish (12%)
Family Security (10%)
Happiness (8%)

Most Ukel~
Pleasure (24%)
Freedom (19%)
Family Security (14%)
A Comfortable Life (10%)
A Sense of.Accomplish (10%)
True Friendship (10%)

Most Likely
A Comfortable Life (19%)
Pleasure (18%)
An Exciting Life (11%)
A Sense 9t Accomplish (11%)
Family Secul ;:~,(10%)
Happiness (8%)
Freedom (8%)····

SjDrinkS Most Oftelt
Pleasure (37%)
An Exciting Life (18%)
Happiness (13%) v,

A Sense of.Accomplish

Ideal
Pleasure (15%)
A Comfortable Life (13%)
An Exciting Lite (11 %)
A Sense of Accomplish (11%)
Freedom (9%)
Happiness (9%)
Family Securi\y {8%)

Ideal
Pleasure (26%)
Happiness (16%)
An !;xciting Life (15%)
A .sense of Accomplish (12%)

Deo Ideal
. A World of Beauty (13%)
Pleasure (12%)
An Exciting Life (12%)
Freedom (10%)
A Sense of Accomplish (10%)
Happiness (8%)
Self-Respect (8%)

Food Ideal
A Comfortable Life (13%)
Freedom (13°~)
A Sense of A~. iomplish (12%)
Family Security (11%)
Equality (10%)
Happiness (9%)
Pleasure (9%)

Cars

,,
p

Most lil$~
Pleasure (35%)
An Exciting Life (17%)
Happiness (13%)
Inner Harmony (8%)

3



Product Class Value Associations - Whites

Instrumental Values

Product
Class Most Often
Shamp('o Clean (64%)

Cheerful (6%)
Capable (5%)

Mos.! Likely
Clean (64%)
Cl)eerful (7%)
Helpful (7%)

Banks .!Y1dst Likely
Helpful (24%)
Capable (17%)
Responsible (13%}
Honest (11%)

Building Most Likely
Societies Helpful (23%)

Capable (15%)
Honest {i3%)
Responsible {12%}
Independent (~%)

Petrol Most Often
Capable (14%)
Helpful (14%)
Responsible (.14%)
Clean (12%)
Cheerful (8%)
Independent (8%)
Logical (8%)

Most likely
Clean (21%)
Capable (15%)
Independent ,,(15%)
Cheerful (9%)
Polite (8%)
Responsible (8%)

Most Often,
Olean (48%)
Cheerful (11%)

Deo

Most Likely
Clean (52%)
Cheerful (9%)

4

Ideal
Clean (41%)
Cheerful (11%)
Imaginative (7%)

Ideal
Honest (18%)
Helpful (17%)
C~pable (15%)
Responsible (13%)

Ideal
Capable (18%)
Helpful (15%)
Honest (15%)
Responsible (12%)
Independent (8%)

Ideal
Capable (16%)
Responsible (12%)
Helpful (1~%)
Clean (9%)
Independent (8%)

Ideal
(.llean (36%) 0

Cheerful (15%)



5

Food Most Often ':..
Helpful (24%)
Clean (15%)
Capable (11%)
.Honest (9%)

MostUkeJy
Helpful (33%)
Capabl~ (19%)
Logical ('14%)
Honest (10%)

Most. likely
Responsible (22%)
Capable (22%)
Independent (13%)
Ambitious (8%)

Ideal
Helpful (19%)
Olean (13%)
Honest (13%)
Capable (9%)
Responsible (8%)

cars Ideal
Responsible (21%)
C~;~ble (17%)
IncJ(ipendent (12%)
Ambitious (9%)
Imaginative (8%)

S/Drinks Most Often
Cheerful (47%)
Imaginative (10%)

Most Likely
Cheerful (54%)
Imaginative (13%)

Ideal
Cheerful (36%)
Imaginative (14%)
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Product C:fass Value',Associations - Blacks

Terminal Values

Product
Class MostOften
Shampoo A World of Beauty (11%)

Family Security (9%)
Pleasure (9%)
A Comfortable Life (6%)

Mo.§.tLik~
A World crfEleauty (20%)
Pleasure (9%)
A Comfortab'le Ufe (8%)
Freedom (8%)

Ideal
A World of Beauty (15%)
Happiness (10%)
Freedom (9%)
Family Security (9%)

'.fS
Banks Most likel,!

Family Secul'ity (25%)
(\Iational Security ('I t%)
Equality (9%) ! i
A Comfortable Ufe (8%)

BUilding Most likei~
SocietieS Family Secu,'ity (1i%)

Equality (13%)
1-\ Comfortable Life (11%)
Happiness ({~%),

Petral Most Often
A sense of Accomplish (11~/o)
A Comfortable Life (10%)
F'leasw\) (10%)
An Exciting I..ife (8%)
f.\ World at Ftaace (8%)
Equality (8%)

()

Ideal
Family Security (16%)
Equality (10%)
National Secw'ity (9%)

.c.
lC'1~at
Family Security (14%)
Equality (12%)
A Comfortable Life (0%)
Freedom (8%)

lde~1
A Sense of Accomplish (t 0%)
Pleasure (9%)
Equality (8%)
Freedom (8%)

o

Mt)st Like~ .'
A Sense of Accomplish (13%)
Pleasure (10%)
An Exciting Llfe<~(9%)
Equality (9%)
True Friendship (8%)
Freedom (6%)
Happiness (8%)
National Security (8%)



Deo

Food

Cars

Mos~ Often
Pleasure (10%)
Happiness (9%)
An Exciting Life (9%)
Mature Love (9%)
A V\f,prldof Beauty (9%)
A Comfortable Life (8%)

Most likely
A Comfortable Life (15%)
Pleasure (15%)
A Sense of Accomplishment (10%)
Freedom (10%)
Mature Love (10%)
Self Respect (10%)

Most Often
Equality (19%)
Freedom (11%)
Happiness (9%)
Family Security (8%)

Most likIDY.
Pleasure (2S%)
True Friendship (23%)
Freedom (15%)
A Oomtortacle Life (8%)
A World at Peace (8%)
Family Security (8%)
Happiness (8%)
Wisdom (8%)

Mostlikel~
A Comfortable Life (25%)
An Exc'iting Life (10%)
Family Security (8%)

SjDrinks Most Often
P!~asure (30%)
Happlnl~ss (16%)
An Exd}ing Life (10%)

Ii
.Most ,likely.
Pleasure (36%)
A Oomfortable Life (9%)
An Excltling Life (9%)
A Sense of Accomplish (9%)
A World at Peace (9%)
Happiness (9%)
Mature Love, (9%)
Salvation (9%)

j'

Weal
Freedom (10%)
Pleasure (10%)
An ExCiting Life (10%)
Happiness (9%)
Mature Love (8%)
lnrter Harmony (8%) -;

Ideal
'hue Friendship (12%)
Equality (11%)
I=lleasure (8%)

Ideal
Pleasure (10%)

('; A Comfortable Ufe (9%)
An Exciting Life .(9%)
Social Recognition (8%)

Ideal
Pleasure (22%)
Happiness (19%}
An E:<oltlng I..if~ (9%)
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Product Class Value A\$sociatiol'ls - Blacks

Instrumental Values

Product
Class Mc)stOftell
Shampoo Clean (39%)

Helpful (9%)

"
Mcst likelX
Clean (44%)
Helpful (9%)
Loving (9%)

Banks Mostlikelll
Helpful (24%)
Honest (14%)
CourageoUs (10%)
Responslble (10%)

Building MClst Likel~
Societies Helpful (20%)

Honest (11%)
Responsible (9%)
Courageous (8%)

MClst Often
Claan(12%)
Capable (11%)
Honest (9%)
Incleperdent (9%)'

.Ldeal
Clean (23%)
Loving (9%)
Cheerful (8%)
Helpful (8%)

.')

Petrol

Ideal
Helpful (16%)

. Honest (14%)
'Responsible (9%)
Capable (8%)

Ideal
Helpful (16%)
Honest (15%)
Courageous (8%)
Responsible (8%)

ideal
Clean (15%)
Helpful (12%)
Capable (8%)

" MC)st LikelJl
Clean (16%)
Helpful (12%)
Capable (11%)
Logical (8%)
Responsible (8%)

Most Often
CleanA23%)
Loving (15%)
Cheerful (9%)
Capable (8%)

Most Likellt,
Clean (23%)
Capable (15%)
Loving (13%)
Helpful (10%)

Ideal
Clean (14%)
Cheerful (12%)
Loving (11%)
Independent (8%)



Most Often
Helpful (19%)
Clean (i3%)
Honest (12,%)
Capable (8%)

Most Likely
Helpful (38%)
Honest (15%)
Cheeriul (8%)
Clean (6%)
Courageous (8%)
Forgiving (8%)
Responsible (8%)
Self-controlled (8%)

Most Likel)!
Capable (13%)
Helpful (10%)
Responsible (!~%)
Cheerful (8%)

SjDrinks Most Often
CheeriuI (21%)
Loving (11%)

Food

Cars

9

Ideal
Helpful. (13%)
Honest (13%)
Clean (9%)

Ideal
Helpful (10%)
Courageous (9%)
Capable (8%)
Independent (8%)

J9;~
CI.:eerflll (14%)
Loiiing (13%)
Honest (e%)

Most Likely
Pleasure (36%)
A Oornfortable Life (9%)
An Exciting We (9%)
A Sense of Accompush (9%)
A World at Peace (9%)
Happiness (9%)
Mature Love (9%)
Salvation (9%)



Product Class Value As,~ociations - eoteursds

Terminal Values

I'

ilft
Ii

Ideal" . /1
A World of Bea~:ty (16%)
A Sense of Accumplleh (16%)
Happiness (12~il)
Freedom (9%) I
Pleasure (8%) U
Inner Harmony (8%)

10

Product
Class Most Often
Shampoo A t"!orld of Beauty (22%)

A Sense of Accomplish (12%)
Happiness (11%)

I~

Most Likebl.
Pleasure (31%)
Happiness ··(23%)
A Sense (J, Accomplish (15%)
Equality (8%)
Freedom (8%)
Self Respect (13%)
SOCial Recognitiorr (8%)

Banks Most Likely
Family Security (30%)
A comtortaote Life (14%)
National Security (12%)
A Sense of Accomplish (11%)
Equality (9%)

Building M9StLlk~
Societies Family Security (30%)

A COmfortable Life (16%)
A Sense of Accomplish (12%)
National Security (9%)
Equality (8%)

Petrol JYlostOften
A Sense of Accomplish (18%)
Pleasure (16%)
Happiness (11%)
A Comfortable L1f~l(8%)
Freedom (8%)

Most Likely
A Sense of Accomplish (27%)
Happiness (18%)
Pleasure (12%) ;." ',...
A Comfortable Life ($%)
Equality (9%) II'

.~ , ':;::::;) 1:
I

Ideal
A Sense of 'Accomplish (18%)
Freedom::.;(10%)
Happiness (10%)
Pleasure (10
Family Security (8%)

G

Ideal
Family Security (21%)
Equality (12%)
ASense of Accomplish (12%)
ll. Comfortable Life (10%)
National Security (10%)

Ideal
Family Security (20%)
A Sense of Accomplish (14%)
Equality (10%)
A Comfortable Life (9%)



Deo

Food

Cars

11

Most Often
A World of Beauty (17%)
Pleasure (13%)
H~ppiness (12%)
An Exciting life (10%)
Freedom (10%)
A Comfortable Life (8%)

Most Likely:
A Comfortable Life (23%)
An exciting Life (15%)
A World of Beauty (15%)
Happiness (15%)
Inner Harmony (15%)
National Security (8%)
Social Recognition (8%)

Most Often
Pleasure (14%)
Equality (13%)
A Sense of Accomplls~~ (11%)
A Comfortable Life (11!1%)
Family Security (10%) I'
Freedom (6%)

ideal
A World of Beauty (21%)
Pleasure (12%)
Happiness (10%)
A Sense of Accomplish (9%)
Inner Harmony (9%)

Ideal
Pleasure (14%)
A Comfortable Life (13%)
Happiness (13%)
Equality (12%)
Family Security (11%)
A Sense of Accomplish (9%)
Freedom (8%) -

Most likely
True Friendship (25%)
Happiness (~O%)
Family Security (15%)
Equality (10%) \\.:0

MostUkel~
A Sense of Accomplish (16%)

,0 A Comfortable Life (16%) .,
Pleasul'e (14%)
An exCiting Life (12%)
Family security (9%)

I'""

Idear
Pleasure (18%)
A Sense of Acccmpusn (15%)
Family Security (10%)

(

I, Happiness (1O?~)
A Comfortable Life (10%)
An Exciting Life (9%)

Ideal
Pleasure (24%)
Happiness (20%)
An E.xciting Life (1S%)
A Sense of Accomplish (8%)

i) "

SjDrinks Most Often
() pleasure (41%)

An exciting Ufe (17%)
v Happiness (11%)

;7
\ :;:::__...,

·Most Likel~ (j. G

Pleasure (47'7,6) "i

An E)witing Life (13%) o



Product Class Value Associations .. Coloureds

Instrumental Values

Product·
Class Most Often
Shampoo Clean (68%)

t9anks

Most Likely:
Clean (62%)
Helpful (8%)
Independent (8%)
Intellectual (8%)
Logical (8%)
Loving (6%)

Most Likely
Helpful (24%)
Responsible (19%)
Independent (18%)
Capable (10%)i.

!Bullding Most Likely
~~oci!etiesHelpful (25%)
!i Independent (17%)
:', Capable (14%)

Responsible (12%)
Honest (10%)

F'ett.ol Most Offen
Capable (21%)
Olean (17%)
Helpful (14%)
Independent (10.%)

) Resl'~onsible (10%)

Most Li!l;~N
Helpful (21%)
Responsible. (:21%)
Capable (1tp%)

, Clean (9%).
Logical (9%)

12

Ideal
Clean (28%)
Cheerful (15%)
Imaginative (11%)
Capable (11%)

Ideal
Helpful (23%)
Responsible (17%)
Honest (15%)
Independent (11%)

Ideal
Helpful (17%)
Capable (14%)
Responsible (14%)
Independent. (12%)
Honest (10%)

Ideal
Responsible (17%)
Capable (15%)
Helpful (12'%)
Independent (10%)
Clean (8%)
Logical (8%)



Deo

Food

Cars

13

~dst Often
Clean (56%)
Cheerful (10%)
Loving (8%)

Most Likelll
Clean (46%)
Loving (23%)
Ambitious (8%)
Intellectual (8%)
Self-Controlled (8%)

Most Often
Helpful (22%)
Clean (11%)
Responsible (11%)
Logical (8%)
Polite (8%)

Most Likely )
Helpful (45%)
Responsible (20%)
Cheerful (10%)

Most Likely
Capabie (20%)
Responsible (20%)
Independent (16%)
Ambitious (9%)

Ideal
Clean (37%)
Imaginative (15%)
Cheerful. (13%)
Loving (8%)

Ideal
Helpful (17%)
Honest (i7%)
Polite (12%)
Responsible (9%)
Clean (8%) '"

Ideal
Capable (20%)
Responsible (17%)
Independent (14%)
Imaginative (1 i%)
Ambitious (8%)

Ideal
Cheerful (44%)
Imaginative (13%) :'

SjOrinks MOf.'t,Often
Cheerful (48%)
Im~ginative (1,,0%)
Logical (9%)

Most Likely
Cheerful (47%)
[Capable" (13%)
Independent (13%)
POlite '(13%)



Product Clas~:'V~I!,1eAssociations ..Asians
" V "

Terminal value;' ?~,

Product,
Class Most Often
Shampoo A World of Beauty (22%)

Happiness (12%)
Pleasure (12%)
Freedom (10%)

I'Most IJk41y
A Worlc:~gi~~~ty (Sa%)
Pleasure (15%)

Banks Most Likel.¥
Family Security (S1%)
A Comfortable Life (15%)
National Security (15%)
EquaHty (9%)
A Sense of Accomplishment (8%)

Building ,vIost Likely, ,
SOcieties Family Secv."Y (36%)

A Comfortal.i;le Ufe (12%)
National Security (11%)
Equality (9%)

Petrol Most Often
;~pleasure (15%) ,
A Comfortable Ute (14%)
A Sense of AaoompUshment (13%)
Freedom (11%) c ,

Happiness (9%)
An ExCiting Life l$~Io)
,,~amily SecuritY,(~6)

t ;~~ 0) ..... . I ~'L~~
',!M.ost Likely c (,,--,

Pleasure (25%) "\_)
A Sense of Accomplish (15%)
Freedom (10%)
Happjh:?sS (8%)

Ol.J1f)q/J

14

Ideal
AWorld of Beauty (21%)
Pleasure (14%)
Happiness (13%)
A Sense of Accomplish (10%)
Freedom (9%)

Ideal
Family Security (26%)
A Comfortable Life (16%)
Equality (10%)
National Security (10%)

Ideal
Family Security .(27%)
A Comfortable Ufe (12%)
National Security (11%)
A Sense of Accomplish (9%)
Equality (8%)

Ideal
Happiness (J 3%)
A Sense of Aocompllsh (13%)
Pleasure (13%) ..
Freedom. (12%)
An Exciting Life (9%)
A Comfortable Life (8%)

'j >
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Dec Most Often
Pleasure (18%)

i', A Worldof Beauty (17%)
An Exciting Life (10%)
Happiness ('10%)
Freedom (9%)
Inner Harmony (8%)

Most Likely,
An Exciting Life (28%)
A World of Beauty (16%)
Mature Love ('12%)
Pleasure (12%)

Ideal
A World of Beauty (20%)
An Exciting Life (14%)
Pleasure (14%)
Freedom (10%)
Happiness (9%)
A Sense of Accomplish (9%)

Food Most Otten
Equality (41%)
A Comfortable Life (17%)
Freedom (14%)
Pleasure (10%)
Familv Security (8%)

Ideal
Equality (34%)
A Comfortable Life (12%)
Pleasure (12%)
Freedom (11%)
Happiness (11%)
A Sense of Accomplish (10%)

Most Likely
Happiness (29%)
A Comfortable Life (14%)
A Sense of Accomplish (14%)
Equ~lity (14%)
fmedom (14%)
Pleasure (14%)

Cars Most Likely
Pleasure (20%)
An Exciting Life (17%)
A Comfortable tife (16%)
A Sense of Accomplish (12%)

Udeal
Pleasure (,19%) .
e,n Exciting Life (13%)
A Comfortable Life (11%)
A Sense of Accomplish (11%)
Happiness (8%)
Social Recognition (8%)

Ideal
Pleasure (41%)
Happiness (11%)
An Exciting Life (14%)
Freedom (12%)

, SjDrinks ilflQ£l,t 9·ften
Pleesure (53%)
An Exoitlng Life (16%)
Happiness (10%)
Freenor.-I (8%)

Most Likely
Pleasure (61%)
Happiness (17%)
Self-Respect (17%)
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Product CllEl-SsValue Associations - Asians

Instrumental Values

Prt,"lduct
~Ja~s ,Most Often
Shampoo Clean (61%)

Most i.nK.~!Y
Clean (60%)
Cheerful (13%j

Banks Most likely
Helpful (21%)
Independent (17%)
Responsible (16%)
Honest (13%)
Capable (9%)

BUilding Most LikEWl
Societies Helpful (29%)

Responsible (21%)
Independent (13%)
Capable (12%)
Honest (8%)

Most qften
" Rflsponsible (18%)
. Clean (18%)
Capable (18%) .
Independent (~3%)
Helpful\~1S;b)

ideal
Clean (40%)
Imaginative (9%)

Petrol

Ideal
Helpful (21%)
Independent, (17%)
Responsible (16%)
Honest (13%)
Capable (9%)

Ideal
Helpful (22%)
Responsible (16%)
Independent (14%)
Capable (t 4%)
Honest (10%)

Ideal
Responsible (18%)
Clean (15%)
Capable (14%)
Independent (10%)
Helpful (8%) ''-"

Deo

Most Like.h!
Capable H,9%)
Clean (1€rib)
Responsible (13%)
Cheerful (8%)
Helpful (8%)
Honest (8%)

Most Often
Clean (39%)
Cheerful (17%)
Loving (11%)
Imaginative (8%)

Ideal
Clean (32%)
Cheerful (15%)
Imaginative (12%)
Loving (12%)

Mpst LIkel)/!
Clean (33%)
Loving (12%) .
Cheerful (9%)9 Ima,ginative (9%), Self-Controlled (9%)
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lYfost Often··
Helpful (33%)
Responsible (15%)
Clean (129f

~
Helpful (28%)
Clean {13%}
Respo'~~ible (113%)
Honest (1t~1/j

Most Likel~
Helpful (43%)
Broadrninded (14%)
Clean (14%)
Courageous (14%)
Honest (14%)

Most Likell!
Responsible (24%)
Independent (21%)
Capable (11%)
~mBItious (9%)

S/Orinks Most Often
Cheerful (66%)

Cars Ideal
Responsible. (29%)
Independent (18%)
Capab!s (17%)
Imaginative (11%)

{J,.

)'Ideal
Cheerful (60%)

\" !

Most likely
Cheerful. (33%)
Imaginative (17%)
Independent (17%)
Logical (17%)
gelf~Controh~d (l7%)



Appendix;/,8
Information Regarding Corresponcence

Analysis Maps
• ,_' I
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Correspondence Analysis Maps .:ere generated for each of the matrices 'noled in
Appendix 6. The reports generated over 400 pages of printout which are reproduced in
unbranded format in a volume titled "Personal Values, Consumer Behaviour and Brand
Image PerceptIons: Proactive Statistical SoftWare Correspondence Analysis "fVl~lue
Associations to Brand!Sj'. This volume contains no analysis and the information is
produced lnan unbranded format for proprietary reasons due to previous agreements
with category sponsors. ((

\.

, This volume will be cheerfully reprod£ced for other researchers provided upon receipt of
funcis to cover the cost of reproduotion. Maps will be retained at least until 1 January
1993. Please contact:

Steve Burgess
Department of Business Econr,milcs
University of the Witwatersrand,
P.O. Wits
20bO
South Africa



Appendix 9
Importance of Values Associated to Brands in Respondent

Value System ..Wilcoxon Rank Sum Test Results



Wituomm ~ank ~lumTest
Rank of Valul.l M,etched to Brand Image Perf~eption Versus

Rank of sa'woeVal;Je to Non·Sele-.;tors
SAS Proc NPAR1WAY(Cot~tinu1iy correct:ibn of .5)

(/ '.,
Brand chosen most !lftel1/Brand most likely to be chosen

Value Shampoo Bank Bldg Soc P~trol Deo Food , Car

2

Soft Drk
r 1 0.0203* 0.4207 0.2503 0.0368* 0.2259 0.0097* 0.4551
r 2 .0.1284 0.0002* 0.0118* 0.0549 0.9090 0.0027* Q.0059*
T 3 0.0,06 a,0070w 0.0042* 0.7443 0.3866 0.0990 0,081'8
T 4 0.7956' 0.7470 0.8925 0.1397 0.1701 0.6064 0.4142
T 5 0.1046 0.9473 0.01174* 0.2221 0.9780 O. ':S20 0.4745
r 6 0.0007* 0,01)05* 0.0002'" 0.0060'" 0.0519 O.OmlO* 0.0275*
T 7 0..0007'" 0.0000* 0.0056* 0.1084 0.7068 0.1999 0.0417*
T 8 0.0182* 0.0745 0.3262 0.6521 0.5768 0.9556 0.$766
T 9 0.9870 0.4937 0.2280 0.2760 0.m9 0.3486 0,$095
T 10 0.1916 0.435" 0.6405 0.5549 0.6641 0.5690 0.5991
r 11 0~0002* 0.4136 0.3073 0.9651 0.31l1S 0.1976 0.5584w: 12 0.6657 0.1530 0.1770 0.1:57 0.5906 0.0229* 0.0324*
II 13 0.7834 0.2800 0.2376 0',4930 0.7410 0.2931 0.2464
i 14 0.3306 0.7769 0.2800 0.3020 0.2343 0.6755 0.6842
T 15 0.1238 0.86'04 0.1632 0.7069 O~7398 0.0283* 0.0266
T 16 0.1792 0.0088* 0.2427 0.~571 O.liMa 0.0912 0.8462
T 11 0.0160* 0.941$ 0.6062 0.2102 0.6975 0.0643 0.6869
T 18 0.0110* 0.0720 0.4762 0.8294 0.0131* 0.7253 0.7599
Numb.:>:!"
p> .05 7 5 5 2 5 4
I 1 0·.7508 0.6070 0.6381 0.3981 0.5976 0.0699 0.70~
1 2 0.0551 0.1901 O.~;942 0.6887 0.4605 0.5737 0.5621
I 3 0.1054 0.0722 0.9231 0.0128* 0.5620 0.1814 0.749'1
I 4 0.7808 0.419.1 0.2~i93 0.3900 0.1828 (.'1.2482 0.67B5
I 5 0.0016* 0.7895 0.6841 0.8607 0.3992 0.13430 0.6071
I 6 0.0799 0.7693 0.0403* 0.2269 0.1027 0.4479 0.1635
I 7 0.460$ 0.3016 0.0343* 0.1234 0.4451 0.4516 0.0348*
I 8 0.3321 o 0.0164* 0.66i!5 0.8533 0~0512 0.0531 0.1396
I 9 0.9817 0.4229 0.4018 0.8135 0.2098 0.1007 0.4153
I 10 0.7?69 0.3322 0.3516 0.8434 0.9305 0.~"76 ~).396a
I 11 0.()573 0.3793 0.3686 0.9618 'O.92~) 0.5042 0.2901
1 12 0.0347* 0.0030* 0..6301 0.4802 0.4995 0.6511 0.4845
I 13 0.3587 0.2864 0.0156* 0.5244 0.1363 0.4437 0.2553
L 14 0.2252 0.0990 0.0425* 0.0948 0.6933 0.3044 0.9990
I 15 0.0169* 0.7951 0.6713 0.5'353 0.1797 0.5399 0.8208
I 16 0.14'36 0.1186 0.2901 o.ri'91 0.1590 0.7071 0.SU41
I 11 0.7695 O.265S 0.0282* 0.4597 0.9881 0.3673 0.0026*
I 18 0.0587 0.3114 0.6335 0.1001 0.1022 0.0285* 0.3993
tlUlnber

Cp> .OS 3 'I~"" 5 0 2
i ~:

0.0840
0.3185
0.4692
0.10(11
0.2366
0.2552
0.0173'"
0.7976
0.3560
0.6321
0.0124*
0.4335
0.0142*
0.3651
0.46l!)
0.4306
0.1043
0.1330

3

0.2983
0.6185
0.7814
0.5368
0.7741
0.9173
0.8975
0.2808
0.3251
0.7384
0.2432
0.0858
0.2910
0.6062
0.1089
0.5274
0.7788
0.9559

o



., 3,.
\\.~
~Hcoxon Rank SlI11lTest ,
R~'rk (If Value Marched to Brand Image Perception Versus

\\ Rank of Same Valu~ t~ Non-selectors
SAS0"procNPAR1IJAY(Contmulty correction of .S)

\
~, Ideal Brand1\

Value ~hampoo Bank LHdg Soc Petrol Deo FoQd Car Soft Drk
T 1 \ 0.4490 0.4555 0.9735 0.1296 0.S70t) 0.0323* 0.3483 0.2439
T 2 .0.0515 O.OQ1l,* .0.0198* 0.0405* 0.S9a.1\ 0.1493 0.0357* 0.9696
T.3 0.0098* 0.1635 0.0355* 0.0284* 0.0710 0.0188* 0.0921 0.1847
\~~ 0.4567 0.1'969 0./1266 0.9484 0.8246 0.8512 0.4441 0.73.48
,,,I 0.1tti26 0.0979 0.0164* 0.2650 0.4491 0.6613 0.5'34 0.8421
T~ 0.0606 0.0000* (I.047S" 0.0062'~ 0.1282 0.•0001'" 0.001;3* 0.6641
T A~ 0.01:26* O.OOV.* 0.0009* 0.2/,07 0.7836 0.8605 0.0447'" 0.1201
T 8 "'-..0.1583 0.1014 0.3413 0.4443 0.8361 0.1987 0.9642 0.1702
r 9 0.1718 0.5190 0.52.93 0.3126 0.6149 0.9463 0.7505 0.5736
T 10 0.003i"t 0.5997 0.3052 0.2675 0.0083* 0.6917 0.8920 0.6106
r 11 0.2063 0.0806 0.6718 6'.9610 0.OO()4* 0.5200 0~7768 O.(JO~6*
T 12 0.1844 0.5245 0.1361 0.2193 0.9750 0.0863 Q •.8138 0.0961
T 13 0.9877 0.0835 0.0005* 0 •.7525 J) 0.8')23 0.0333* 0.9626 0.8630
T 14 0.4245 0.779L 0.2572 0.6633 0.S1:rt3 0.5871 0.1717 0.9433
T 15 0.4671 0.1180 0.7877 0.6431 0.022'3* 0.0369* 0.8177 0.6329
T 16 0.0082* 0.2253 0.2459 0.0401* 0.9270 0.0003* a.0006>\' 0.7752
T,17 0.0122* 0.0530 0.5951 0.9342 0.33613 0.1770 0.9392 0.3701
r 15 0.0808 0.0004* 0.0401* 0.4469 0.3~17 0.5861 0.0065* 0.9866
Number (!

p > .05 5 4 7 4 3 6 5
I 1 0.5051 ! ,1.1545 0.9367 o ~161 0.4564 0.03371\' 0.7213' 0.7338
I '2 0.0110* 0.0033'" 0.0462* j.0206 0,9984 0.2902 0 •.2438 0.4803
I 3 " 0.7401 0.4442 0.9675 !,0.8028 0.2836 O.14~,o 0.0790 0.6921
I 4 0.1251 0.9780 0.1658 '0.6553 0.1424 0.9998 0.1423 0.138~
I 5 0.5201 0.4096 0.2159 0.4683 0.6610 0.5175 0.1409 0.3663
! 6 0.4916 0.8868 0.6815 0.0598 0.0672 0.6525 0.0104* 0.5857
I 7 0.0565 0.1502 '0.7552 0.21r r 0.6453 0.0782 0.4205 0.9299
1 8 0.8230 -3.3314' 0.9769 0 •.9821 0.7227 0.8589 0.9289 0.3401
J 9 0.580n 0;0912 0.3761 0.4516 0.8211 0.9258 0.3020 0.00'lZ*
1 10 0.'4282 0.1070 0.5167 0.1672 0.7157 0.1983' 0.3620 0.8866"
t 11 0.0402* 0.2272 0.8070 0.S096 0.1398 0.4787 0.5431 0.ge93
1 12 0.0654·. 0.9940 0.0063* 0.0909 0.9911 0.20S\) 0.0538 0.6979
I 13 0.0000* 0.0242* 0.7383 0.2692 0.4971 0.1827 0.2401 0.6008
1 14 0.0294* 0.3977 0.0569 0.3724 0.091:; 0.1034 0.0591 0.6634
I 15 0.0344* 0.0939 0.6413 0.3546 "'0.4841 0.2563 0.0153* 0.5930
1 16 ,;0.~193 0.1376 0.1331 0,0829 0.,062S 0.8719 0.9630 0.6393
I 17 0.0041* a.1518 0.0475* 0.0028'" 0..0225* 0.2802 0.0025* 0.6(.70
1 18 0.0921 0.3550 0.7894 0.7702 0.1113 0.8901 0.7449 0.7473
Number

"p > .05 6 2 3 3



Appendix 10
Values Analysis by Major Demographics



A COMFORTABLE LIFE
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A COMFOATABI.E LIFE II
If
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A COI\iIFORTABLE tlFE is, however, the numbar one value to 6lat:;ks, probably as a result of aspiratlonal
drives fueled by the sconomlc disparity of apartheid:

G"OL,p
!Z2;1 COLOUREDIZZl W.HltE ~ ASIANISSJ BLACK

The value of A COMFORTABLE LIFE Is marginally unimportant
to 18-24 yl3.:;r"old Whites and achieves moderate 'b'lportance
duriog the 25-29 year old, per(od, after which it is ranked toward
the middle of the scale for the balance of life, this pattern is
sim:lar to the pattern for Coloureds but differs dramatically from
that of Blacks and Asians who rank this value much higher on
their, scales.

Asians rank A COMFORTABlE l.IFE toward the middle of the
scale between the ages of 18·24 but the valuG becomes very
Important for the balance of life except for two periods when it dlps-to moderate importance.



AN EXCITING LIFE
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AN EXCITING LIFE .... au

periods,

value,' however, becomes moderately unimportant in the over·56 period.

AN I:XCITING LIF1Jlis III fairly unimportant value ~o all population
groups with the exception of elacks. It is I 'Mar thei'midJ!e
of tM scale b~f Wl1ites during t~e ic:l· dod moving to
moderate Importance for ....the next 1i'ht:lQ Glga periods and
bt~comlng very unirh!-' ....rtant from 4~..onwards. This pattern is

I·:

similar to that of Coloureds who find the value to be very
1)

unimportant or moderately unimportant for all ages of their life,
and t~at of Asians whQ I'l'lrlk it near the middle of the seale for,the

f~~d••••~~•.....
":::>i~:l~;W}?

Sbma UniversitY tJtlWetsIfy ):i:~I!~l~1~il~J~ll~S~a1':
25-,29 year old period ariel ~he over-55 year old period but eitner

C 'as marginally unimportant or VI!~r'J unimportant for all other _,11__ -- __ - __ .-_

. . I) . . __. .. . . . . _. .... . .1,;_, __ . . ,~)

Blacks, however, rank ~N EXCITING llFE t9Y'ard th~ rmddle of the scale during the 1a·24 year old, 30·34 ye~lr
old and ~5.44 year old periods al1d as moderatelv important for the 25~29 and 4ll·S4 year old periods. The
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A SENSE OF ACCOMPLISHMENT
(Iastlng contrIbution)
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Blacks rate this value as very important in thi:l18-24 year old age
group and as moderately important in the 25·29 and 30-34 year
old age groups. It briefly dips to being vet}' unimpor:ant in the 35-
44 year &10age group before becoming very important in the 45·
54 year, old age !iJroups an~ moderately important in the over·o5 . < > i
age group. - .. -----------

A $ENSE O~ ACCOMPLISHMENT istrata!:) near-the middle of the scala by Coloureds and Asians of all age
groups with the exception @f the 251i9 year old age Coloureds:who rank it as moderately important and the,," ('"

lZZI WHITS tS:Sl BLACK
Groi..P

l'22"Zl COLOURl:D ~ ASIAN

45·5'4 year' old Oolcureda who r;:tnR it as moderately unimp~rtant. 25·2~, year old Asians rank this value as
moderately. unimportant.

A SENSE OF M}COMl?lISHMENl'
_ ....

A SENSE OF ACCOMPLISHMENT is ranked near the middle of
the scale byWhites of all age groups, but Is rated quite differently
by Blacks.
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A WORLD AT PEACE
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(free of war al'ld conf 11ct)

lSSl BLACK
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I2LZl COLOURED ~ ASJANIZZl WHlrE:

A WORLD AT PEACE

A W9FtLO AT PEACE Is a moderately important value to all race
',"

groups. Among Whites, it is of moderate importance to 18·24year
olds and declines to the middle of the scala until the age of 55
when again it assumes moderate importance,

18-24 year old and 25-29 year old Blacks find A WORLD AT
PEACE to be IJ'eryImportant, it declines to moderate importance
for 3Q.34 year aids and then further declines to the middla of the
scale until again assuming moderate Importance in the twilight
years,

" .;.. .. -:::::::::::::::/~>:t; ~.:>/,:::.::;:;,::>::.: .:, <;::::..:::::;:: : :>:::::::;;:::<;?~:;H s;:)::::::-·>''8~.·tead'%i$ ,.,
':"::'<~::::.:>.::;.;,.:,.;::. :.:?:;)f

.:,';:-"-:'::\)}/).,'::-.):.:/')\i«.: -:':'<,~:\(\UH?::'::::;<;::; ;...-;-:;:;;,.,:.;.'"
M f'lii'R

Coloureds show a different pattern wHhA WORI..D AT PeACE being of neutral importance to 18-24 year olds,
It then drops to moderate unimportance in the 25-29 year old age group and further yet to the bottom of the
scala for 30-34 year olds, A WORLD Ai PEACE then rises to the middle of the scale for 35-44 year olds then
becomes moderately important to 45-54 year aIds before again declining to middle ofthe scale for those older
than 55.
A WORLD AT PEACE is moderately importantto 18·24 year old Asians and declines to the middle of the scale
for 25·29 year aids before again aasumlnqrncderate Importance at the age of 30 and becoming very important
at the age of 35. It declines to moderate importance in the 45-54 year old age group before again becoming
wary important to the over-55 age group,
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A WORLD OF "BEAUTY
(beauty of natu-e and the al'"t.s)
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A WORLD OF BEAUTY

The developmental pattern for A WORLD OF,BEAUTY is one of
the most similar patterns observed arnonq the four race groups

!
arid is basically moderately unimportant to all of them.

Lil<etheir White counterparts, 18-24 ~tlar olel Blacks rank A WORLD OF BEAuty at the middle of the scale.
25·29 year olds rank it as moderatelv unimportant where it stays .until ,;,0 age of 45 when it declines to being
very unimportant before again aGl.luminga position where it ~ra'rtedat the age of 55 in the middle of the scale.
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IZZl WHITE ISSl BLACK

Whites rank this value near the middle of the scale in the 18-24
year old age group and as very unimportant to 25·29 year old
age group. A WORLD OF BEAUTj ithen assumes moderate

I·
unimportance uniii the age of 55 when it returns to where it
started, at the middle of the scale.

A WORLD OF BEAUTY Is moderately unimportant to 18·24 year, old Coloureds but slides to the bottorn of
the scale for the 25·29 year old age group where it stays until the end of life with the exception of a rise to
moderate unimportance in the 45-54 year old age group.
A WOR~D OF BEAUTY Is rnoderatsly unimportant to Asians of all age groups with the exception of the over-

1=:55 age group who rank It at the middle of the scale.
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EQUALITY
(brot.ha"hOod ~U!l1 opportunIty 1'01'" all)
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Surprisingly though, EQUALITY is nei. ~'nl{edat the top of tha $.}> .'.
scale by the other race groups. Blacks show an flfratic lIIIIIII--- _

_ - \\

developmental pattern. It is mOderately important for 18-24 year old Blacks, after which time it declines to the
middle of the scale for 25·29 year olde, risIng to the top of the scale for 30·34 year aids before declining t:p
the middle of the scale for the balance of life.

IZZl WHITe

EQUALITY is ranked near the middle of the scale by Coloureds of all age groups with the exception of 35·
44 year olds and over-ss's who rank it at a level of moderate importance. Similarly, EQUALITY is ranked at
the middle of the scale byAsians of all a.g6 groups with the exception of 30-34 year olds and 35-44 year aids
who rank it as moderately important and the over-S5ls who rank it as very important.

~QUALlTV is the value ranked rr~st differently by, Whites and
other race groups. As might be exr)<?''Il;ldin Sout~JAfrica after
forty years of Apartheid and the social enginl;lering of the
Verwot:rdian era, Whites rank EQUALITY l.'!IS their 1r';st.1('l}portant
value and the value is very unimportant t16 all as" groups with
the exception of the 45-54 year olds who rank it in a position of
moderate llni(i'lportance.
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, FAMilY SECURITY

FAtVlfl.Y SECURITY is another value which shows very similar
d~vel()pmental patterns regardless of race. It. i$.v(!rylmportant to
Whites of all ages except 16-M's who rank it as moderately
important. It is moderately important to Blacks of all age groups
except 18·24 year olds who rank it at the middle of the scale and
thG 55 year old plus category which ranks it as ver{lmportant.
COloureds of all age groups rank FAMily SECORITY atthe exact
same level of importance as Whites of the same agEl groups.
FAMILY SECURITY is ranked as very importa\ rt by all age groups
of Asians. (\
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FREEDOM
(lndependencc. free chQrCe)
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FREEDOM

FREEDOM shows an almost linear developmental p~t·qrn among
Whites, It is moderately importP.'l1t to 113-24year 0(0•. and then
declines to neutral importai'lce during middle age and finally \i

Ii
I»i,:(;
'I"~:;

declines to moderate unimport{;--:6 among 44-54 year olds and
the over-55s.

\.\

While it could be expected intuitlvalythat other race groups would
rank freedom as their most important value, liI(e eQUALITY,
!FREEDOM Is $urprising not ranked nearjhe top of the scale by
other race groups. ,It is ranked near the middle of 1;,e scale by> ~( ;.i£~;':";'.Ja2 " d 'J ~
Slacks In younger age groups, rising to moderate \:\.portance in the 30-34 year old and 35-44 year old a~e
groups bafor(!l again declining to be ranked at the middle of the scale by 4$.-5($ year olds. ElIMk over-sss,
however, rank ~REEOOM as being very important.

18-24 year old Coloureds ra.~~ FREEOOM as very impOrtant but it is ranked near the middle of the scale by

Coloureds of all other age groups. FREEDOM is ranked as very important by'18·24 year old Asians as well,
but the value declines to moderate importance in the 25',;29 year old age group and actually declines to a
Eosition of moderate unimportance among 130·34 yearolds. The value again rise::!to a position naN the,middle
of tne scale among 35·44 year olds and then eva ritually assumes moder<!t~( importance among oVEir-55s.
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HAPPINE§_§

HAPPINESS Is an important 'Value to South Africans ,Qf i'l.1Irace
groups and Is generally most important In younger years.

Ht,PPINt;S$ Is vary important to 18·24 year oldt, and 25-29 year
old Whites and moderately Important to all other age groups.

The developmental pattern among Blacks 1$ mora erratlc, It is
ranked as very lmpprtant to 18-24 year olds, at the midctl¥!l of the
scala by 25·29 year olds; as very Important by 3Q.34 year aids,
and as model'a(aly Important aftar the age of 45.

HAPPINess is very Important to Coloureds of 'all age· groups and to A$iarts of aU age groups with the
exeeptlon of Asian Over·SSewho rank HAPfllNESS as being only of modf:irate importance.

;_, .0
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INNER HARMONY

ISS1 Sl.ACK

INNEA HARMONY Is generally ranked near the middle of the
$cala bX all race groups.

It Is ranked in the middle of the scala by all .age groups of Whites,
Coloureds and Asians. with th~ exception of 25-20 year _.old
Coloured$, who rank it at the top of their scale.

Blacksshow amuch dlfferom d... lopmsnta;pattern~k'n~ tho :~~~I~lt~l'i{fltlfl'~
:~I~:r:~:ou~~~~:: a~:i:::5~;~e~:;:~ ~::::::e::of::s~~:;\ -/L· ': '\;1 : ~
a position near"the middle of the scale as with "ther race groups.
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MATURE LOVE
(sexual end spIrItUal 'r)t,macy)
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MATURE LOVE

MATIJRE LOVE is basically a moderately Importa;~lt value to
Whites, and a moderately unimportant value to all other race
groups.

18-24, 25-29 and 30-34 Whites rank MAtURE LOVIS as
moderately important, aftar which time it declines to the middle of
the scale for the 35-44 and 45·54 year old age groups. MAlum!
L.OVE:again becomes modefately ImportGJ,(\tto over-sse,

MArURe.LOVE is ranked nsarfhe middle of the scale fOr all ag~
groups of Blacks with the exception of 35.44 year oldBlacks wl-to rank ifas ..noderately unimportant and over-
55s ~ho rank it as very unimportant. «~} .'
1&24 yaar old Coloureds rank MATURE LOVE as mOderatelyJ~nimportant before ral1l<ing it at the middle of
the scale for the 25-29 year old age gro~lpand 30-34 year olds, MATURE LOVE agai'1 declines to moderate
unimport:ance for the 35-44 year olds and over-55s, although it rises to neutral Importance In the 45-$4 year
old age group.

Asians show a $imilar pattorn to that of Coloureds. Most age groups r~nk the value a~ moderately unimportant
or at the middle of the scale, 30·34 year olds and 45-54 year olds rank l"_ at the bottom of their scale.
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I u_c_ mlNATIONAL SECURIT't'

NATIONAL SECURliV 1$a very unimportant value to most race
groups.

NATiONAL SECURITY is very unimportant to. 18·24 year old
Whites but rises to moderate importance at the age of 25. The
value assumes a position in the middle of the scale 'at the age of
45, where it"sta~/s for, periods thereafter.

............ :;:1

<•••t11V~.r$lty~••...••••QIV.¢X~lty· C3fB·; c
, ~~hl$~~~i~~~b~~~~to~~~t.;
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Among 81acks NATIONAL SECUFlilY is very '.lnimport~nt until

. the ag~ of 35 when it 11$eSto moderate unimportance. It finally
rises to the mfddle of the scale at the age of 55.

~J .,

COloureds find NATIONAL SECURrtY to bo very unimportant with the exception of $()'34 year erds and over-
556 who rank it as moderately unimportant. Similar to alacks, Asians rank NATIONAL SECllRITY as very
unimportant until the age of 35 when It rises to moderate unlmportance, Blacks over 55 rank the value at the
middle of the scale.
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PLEASURE
P,LEA$U~S is ranked at the middle Ofthe scale by 18-24 year old
Whites, and then qu!cl<ly qeclines to th~ bottom of the scale at the
age of 30 where. ,it stays.

PLEASURE Iemoderately important to 18-24 year old Blacks and
declines to the middle of the scale wh~re it stays with the
exception Of the 45-5!; year aids who rank it SiSvery unimportant,
18-24 year old Coloureds rank PLEASURE as being very
unimportant. The value is tanked at the rniddla of the scale by 25·
29 year olds and then begins a linear decline to reach the bottom
of the scal!;l:by the age of 45 where it stays.

Asians show a d!lfQrent developmental pattern ranking
PLEASURE as very unimportant in the 18-24\, ear ote:!age group,
rising through moderate unimportance to monerate importance
in the 30·34 year old age group, after which point it declines to
being either very unimportant or %derately unimportant for the
balance of life.
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"- -SALVATION

The developmental pattern shown by SALVAtiON is dne of the
most interesting ali the list.

Blacks and Asians r<;lnk$~WAtION as very unimportant in all
;;r.ge gre,ups. "

Wfi~$ and Coloureds, on the other hand. rank SALVATION at
the fevel of neutral Importance In younger years. It rises to be
ranked at the top of the scale by 35-44 year olds where it. stays
oonslstently thereafter.
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SELF RESpeCT

SELF RESPECT is generally an important value to all South
Africans,

1\ It is ranked as very Important to the 18·24 ya;)( old. 30-34 year old
and 45..54 year old age groups of Whitea, and ranked as
moderately important by aU other age gtoups.

SelF RESPECT is ranked at the middle of the scale by 18-24
year old and 30-34 year old Blacks and rlses to moderate
importance among 25-29 year old and 35-44 year old Blacks. This
value, however, declines to moderate unimportance among 45·
54 year olda and stays that way. n

~'. .. - Q
18.24 year old Coloureds r~nk SELF ReSPECT as very important
but the value is moderately important to all other age groups in
a pattern Similar to that of Whites. Asians on the other hand rank
SELF ~ESPECT as baing moderately important at all ages
groups with the exception of the 30-34, 35-44 and ,55 year old
plus age groups which rank it at the middle of the scala.
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SOCIAL l1ECOGNITION

SOCtAl RECOGNITION is not a very important value in South
Africa

c

Whites -of all. age groups rank SOCIAL R~COGNlrION at the
bottom of the scale except ovar-55s. who rank it as moderately
unimportant. "
Among Blacks, this value starts out as moderately unimportant
a~declines to the bottom of the scale for 30-34 year old~l.After
a: l:1rief rise to the middle of the scale among 3$-44 year aids, it
assumes a position of moderate lmimportance for ali other age
gi~UpS.

o . _~ ~
SOCIAL RECOGNITiON is ranked in the middle of the scale by
18-24 year o.ld Coloureds and then declines to the bottom of tha
scale among 25·29 year olds, It Is moderately unimportan~ to·~ll
other age groups of Coloureds. This value is ranked atthe middle
or the scale by Aslat'tswit~.th~ exception of 25-29 year aids who
rank it as moderately lmlmportant and ~.5-44 year old and over-
55 Yi;larold Asians who t~,hkit as vert unlrnportant,

~ AS;,IAN



t) .,

T~,UE FR I ENDSH IP
\!
Cclose ccmpanlonshlp)--~---....,18

1T

is
~ 15
Jl 14
'"Ci 12
~ 12t!

~
11

8 10
.... 9
c

8...,_,
,~

7 -

S... S .,
~ 4
I s
V

2

'1

0

.

.'

:

111~li

.18

TRUE FRIENDSHIP ,

." TRi~\EJ:RleNCSHfP is a moderately impottJnt value to most race
groups, s:

1.424 year old Whites rank this value as mOder~telY important.
Altblia brief decline to the middle of the scale among 25-29 and
3Q.34 year aids, TRUe FRIENDSHIP rises again to moderate
importance until finally again declining to the middle of U)e
among over-sss,

. (;t:. . ~ ~~

allacks rank TRUE FRIENDSHIP as being moderately important
in the 18;.24 year qld age group but find It to be very important in
the 25-29 and 35·44 year olcl'aQs ..groups. It is ranked in the
middle of the scale for all othstBlack age groups.

TRUE FRIENOSHIP is ri$lnkedas moderately impOrtant by all age
groups of Coloureds with the exception of 25·29 year olds who
rank it as ve'(}j important and 45-54 year olds who rank it near
the middle (Jf the scale. Somewhat similarly, ~ Is ranked. as
moderately important by 18-24 year aids, 2S-a9 year old and 45-
.54 year old Asians and at the mh:jdfe of the scale by aUother age
groups. .. ..
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WISDOM is another value which shows stron~ correlations
between the ranks given by Whites and Coloureds and those
given by Blacks and Asians.

Whites rank the value as very Important at all age groups with the
exception of 45-54 year aids who rank it as moderately important.
Coloureds rank it as moderatElly lmportant at ali age groups with
the exception of 30-34 and 35-;44 year olds who rank it as very

1\ important.

Blacks on the other hc'lnd rank WISDOM as moderately
untmpcrtant In the 18-24 year old and over-55 year ala categories
whife ranking it neal the middle of the scale for alf other age
groups with tM exception of 45-54 yeti aids who rank it as vel'\,
important. .

()

Asians rank WISDOM Mar the mlddle of the scale in all age
groups with the exception· of :3CJ..34and 35-44 year old age
groups who rank it as modarately Important.
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AMBITIOUS

AMBYTIOUS
(hard-'IIorklr,g. aspIrIng)
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AMBITIOUS is another value which shows a similar development
pattern among Whites and Coloureds and among Blacks and
Asians.

AMBITIOUS Is moderately important to 113-24yef;l.rold and 25-
29 year pld Whites and 01' neutral importance to aU other ag,~
group:>';:'Slmilarly it is of neutral importance to 18·24 year 01([1
Coloureds achieving moderate importance at 25·29 before
becoming vary unlmpoltant to 30-34 yeat olds, rising again to
moderately important among 35-44 year olds and being ranked
near.the middle of the scal~ for periods thereafter.

This value is very Important to Blacks and Asians. It is ranked as
moderately important to 18·24 year old Blacks and as very
important to Blacks of all other age grQups with the exception of
the 45·54 year old age group. During the latter period this value
bJiefly declines to the middle of the scale.

AMBITIOUS Is ranked as very important to all age groups of
Asians with the exception of 45-54 year olds who rank this value
as moderately Important.

c>,
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BROADMINbED

BROAD MiNDED is not a very important value to most South
Africans. . .'

The highest ranking achieved by BRQADMINDED among Whites
is that of moderate unimportance among 18-24 year aids and
those over 1he age of 45. This value slumps to the bottom of the
scale for the period in between these two periods.

BROADMINOED is somewhat more important to Blacks and
assumes a position at the middle of the flcala among 18-24 year
aids before. becoming moderately important to 25-29 and 30-34
year old age groups. Tf:\8 v~lue then enters a period of decline,
declining to the middle of the scale for 35-44 year olds and further
yet to a position of mod~rate unimportance fOl' 45-54 year old age
group before finally rising to the middle oHhe scal~arl1ong over-
55$,

8ROADMINDED

SROAOMINOED is' rank,ed in the middle of the scale by
Coloureds before declining to being very unimportant at the age
of 25. It then alternates between moderate unimportance and
being ranked near .the mldt.lfe of the scale for all other sge
group$.lt is ranked as model'fltely unimportant by younger Asians
and rises to the middle of•the scale at the age of 30 where it remains for aUsubsequent age groups.



G

1$

l'
16

2' 1S
:it 14
"s 13
ill 12:!.

.J 11

8 10

~ 9
<1 8....

j "]

S
..... S
;"~ 4
I 3
V

2

1

0

Cf',PASLE
(competent, effectTve)

;.

:~l...o f
I r l

f.I;I. ~
J t?: .

..
.' -

ih ~
!J' . '\,f

~n;;.i H
if' ~tttJ m r'~ .

j..

!ZZI WHITE ~ ASIANISS! 8I.,ACK
Group
t:@' COLOLJAI:P

22
\,.~

CAPABLE

CAPAal.E is generally not a very important value and is f(\l!1ked
near the middle Qf the scale or s!i~lhtJy lower by mosf'~ce
groups. u

Whites of all agesi~al1k CAPABLE near the middl,e of the s~a.le
with the exception of the over·55s who rank it as moderately
unimportant. It is tanked as very unimportant bY,18~;Wyear old
Blacks and rises to moderate unimportance to 25·29 year olds
before baing ranked near the middle of the scale after the age of
30. .", '\

-: ) "

Colouredn rank C;&'PA~i.e as 1}<llllgmOderately unimportant by
1&24 year aIds. ,~trises to the middle of the scale briefly fotthe
25·29 year old p(')riod. before dt;!clining to moderate unimportance
for the balance of life with the exception of those over the age of
55. Over-55's fin~~:~hisvalue to be very unimportant. .

Asians rank CAPABLE: as being moderately unimporrar,t at 19l-
24 }~ear$of age, near the. midtlle of toe seale for th~ 2$-29 year
old age group. before it again dj;!b\(nes briefly to moderate
unimportance'in the 3Q-34 year old age group. It rlses'briefly it.)
tYioderate •importance in 1he 35-44 year old age group before
declining 'to the middle of the scale for the balance of life.

.\
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CHEeRFUL

c~~-:r~s another value which shows a developmental
pattern with a strong correlation between White and Coloured
values. .

CHEERFUl.. Is ranked atthe middle of the scala by Whites of all
ages and Coloureds of all ages, with the exception of 18·24 year
olds .!ind ever-sse, who rank it as bl!llng mOderately unimportant.

On the other hand, CHEERFUl.. is f'IltJderatElly urtimportant to 1$·
24 year old Blacks end rlsss briefly to the middle of the scale
pafore declining to a position at the bpttom of the. scare in the 30-
34 )leaf old age grouPii It Is mOderately u\nimportant to 3544 year
old Blacl<s but then t9~.~to being very Important to 45-fj4 year
aids, then decllnlnc ~~' the bottom of the scale being very
unimportant to over-5~~.

Il/
CHEERFUL Is moderately unU...portant to Aslans of all. age
~' .,ups with the exceptlon of a rist:l'to the middle of the scala In
the 25-29 and $0-34 year old age 9roup~i and again among over-
55s.

II
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CLEAN

CLEAN is a moderately important value to Whites until the age of
35 at which point it declines to the middle of the scale for the
balance of life, It Is ranked as moderately Important by 18-24 year
old Blacks but declines to the middle Of the scale for 25-Z;) year
aids before declining again to r:n6derate unimportance 30-34 year'
old age group., CLEAN then nses to the middle of the scale for
35-44 year age group and further rises to the top of the scale for
45-50 year olds before declining to a position of moderate
importance among over-sss, (\

~. ~
CLCAN is very ~portant to Coloureds of aU ~ges with the
exception of 25·29 year olds when It briefly JeCllr'l'e~to moderate
unimportance and 35-44 year aids when it again briefly declfnee.
to the middle of the scala. CLEAN is moder<:1te!yimportant to
Asians of all age groups with the exception of the 3544 year old
age group when it declines temporarily to the ;~iddle of the scale.
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Sooth Africans do not place high value on being COLJRAGfOiJS.

It ls moda~atelY unlmpt'wtal'lt to White$ of all age group$ with the
eXGeption Ot" 25·29 year olds wh() find it as beh1ih very
unim,:,ortant and over~55s. who rank it near tlf'e middle of the
seala. ' (~~ ,

eOUHAf~EOUS is rank~d near the miCldle of the scale by 18·24
y~ar tlld alack~a~dtHen as moderately unimportant untll it rises
to m::lderate importance at tbe age of 45 and th~re:lftol'.
COUUAGEOU$ alternates between moc{erate unimportance and
being ranke'd nea(,tM middle altha scal~:-IY Coloureds Ofall age
grou~ls.as it does with Asians of aUage grqqps with exception of
the 18·24 year (;lId €i\1jG groups who rank i~ as being very
unimportant. \~
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FOIlt]MNG !?'; ierally Is ranked near thJ(mld<ll~ of the scala hilt
b~eomes mnr9'\imr"'rl:~nt as life 9091': on. '

\, , ) . ..,

Among Whites,'t\OOGIVING Is rarked In the middle of the s":aje
for 18-24 year old~ It declines to moderate unimportance In tHe
2$.29 year old age group before again rising t(J the tnldrll of the
scale for 30.34 year olde, It Is moderately iml1,ortant ,,13 age of
35 and stays there until the age of 55 wn.tln it becomes \IeIY
Important. "

elaol,s of all ages ranI< FOR();IVING near the middle oHhe sc~J(l
6x.cept during the 25·29 year old period wh(ln It briefly rises to
moderate Importance and among those 45-54 years old when It
briefly rises to baing very important. .

•
18·24year old CololJreds rank FOrl~lVlj',i$ near the middle cHile
scale but it is v~ry unimportant all10ng 25-29 year qlds, It riues to the middle of the scale during the 30-34 year
old perIod and rfses again 10 moderate impormnde at the age of 35 and remains so until the age of 55 when
it again assumes a positlori \In the middle of the seale. ..
Asi,ms rank FORGiVING neJr the middle of the scale with the exception of the 30-34 year old, 45·54 year old
and o~r·55s, all of whom rank it as being moderately important.
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HE!..PFID.

HELPFUl. is a relatively important South African value. It is ranked
as mooem;ttely important by Whites early and late in life but Is
ranked in the middle of the scale by all age gtoups from. the age
of 26 until the age of 44. It is ranked as moderately important by
aU age groups of Slacks with the :exception of 3544 year olds
who rank it as very lrnponant,

HELPFUl.. Is ranked near the middle of the scale by Coloureds
until the ag~~ of 35 when it aS$url)Els moderate importance
becomlp9 vc~ry Important at the <.\g,eof 4q~54 before again
assumfhg moderate Importance for the balance of life. It h;;ranl(od
as moderately Important by Asians until the age of 30 aftar which
point It is ranked at very Important for the balance of life.
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HONEST

HONESt is the most il1'lpo.rtant instrumental value to all race "
groups with the exceptioo -of Blacks who rar;IF AMBITIOUS /
higher.

\\
It Is ranl~ed as very important by all race. groups at all ages with
the exce~tion of Blacks who ran~it as moderately important in
the 45-54 year old age.group. ". ':

The implications of violating suq~ a strongly held value are <
obvious and marketers will do so 'only attheir own peril.
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!JWlAGINATIVE

IMAGINAtiVE Is :a very J;limportant value to South Africans of all
race groups. It 1$ ranked as very unimportant by Whites and
~Haeks of aUage groups except 25-29 year old Blacks whq rank
it as moderately ul'lirnp9liant. '

Similarly. IMAGINATIVE. is ranked as vely, unimportant by
Coloureds and Asians of all age groups except 25-29 year old
Asians who rank It as moderately unimportant and Asian over-
555, who rank it at the mid dis of their scale.
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INDEPeNOENT is (~nked near the middle of the scala by Whites
of aUage gro\:lps until the ageof 45. when it declines to moderate
uni~pottanc9.

The Black developmental pattern is different. 18-24 year. old
Blacl<s find INDEPENDiENT to be moderetely unimportant. The
value then rises to the middle or the scale until the age of 35,
whe" it again rises to 'moderate importance. It then. declines
rapidly to moderate Uhimportance at the age of 45 and furthel" to
tM bottom of the acale among Over·S5s.

. Ii l,\"

INOftPENOENT Is moderately lmportant to 18-24 year old
Coloureds and \lory important to 26-29 year olds. It then decllnes
to thi:J middle of the. scale until rising to become moderately
important .~t the age of 45 and for the period thereafter.
INDEPENOENTJs ranked near the middle of the scale by Asians
In the early age group~ and then briefly. declines to moderate. unimportance i~,the.30-34 y. ear old age group.
After ~ brief return to the middle of the scale. INDEPENDENT declines for the balance of lile to moderate
unimportance at the age of 45. .

u

30



INTELLECTUAL
( I.nt.e I 11g.mt... raj' Ioc't 1va)

19

17
1G -

!? 1S
~ 14
g! 13
(I) 12:!:

i 11
10

+'
9

c:
a -<I

t 70

~ 5
.... 5

~ 4
I

:3I

~.
2

'1

0

It

Group
f2ZZ2 CO~OOREOIZZl WHITE ISS! SLACK ~ ASIAN

INTELLECTUAL: Ii

INTELLECTUA~. is another value ~hictl~ not important to any
race group. It iO very unimportant to Whites of all age groups
except for a Met rise. to moderate unimportance among 25-29
,and 30.34 year bids.
\\/
Among 18-24 year old Blac~s, INTF;lLECTUAL is ranked as
moderately unimportant before further declining to the bottom (jf
the scale during the 25-29 year old peri(jd. lNTELLECTUAL rises .•< ..•. ..•.....• .•. .. .:
to the middle ()f the sr,:a(eat the age of 35 and then briefly (. / ....•..• > .•.•...•. i ..•••..•.••..••••.....
declines to the bottom ot the scale at 45. It finally Jises to > .' <". <.'. ( ...•.•.•..' . <, . ..•.••.. < .
moderate importance, it's highest level, among over·55s. . •••••••••••. .•••••••../... •. ..•••••••• <. r <
INT~LlECTUAI. is very unimportant to 18-24 year old Coroureds ..•.•••••:......•.....•..•••..•••......'. •.•••••.•....•••••... •.••••••..•••.......•••..•.. ..: \
but briefly rises to the middle of the scale among 25·29 year olds, ••.....•.•.••••.•.....• / <. /. ) \ ..
It 'then declines tOy:loderate unimportance at the age of SOand . .. . . . ... .. . .'...
further to the b~!m of the scale at the age of 35, A return to the
middle of the 1f1cl1ethen begins with a rise to moderate unimportance at 45 and a return to the middle of the
scale at the age of 55,

INTELLEctUAL i$j'ahked as very unimportant by Asians orall age gr~il.1p$with the exception of 18-24 year
clds who rank it at the middle of the seals and 3O-:~4year olds ~nd 01l0r-559, who rank it as being moderately
unimportant.

\
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LOGICAl.

LOGICAL is another value which shows very little· difference
between the races, It is unimportant to all of them.

LOGICAL is very unimportant to Whites at the age of 18-24, It
rises ,p!iet1y to moderate unimportance before returning to the
bottom of the scale at the age of 30. It then rises again. briefly
until the age of 45 when it again drops to the bottom of the scale
and stays there.

Blacks rank LOGICAL as being very unimportant in aU age
groups ·unti( the age of 45. After. 45, it rises to, moderate
importance for the balance of life. LOGICAl. is very unimportant
to aU age. groups of Coloureds except for a brief rise to the
middle of the scale in the 25-29 year old age group. It is ranked
as very unimportant by Asians of all age groups.

')
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IZZI WHITE
Group

~ cQLOi..Jl:lEO ~ ASIAN

lOVING - ,....
LOViNG is an important value to a.1Iracial groups\',

It Is very important to Whites t;)f aU ages until it decline" to,
lTI.:Jderateimportance among over-55s.1t Is also very important to
Blacks it! the 18-24 and 30-34 year old age groups but is
moderately Important to the 35-44 year'old age group and ranked
only n~ar the middle of the scale In the 25-29 and over-55 age
groups.

LOVING is ranked as m~t;;~~~'!3IYImportant by Coloureds until
age of 35 when it declines in 'lh~:;ortance to the middle of the
scale. This value stays there until the age of 55 when it again rises
sharply to the top of the scale. l.OVING is moderately important
to ASians, until the age of $0 when it rises to the top of the scale.
It briefly declines to moderat~ importance before again"rising t9
the to~) of the scale in the 45-54 year old, age group, It than
rapidly declines, becoming modera'!ely unimportant to Asif,lns over 05 years of age.
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OBEDIENT

OBEDieNT is generalfy ranked as moderately unimportant by
Whites until the age of 44, except fvr a brief rise to the middle of
the scale during the 25·29 year old period. It rises to the middle
of the scale at the age of 45 ar.J remains stable for the period
thereafter.

__ nn Z SlET ..

This value is ranked at the middle of the scale b~tAsians of all
age groups except for a briElfdecline to the bottom of the scale
in the 25-29 year old age ~roup and a drop to moderate
unlmportance among ()ver·55S.

• -.-_-"; .;-" :;"";:::: ::::::::;' :-:::-. ;":;:: :::::;::"::>: -•.,. .;,>:-.;< :::;:;:::\.:::: ;::::":::;;>}::;:~;::~{\)~k:
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<'

OEEDIENT'jl; tanked a.t the middle of the scale by .l3lacksuntil
the age of 35 when it declines to the bottom of the scale.
OaEDIENTthell rises sharply to moderate lmportance in the 45-
54 year old age group before dropping to the middle of the scale ,
among Over·55s.OBEDlEf~T Is ranked in the middle of the scale ;
or as moderately unimportant by Coloureds of aUage groups.
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POLIl'e is of moderate importance to all race groups w~hthe
exception of Blacks.

POLITE IF.ranked near the middle of the scale by 10·24 yearb:d
Whites and rises to moderate Importance at the ~,ge of 25. A
return to the middle of the scale occurs at the age of 35 where it
remains until it sharply risGs to become ve'ty important to over-
55$.

POI.ITE is not ranked highly by Blacks and JS rank~8 at the
middle of the scale by all age groups. It is, however, a very
unirnpc;:rtant value to the 25·29 year old age group and a
mod~'rately unimportant value t~ 35-44 year olds,

This v~'lua is moderately important to '18·24year old Coloureds. ~ ;,.i ; i._i" S 2:.;T+:.f'~.;' 44
It l;lrien~~declines to the middle of the scale before rising,again i:\t ",) (> , .•.•

the age of 30 to moderate importance andri!;llng further to tl1a top of,the $calEf for the 3544 year old a!;le
group. POUTE then declines to the middle of the scale where it stays for the balance of life. It is ranked near,
the middle 'Of the scale by Asians of all age groups except for a brief rise to moderate importance during thE)'
30-34 year old age period. ~, 1/ .
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eRESPONSIBLE

~n:e,PONSIBLb is an Important value to South Africans of a.1Irace
9ro~lps.

This value Is very important to Whites of aUagl~groups except for
over-5Ss who rank it at the middle of the scale, 18·24 year old
Blac:ks rank RESPQNSIBLE :::t the middle of the scale. After a
brief rise to the top of the scale for the 25·29 ~'ear old age group.
this value decllnes to moderate importance among 35-44 year
oldll and then returns to the middle of the s~I~lefor the balance
of lif€b .
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SElF·CONTROLLED $,,],_

SELF·CONTROlI.ED is an important value to all race gro~p~ Gt~!Jh ~·~b~.I~~~r~~~~~:
except for Asians.

SELF-CONTROl.lED Is ranked hi the middle of the $<1aleby 1e"
24 year clds Whites but then assumes moderate Irnp()rtance for
the balance of life.

This value Is very important to 18·24 yeaI' o;ti Blacks but sharply
drops to the middle of the scalE)after that before rising at the age=~~~~d:=~~~~~:~~~~nto~-::':~~~:~~~..(qi~~~I~~~~1'~~~I~'t~~I~iii

o Marriage, Divorced, $i091¢.· i

SELF-CONTROLleO starts out on the middle of the scale for ' i if ~ < H ,
o Coloureds before rising to moderate Importance at thE)age of 25, .iFfI'lDlIo1! _ .. _Sill_ill: " ••; •• :' .. _IIIiI·IIi· .....rJiI,l··3iX.II111!11I1· 'b

remaining there until the age of 55 except for a briei: decline to
the mlddll:l of the $c~leon the 35-44 y~ar old age gmllp. It then d!f\clines to the middle of the scale among
Clver-5Ss, ,;;i'

1$< 25<: ~O< 35<: 45<:55...o00400rmS01QOOk1SOWOO<==89-10WlTSOMe:;RAIlMA,R2MARO IVSI NG

tSroup
lZ~ COLOUR50lZ2I WHITI:

SELF-CONTROLLED is not an important valu~ to Aiaians, it starts out at the middle of the seale in the 1&
24 and 25·29 agci groups and then sharply declines to heir 19 very unimportant in the §O-S4yeaf old age grouPI
it than gradually rises. to the middle of the scale fo,\ the 45·54 year old agEl group beforo again sharply
declining to being very unimportant amonq over-sss, I .; , .:
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PROJECT VALUE
JOB NO :1NH!)15
RESEARCH SURVEYS
99 KLOOF STREET
GARDENS
CAPE TOWN
PH : (021) 2~~4116

RESEARCH SURVEYS
SRO FLOOR, PARK TERRAS
PRINCESS OF WALES TERRACE
PARKTOWN 2193
PH: (011) 643-8226

RESPONDENT NO: •••••••••••••••
RESEARCH SURVEYS
1502 GENERAL BUILOING
41 ~IELD STREET
OURBAN 40C!1

PH: (031) 3011965

FIELO
CODING

"'QUERY OMISSION CHECKBACK DATE INITIALS F-T-F T-PHONE
( 1 ) (2) (3) {4}
-1 -1 -1 YES -1 -2
-2 -2 -2 NO

OEBRIEI=ED'"BY : ••••••••••••••••••••••••••••••••••• CODING CHECKED BY: ••.• ,••••••.••.••.••.••••• ,••••••
eOITED BY : .••••••••••••••••••••••• ,., ••••.•••••• CONSISTENCY CHE:CKI;OBY : ••••••• , ••••••••••••••••••

COOED BY : •• ,.:., ••••••••••••••••••••••••••••••••• EDITING CHECKED BY : ••••••••••••••••••••••••••••••

NAME OF RESPONOENT/.NAAM VAN RESPONDENT:
ADDRE:SS/.AORES :

........ ill ill iii '" •. ., "' ill .. "" 'Ii. .•

............................. : II '. " .•• '" _ •..• 10 " ,,' • ;; •• _ ..

.. • .. .. .• 'II .. " ;0 " .. i', to _ _ ;; ;; .' .. _ .. ,. ,. :;; ,; _ .• :;; ." " •

TELEPHONE NUH8ER/_TELEFOONNOHMER: (H) ••••••••••••••• ' •••••••••••••• (I'/} •••••••••••••••••••••

INTERVIEWER'S NAHE/.NAAH VAN ONOERHOUOVOERDER ................................. ,,,( }(5)
SEcnON A INTRODUCTION • A~DEl:rNi..~,; INLe:;tOJ:NG

Ha lt o , m~' 'ttaam is ... t:k werk vir Research
Surveys, (~is besig me~ 'n opnaMe. Mag ek
assIlIbl1er 'II paar vrae aan u 51:a'?

1 • He! 10. Ny name is .•• ,' r work for Research
surveys. we are conoucT.ing a survey and r
woncer if I mi9h~ aSM ynu a few questions.
Are you willing to partici~~te?

I

-I

IF NO OR !N DOueT. CLOSE INTSRVIEW rNoIr:.NNeE OF HUTWERIG, SLun ONOERHOUD
2. We ar'e lOOKing for poople vlhO w~;:'---·--·-.r-or$-;::O-;ilk na"(;,ense wat v r r sekel"emaat skapoye

carta in cornoant es , 0.;) you or any Member werk. Wetk u of anige 1; d van u gas; n of
of yo 1M' f am t ly o',r ,::10sE:!fr'l.tlno~ v;ork for a: gOElie vtia::.:,~<a vir 'r,:

MARKET RESEARCt! CO~lpANY /_MAAKNAVC <SINGSMAATSKAPP'.'
l'l:S/_JA NO/-NEE
-I -2

".~. "'t-!'-;:AOVER1'!sING AQSNCy/,AOVE;R1\ENS!S-AGENTSKJ\P
IF YES TO ANY. CLOSS XNTERVII;W

-1 -2

INO!E~ J~ OP ENIGE. SLUIT ONOERHOUO
aa. ~lhe'" last. were you or any member of your

fanti 1), il'terviewed for market l"esearch
purpo~es? .

IN THE LAST .3 MONiHS -I
laIN OlE LAASTE .3 MAANOS
l'W ThE" LAST s MON)"H$ , -~
/¢IN DIE LAASiE 6 MAANOe
LONGI;R MO/.LANGER TERUS -3
Nlr-ll:R/.NOO1'r -4

11.30. '(Ianneer laas-was u of ell1ge 1iel van u gasin
''Vir rnarknav"l"lSingsooeleinaes ondel1'lIra?

, ~
IICLOSa,INTERVIEW/.SLUIT ONOERHOUO

I

". ". . .. '. .. .; " c'.\ ,,/'>;:'() I',

Tha,~'!!.lil Afllcan ~tlll'Jils Assoet~'on Stud\( Is baing conductedas ?,~rtQ!,~pO~I.graJA~:,.i'~llatCh pr~locl 0\1
'Wte\lilr. M ,BurgOssof 1M Dapllrtmen '01 aUSl116SSECOMmlcs ~Ilne Ur.';II~rslly oflhe WII(liaCllrsrant1. Portions of !tID
sluUy "tl;l'sdaPI(ld by spa,clal pgrmlsslon 011M pUbliSher, CClsulling ~~Y,~hology P(osl), Palo Ailo.5alltornla 94306
froOllha ~.£keach Value SUNe)! by Millon ftokeacll 01983, . 'I'

\( \\



:3 b. COU1ct you p H~ase 91Ve me the names .;r-
all ehe peop 1e 11 v lng tn ttl t S nouseno t d?
(MA~~S ANO FeMA~ES)

-;3b. t<an 1.1 aSseblief.vlr my Ole nama gee. van at dle
mensa lilaC in tlHlrdla hUlshouding woan?
(HANS aN V~PUE) \

FEHAI gl.VRO~II.IKNAMEloNAAM

l--.....----------~~--~~--~---- .....------_r----~------~~ CHECK QUOTA FOR -!-VIl.E
OR FEMA~e/.GAAN KWOTA NA
'1IR MANLIK OF VROULiK

3C. Of those who 11'16 11'1 this n suaanc t c , and
who ar~ aged 18 or over, whO ealebrates
thatr birthday next?

<t3c. Van daardle wat in hiardie hu;shoudlng woon, an wa't.
16 jaar oud of meer is, wie is die volgende wat hulle
verjaarsdag vier? .

, • • • .. .. • • j .); • '" ·iO .~ .• ~ ." • .• • .• ,. ~ ., .• ·t •. •. .• .. ,. •. io .. "I .. _... .. ~ •. • • .. " (

• INDIEN RESPONDENT 6ESKIKBAAR, vaER ONDERHOUD
INDleN RESPONDENT. NIl: BESI<!KBAAA NrE, REEL TYD '1111'N
HERROePINGS ONDERHOUD

IF RESPONDENT AVAIl.ABLE, CONDUCT INTERvIEW
tF RESPONllENI Nf \AVA!l.A9lr:, AR~ANGE TIME FOR
A RECALL INTeRV1~i

INTERVIEWER: SHUFFLE CARDSET A
SHUFFLE CARD SET B

Next PiCk OUt the va Iue which is second
most impol"tant to yo.i , Place it. belOW the
f i rs e.. Then dO the $<l!ne for each of t;he
rema1rdng values. ThEl "value wnlcn is least
impor e.ant to you goes 1ase ,

Worl~ slowly and thin~;carElful1Y, l:'F YOU
cl'1ange )lQur mind, hel free to chang'l:\ your
answer-s , Yeu Inay rear:range the .cards as
often as yOIl 1 j ke. The. end resl.i 1t sncu 1d
show how yow truly feel. !\

1\
If yo\J. have any questions al)ol.it Whl~t to do,
be $l.Ire to aSK me. ASt:lii1, taKe' youii" t.lmo
and worK slowly. II
The only 'thlns tha:c i$ important i~1 that
your fin1Shi:!ld list reflects how YO~\ feel
and that t'.M va 1ues the t you f e(;ll d,re meat.
1mportant in YOlJr life are at the t\OD of
the 1t st. There are no ri gh'C or \~rdn9
answers aM this IS not a toSt. YQ~'r
restlClnSeS wi 11 bl) held in the str1¢i~Qst.
cOI":ri dOl1:e, .. \i

:\ :i

J)O Not'!r;.\eCORO ANYTH;t~~. UNUL. RESPONoi:lfr (,HAS COMf:'!..S1'cO ENTIR!: TASK. THeN RECOi1Cl' OROER BY
WRITING THe NUMHlm I.~\nCA'l'IN~iHl; RAN~posrtloN NEXT'io EACH "VAL.,~IE. HO .TWO'VAl-ties CAN ..
as GIV~N THE SAMe 'RANK ,I.E. (jEaono RANKi,"jNG FROM 1-1fj J I'__ ~ ~ ~______ .~ ~~~~ ~~ __ ~~ __ ~o__ ~~.~ __ ~~~~~, ~ ~~~

\" li-

~. There are 18 valves listed on the cards in
front of you arr9nged at random.
(SHOW SET A) YOI.1t' taslt ; s tel ar range them
in ordar of 'mport.al'C::I~to YOU, as guiding
principles in YOUR L.IFE. Ea.ch value is
prihteC on cl card so you can rreely arrange
them .lnd rearrange them \.Inti 1 you are happy
they are in the order yev w1sh them to b$.

Study the 1ist carerully lind pick out the
one value which is m()st ilhPortant to you.
Place this value herE) (INDICATE).

• ONDERHOUOVOEROER : SKOMMEL KAARTSTEL ;::---'_
SKOHMEL KAARTSTr:L B

• 'Daar is 18 waar~~~elYs OP die kaart~ Voor 1.1,
wl11ekeurig ran~sK1k (WYS STEL A). u t,aak is om die

'.CO kaar-ue te ra,ngsK1k in or-de van belangrikheid volgens
U, as bE!ginsels w at, U U:WE rig. Elka waarde is
gedruK op 'n kaa,rt sodat u die kc:larte vrylik kan
rangskilt t,l)tdat !J tevrede ir; met die orda V~,f'\ die
kaarte 5005 u :j i'e verk ias.

BestIJOEl61'"die 1)1's (Ioukeurig en k ies die $el1 waarde
wat u as die belangrikste ago Plaas hierdie waarda
hiar (OUI AAN)

Ii

Kies dan die vo'(g@nde waar::fa wat u as die tweeda
belangriksta agll Plaas dit onder die cElr-ste. Poen
dieselfdlil vi,' d!~e Oorblyweride waardas. rj1l~ ,waarde
wat vi r u van q'i e mtns1;.E!be1ang 15 saan 1aas'ce ,

11

WE;'.rkstadtg en i/ldink versigtig< Irldien.u van marling
ver-aneer , wees! garus an ver anoer 1.1 ant.'HOorde. U mag
aie kaarte har~nngskik sov.~J SOO$ 1.1 wil~ Die
a; ndreeu I taa;;' I~el,oot"t om aan te toon I,~beu werk 1i k
voe l ,

Inqion" u enige! vrae het ~I)r wat om lie doen , WaaS
gliTrus om my t~'vta. Weer Ilans, n..am u tyd en work
staaig. "

Die belanSriksre oorweging 'is dat'u v01too;de lys
u eiGl gavoe1 weerspiea', en die Ylaardas wac u as die
belangriksts ag in IJ lews aM dle bokant van die lys
verslwn. Dnar is geen korrekt~ of verKeerde
antwoOl"de nie en oit is geen t.(joto nt e , \J ant\~oorde
sa 1 st.-eng vertrou' i k hal1teor ,word.



'~-~----------------""""-''''''''__----------'''''_--(-7..:7:-:,'l:;;)-----
C,--_, __ '_--11 01

LI......-= __ Joz
[...._,~ .---ll 03
Ii..-...-__ '__ ~~~ o~

I'-------------ll cs

!i..-...-----------l[ 0'
I--C~_---IJ07

[ ~oa

L _~la

,------I _-----II"
[ :=J 17-

L--- Jl3
J= ] lit

11....,..' ..J IS
/;"':.

C ~Ifu

TRUt: F'RISNOSHtP/.WARI! VR!ENOSKAP 1----'{close companiOnShip}/.O-,egce k",meraadskap) ..._---l11
"WISDOM1.WYSHEID (if"~

~~:;;~~i"''''' tan' j n, of Ii'
0
) {, (' .ro)wa'.. b •• ' ....r_1p_v_a_n__ •_. -:.____j-~;-t-'':;-. _'IT - _

I. A COMFORTABLE LIFE/.'n GERIEFLIKE LEWS
(a proSPerol,lslife)/.('n vool'spoadige lewe)

2. AN eXcrTING LIFE/I!'n oPWWOeNOe LEWS(a stlmulatin9, active lifal/e('n opwakkende. aktiewe lewe)
3. l\ SENse OF ACCOMPLISHMENT/.'n GEVOEL VAN VERVULLING

''.:c, (last.lng corn:rlbutl0n)/8( 'n blywenae byarae om ta 1ewer)
4. A WORLD AT PEACt/.' n WERE,LD VAN VRSOE

(free of war and eanfl1c~)/.(sondar 001'109 an konflik)
5. A WORLD 6F BeAUTY/.'n WERELO VAN SKOONHEIO

(beaucy of nature and the arts)/e(die skone nacuur en
kunsce)

6. EQUAL:ITY/.GELYKHEIO
(brotherhood, eaual oPPOrtunity for al11
1.(broedersKap en gelYKe galeentheae vir alma')

7. FAMILY SeCUR!TY/~GESIN SEKUR!TE!T
(taKl ng Care of 1aved ones l/Ill( 'm:cfermin9 cor 9e;~t~fdeS)

8. FREEOOM/.VRYHEID
(lndependence, free cholce)/9(onafhanklillheid, vrye keuse)

~. HAPPINESS/cGELUKSALIGHEIO
(cant~l1tedness)/.(ce\lredenneidt voldaanhaid)

10. INNEF! HARMONY/aINNERLIKE EEN$GEstNOHEIO
(freedom from 'Mer connict)/.(vry van inne~like konf1H;)
MATURE l.oveloVOL\~Ai5E L!EF'OE(sexunl and SPlrltUal intitnacy)/.(seksuele en geestelik~
int1emnelO)

11.

12. tlA TIONA!.. SECURITY /.NA$!ONALS SEKmUTEIr
(protection from attack)/.Cbeskertnlng teen aanval1el
PLEA$URE/ePLES!ER
(an enJoyable, leisurely I ife)/.( 'n genotvol1e,
Ont:.spannende lewel
SALVATION/.VERLOSSINO
(saved, eternE',llifel/a(tot bakaring kom , aWig9 lewe)

\\ .
SELF-RESPE~r/.BetF~eSAEK
($alf-e$te8m)r.($elf,~~anomanaheld)
SOCIAL RECOGNtTtQN/.SOS!AL6 SRKENNING.
.raS(:lec":;.admlrat.id'nJ/e(r'es(:lS'k,bewonclering van andere)

13.

14.

15.

Hi.

18.

I!
""',;,

,_/

o
1)

J

01I....,..---------------~
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5 •. Now. we would l1he you to 00 the same
wIth ehlS set of cards.
SHOW S!;T 9.

NOu WI Ions graas I'\e cat,u dleselfoe coen l1liilthalrd1e stel kaarte.
WYS STI:l..8.

There are 18 values listed on the cards
in front or YOu arranged at random
(SHOW SET 8) YOur tasK is to arrange
them in order of importance to YOU,
as gUld1ng prInCIples in Y~UR Lr~E.

Oaar is la waaroas gell's op die kaarce Yoor u,
wlllekeung rangskik lI~YSSTEl.S). U taaK is om die
kaarte te tangsk ikin or-ce van Oil1anS'"khe 1d vo1gens
\),as beglnsels wat. U LEr.~ rig.

Please do this exercIse in the same way
as you Just Completed tne one before.

Ooen asaeb lief h1erdie oefening on d,eselfde
mam ar SOO$ u die een voor+rean gedoen ne t ,

work slowly and thInk carefully, If
you change your m1nd, feel free to
cnange your answers. You may rearrange
the cards as often as you like. The
end result Should show how you truly
feel.

Werk staalg en alnk Yersigtig. lndlan u van menlng
Yerander, wees gerus en verander u antwoorde. U
mag aie Kaarte herrangSkik soye.1 500$ u 1'111.Die
elndresultaat oehoort om aan te toon hoe U werklik
voe l.

If you have any ql...'lstionsabout wilat
to dO, be sure to ask me. Agaln, take
your time ana work slowly.

Indian u eniga yrae het oor wat om te doen, wees
gerus om my te vra. Weer eens, neem u tyd en werk
sr.adig.

INTERVIEWER: FOLl.OW SAME INSTRUCTIONS AS Q.4 eONDERHOUOVOEROER:

1. Mt8!T:J;OUS/.AMsrSI!!U$
(hard-wotklng, aSPlrlng)/.(hardwerkend, vooru;tstrewena) [

2. 8ROAOMINOEO/.ONBEKROMPENHEIO
lopen-mlnOed)/$(nie klelnge.stig nfe) [

"..,. CAPAaL~/,aEKWAAMHEIO
(competent., effectiyel/.(kundigheid. doelcreffenheid) L~. __ ____.

4. CHEERFUL/.OPGERUIMO
(lign~heartad, joyf~l)/.(vrolik. blymoedig, opgewek) l
Cl.t:AN/.NETHEIO
(neac, t1dy)/e(skoon, sindelik, ordelik)

6. COURAGEOUS/.OAPPERHE!O
(s1;.andlngup for your beliefS)/.(die moed yah 'n mens sa cortu;ging)

5.

7. FOl1G!VING/«WERGEEWENSGE$INO
(willing to pardon Others)/.(die gewi1lighaid am anoere te vergewe)

S. HELPFUl./.HULPVAARDr~HEIO
(worKIng for the welfare of at.harsl/.(om na dl. welsyn yan andere
am 7e slen)

9. HONES r/.e,ERL!KHE!O
(sincere, ~ru~hful)/.(waarheid.omregtheid)

10. IMAGINATIV~/.VERBEEi..btNGRYK
(danng, creat.iveJ/.(durf, .....aaqmcad , 'kreatief)

[11. INOEPENOENT/.ONAFHANKl..IKH£:tO
(sa1f-re1;ant, ael'f-sufi';c.vent.)/o(saIfyertroua. salfyel'soreend)

12. INTEl.LECTUAL/.INTELLEKTUEEL ~,
(int.el11~ent, r.flective)/.(int~11igent. denkend)

.13. LOGIOAl./.I.OG!ES
(consistent, rationa1)/.{konstandhelcl, itasioneel)

14. LOVING/GLIEFCIEVOL
(affac'tionate. tender)/.(bemin 1ik, toegElnee, liefheboend)

15. OBEOIENT/.GEHQORSAAM
(dutiful, resQecttul )/.(pligsge'!:rou,eerbiedig)

1~I. POL t1'r:/.HOFL!K~IE!IJ,
(court~'3l,Js.well-manll~red)I.(beleef, beskaafde maniere)

17. RESPON$XaLE/.ve~ANTWOORPel.!KHEID
(dependable. reliable)/.(bet.roub~arhe1d, yertroubaarheid)

1a. SeL.,f-CONTROl.LEO/IiSEl.FBEHEEFlSING
lrej,tralried,self"dl'SC1P11ned)/.(in tOOm hou, selfdisSlpline)---......-

[ ~

L _'
L._

1
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5

SEcnON B;Y BRANDS AND PRODUCTS AFOELING .9 : HANOEL$MERKE: EN PRODUKTE
In th~ first: sect.ton of toe tnnerv iew , Y·OIJ
arranged j:.wolists of values in terms of their
impc;u·t;ali',C&to YOU and ;n terms of how they act
as guiding principles in your life.

In this section of the questionnaire, you will
be able to share how you feel abOut certain
selected prCiducts and brands.
What's important is how yOIJfeel about, the
prOducts. There are no right or wrong answers,
so take your tlme and tell me how you feel
about: these products.
sa( i )Here are the names of some PClPU1ar br-ancrs

of shampoo. SHOW CARD A. Would you please
tell me which one brand you ouy 0I0St.often
for your own use?
SINGLE MENTION. RECORD BELOW UNDER Q.oa(i).

saC i ;)If none at 5a(i), ASK: "If someone were
to offer yOu a bot.tle of shamPOO, WhlCh one
.cf these brands would you cnooae ?" SHOW CARD
A. SINilLE MENnON. RECORD BELOW UNDER 0.6a(;;)

6b ThlnKlng now of this nrand Whlcn value from .6b
~ would you say 15 most like •.•.?(BRAND MENTIONED tN O,6a(1) or Q.6a(i;)l
SINGLE MENTION. RECORD ON PAGE 6
UNOER O.ob. ~CIRCLE THE RELEVANT VALUE.

6c. Now, in the same way, whiCh value frOm .6C
LIST B 1S most like •••••• ? (BRAND MENTIONED
!N O,6a(;) OR Sat;;»~ SINGLE MENTION.
RECORi.)ON PAGE (I UNOER O. cc.
".CIRCLE THE R~.LEVANT VALUE.

6d. We can all visualise an idaa1 prOdUct which _5d
we woula bUy if only some company would make
i t , Whicn va lua from WiT A wou ld you
say t s mosc 1ike your 1cera 1 brand, whether
it.really eXIStS or not?, SINGLE MENTION.
RECORD ON PAGt.! .,7 UNDER c.ee . ~CIRCLE THE
RElEVANT VALUE.

6e. NOW, in ~he same way, which value from
List 8 is m6(;'t'ike your iaea 1 brand?
s:NGLE; ~·ENT!ON. RECORD ON !=lAOE7
UNDER I,; tie. "'CIRCLE THE RElEVANT VALuE.

AFF!N}:TY
eOOY-QN-TA?
COLGATE

In die aerste afdaUng van die cncernecc , het u
twee 1yste waa.rdes geran9s'd k ;n crce van
balangrikheid volgens u, gebaseer op hoe nulla wer.k
as beginsels waarvolgens u u eie lawe rig_
In hiel"'diegedeelte van tiie vl"'aa1yskan u u gevoel
deal rakende saKera ges..3kteerde prodwkte an
handelstnerke.
Van belang ;s dat u u eie gevoe1 teenool'"heirdie
pr-odukne wee.gea. oaar is 9alOnkorrekte of verkeerde
antwOorde nie, dU$ neem u tyd tarwyl u u gevoelens
teenoor hierdie prodUkte aan my vertel.

"'lSa(i)H1eris die name van tn paar gewl1de handelsmerke
van sjampoe. TOON KAART A Kan u asseblief v1r my
Se wat.ter handelsnaam u Gle messts koop vir u ele
gebrulk?
ENKE:LE Al\TWOORD. NOTEER Hle:RONDER BY V. 6a ( i)

_Sa(;;lIndien G!i.;N by 6a(1) nie, VRA; "Indien iemano vir
u 'n bottel sjampoe grat.is sou aanb ied , 'latter een
van hierdle handelsname sou u kies?" ENKE:L$
ANTWOORD. WYS KAART A. NOTeER HIERONDER BY V.oa(i1)
Mer- n'(eroie handel.;,narknou in "edagte. watter
waar ce van LYS A m",en 1.1 stem oor-sen met ..,•...?
(HANDELSMERK GENOEM IN V.Sa(l} of V.88(il)
ENKELE ANTWOORC, NOTEER OP 8LADSY 6 ONDER V.5b

.Nov, oor-eenkoms t;i 9 d; e bogenoemde vr-aas , war-ter
waarde van L,(5 9 stem ooreen met .•....? (HANDELS-
NAAM GENOEM IN V.Ga(i) of V.6a(ii». ENKELE ANTWOORD
NOTEER OP BLA~ 'Y 5 ONDER V.6c

A1mal karl daar-c t e ideale prodl.1,kvisualiseer wat
a lmal graag sal wi1 keep as <:lEM of ander maat.s+
kappy net so 'n pr-ccuk sal verv'aat"dig. Watter waar'ce
Van 1.Y.§...A_meenu stem careen met u ideale handei,,-
merk, Of die hal1Qelsmerl<nou t..:lest.:aanof n1e? eNKEl.,E
ANTWOORO. NOTEER OP BLAOS'( 7 ONDER V.sc ;

_oe Nou, ooreenkOmsJ;.igdte bt>genoemde vraag, war,ter
waarde van ~; stem ooreen met.~ ideale handels-
mark? ENKELE AN7W')ORD. NOTEER OP SLAOSY 7 ONDER
V.6e
(II)

Q. 5a( i )
MOST OFTEN

/_1>IE::5WAARSKYNLIK
-01
-02
~03

UZ)
Q. 6 ...( i i)
MOst ,LIKELY
/eME!i!SDIKWELS

-01
-02
-03

I)

..._-_ ......._------- .... ---_._----,... ...... ------ ......... _-_ ...._ ...._- ....- ...,.- ...._------- ....- ...------
ELIZABETH ANNE'$
ELSEVE
FINESSe:

-04
-05
~06

-04
-05
-06-...--- ...---- ....---------.-- ....---- ....-------'"'"'- ....------~-....---- ....---.,;;,; ...."'_ ....----JANE SeYMOUR -07 -07

JOHNSON'S BASY SHAMPOO -08 -08
MILK PLUS 6 -09 -09_______ .. ... ., .... -.1_

REOKEN -10 . -10
REVLON AQUAIf.AR.tNE -11 -11
REVLON FLEX -12 -,~
REVLON ZP11
Sl;LK!eNCE
SILVIKRIN

'Ii
•• -~-- .... -------------------- ........ ----.;. ..... ----.,,-_ .... ~\,---_ ... ..;. •• __ ,,;,;;..... <l<tY-_ ...

-13
-14
-15

-13
-14
-15

-....---- ...""'\---_._ ........'------_ ...._ ................. _- ....._ .......... ""'_ .......-. .......... -:-- ....\\.. ...--....------.-~---.........
SUt'Sr LK '" - 15 \i - 16rtMoTI;L , " -17·-17WELLA ONEoWASH -18 -Ie
.. --- .... .,;. ... ~--- ... - ... ---....., .... -- ... -",,.-- .. --,~- ...... -- ....... -- .... -- ..... --~-~-....;. .... ""'!.... - .... __ ... _-,.. • ...;.

Q:\'HER(SPECIFY) '\\ -19 ,,' -19 I'

,'.'tAI'lOeR(SPESIFISEER). ;.1•••••••••••
NONE/"GESN' -20 .~)

._......._-----';--



A COMFORTA8Le l.rFE/.on1ra-RIEFl,LKELEWE
{a prosper~.~lli?"ifa)/.V n vccr-spoeu ise lewe}
AN EXcrT1:NG t.}~~Y!' n OPW~OENOE l,EWE
(a stlmulat1r1g, act'bVG:iJ(!fel!41{"nopwekkende,
aKtlewe Tewe) . . -02
A SENSE OF ACCOMPLISHMENT/.'n QEVOEl, VAN
VE:RVULLING
(last.lng contribut.lortlj.{In til}'\~endebyorae
om ta lewer)
A WORI..O Ai PEI~CE/.' n WERELD VAN VREDE:
(free of war and confl1ctl/_IBonder 001"109
en korrfl ik)

A WORLO OF SE;AUTY/.'n WERELO VANSKOONffeLD
(beGlucy oT na:.l:urecand the art.s)/.(d1$ skcne
natuur en kun~~}
EQUALITY /.oECY:f~}\e~"
(bro1;herhood, equa 1 '\;-;lportunit.y for all)
!a( broedersKap en gelyke gejeentheCle vi I"almal) . .
FAM.!LY SECURITY/em.SIN SEKURITEIT
(taKlng carE! of loved ones)/.(ont.ferming
001" ga 1ie.fdes)
FREEOOM/eVRYHEIO
(independencE!, free choi.ce)/",(onafhanK-
likheid, ~rye keule)
HAPPINESS/.GELUKSALIGHEIO
(com:enceoness)/.(1 'yreoenheld,vo 1caanhe d) ,

INNER HAFMONY/.INNf,'RLT.KE t:eNSGi;s!NQHEIO
(freedom rror.linner conf1ict.)/o(vry val~
lnnerliKm Konfllk)
MATURE I..CIve/.VOLWAsSe LIeFOE
(sexual .nct spiricual intimacy)/.(aaksuele
gaeat.e1\ ~.e ; ntiemne t d)

NATIOt!;~L SECU~IiY /"NAS!ONALE SEKUR!i'EIf
(prot.4o~'t:onfrom a.t.t.acK)/IJ(beI.>Kerm1ng~een
aanva 11e.1

PLEASURE/.PLESIER
(an .anj oyab la , te.ls1,Ir!:1Tylif.)/,,('n
gencitvol1e, ont.lSpanhende lewe)
SALVAnor~h!veRLW:-'$I~G c'~\
(saved, I~t.¢rnallife)~"'tt:or.bet(ering kem,
eWl ge ('''!wa l ~_{;l

'>\. ~:{"\) t.:»
SSLP .. \.lESPElCT/.SEl,FRE$PEX ~')~_.
(sa 1f-ea\~flem)/.( se 1fingenoh ..)1Ciheid 1

$OCJ:AL RECOGNIT!ON/.SOSIAt..e ERI<ENNING ,
(respect, aQlillrtlt.;on)/.<respeK,bewondering
van anee r'e(~

,..j")

TRUE FRrENO~~q,PI"WAR(! VRIeNOSI{AP
(close compiUllQr\ship)/oIII(hegtekameraadskap)

M9ITIOUS/_AMBlSIEUS
(hard-worK1ng, aSP1rlng)/.(hardwerkend, voor~itst.re~end) -0
ROADMINoeO/.ONBEKROMPENHEIO

(QPen-mlnoed)/.(nie klalngeast.ig nie) -0,

APAaLE/.SEKWAAMHEID
(competent I effectlve) /e(twna1ghe\d, coe lt.reffenhe1d} -0

H~ERFUL/"OPGERlJIMO
(lighthe,r1;eG, joyful)/o(vroltk, b1ymoedig, opgeweK)-04

-G.

LEAN/oiNETHEID(neat, tjoy)/.(skoon, S1r1elik, ordel1k) -0°

OUi:, ..... uUS/ .OAPPERHEtO
(Standlng up for your bo1iers)/.(die.mCled Ven 'p mens Sa
ort.uig;n9)

ORGIVlNG/.veRGEEWENSGESINDwilling to pardon others)/.(die gewil1igheid am andE!rE!
r::svergswe} -0'

IOl,PFU1./ .HULPVAARD!GHEID
Working fOr,the welfarE! of others)/.(om na dle we'syn
an andere om te sien) -0·

I.)

ONEST/oEEHL..IKHEIO
sincere, truthfull/.(waarheio,Omregtl,eid) -0

MAGINAT!VE/&VERSEELOINGRYK
(daring, craatiVE!)/a(ourf, wa~gmoed, kreatief)

NOePENDF.;Ni/.ONAFHANKUKHEIO
(sel f-re I i,Mt, sa If-sufficient)/e(se lfvertrcue.
E!lfversorgend)
NTEllECTUAL/.INiEl,LEKiUEEL

(lntelli~ent. rafleC1;lva)/.(ineal1igent, denKand)
~12

-1

.-1

OQICAl,/.\..OGIES
(consistent, ratiQnal )/4iI(konstandhaid, ra.s~ione91)-13

-1

OV1.NG/ctLxe;FOEVOl"
(affectione'tE), tender)/e(beminlik, toeganeti, liefhebbend)-1.-14

BeOI~Ni/.GeHOORSAAM
-1$ (r.lutiful,respectful )/.(pligsgliltrou,'aerbieIHg) -1'

Ot.rn/.HOFLIKHEIO
(courteOlJs, well-ma,nnarQd)/.(beleer, besKaafde man t er'e) -1·

-HI '

SSPONS!SL'C/.VI!RANTWOOtlOELIKHE,to
(dependable. relia.ble)/.(betro1,lbaa.rMid, Vel"troub£l.a.rheid)-1

W.ISOOM/.WYSHF:!O "I;!..F-CONTROLl.EO/tIISELf'aSHeeRSING
(a nta,l!1,IreunderStanding of 1ife)/.('n VQlwasse" ('restrained. s.alf-di$ciplioed);'<t(in toem hOIJ,
begrip van die 1e",&.) j -18 e1fqi&sipline)
----- .........-,,__,__ ............-c-,-.j-........



Gk6r;j/.V.dd
rOGAL A/.IDEAAL A (\5 )
A CO~FaRTAeLE LIFE/.'n r.ERIEFLIKE LEWE
(a prosperous life)/.('n voorspoedlge lewe)

Q.6e/.V.6e
lOcAL 8/.!O~AAL 8 .0"')

AMBlrIOUS/eAMet~IEUS
-01 (hard-work ing, asp iri rig )/e( hardwerkend, voor'u t tstrewend) -01

AN ~XCITING LIFE/~'n OPWINDENOE LEWe BRbAOMINOED/.ONBEKROMPENHEIO
i (a s etmu 1ati ns , act;; ve 1i fe) le( 'n opwekkel'1Qe, (open~mlnded l/.( ni e k 1e ingeest; 9 ni e)

aht.1awe lewe ) " -02

A SENSE OF ACCOMPLISHMENt!.'n GEVOEL VAN
VF.f,VULl.ING
(la$ting cont.r,but,ion)/_( 'n blywende bydraa
om te lewer)

A WORLD AT PEACE/e'n WERELO VAN VREDE
(free of war an'l conflict:)/.(sonder cor loq
en Ko,11'1ik)

A WORl.D OF BEAUTY/e'n WEREtO VAN SKOONHEIO
(beauty of nature and the artsl/-(die SKone
natuur en kunste)

EQUALITY/.GELYKHEID
(brotherhoOd, equal opportunity Tor all)
/.(proeoerskap en gelyke ge1eenthede vir
alma 1)

FAMtLY SECURITY/.~ESIN SEKURITEIT
(t.aK1f\g care ~f lcvec ones)/.\Qntferming
oor gel ierdes)

FREEOOM/oVRYHEID
(lndepeneence, free choicel/.(onafhank-
likheld, vrya keuae)

HAPPtNESS/eGELUKSALIGHEID
(eontentedne$s)/e(tevreeenneid,
voldaanneio)

INNER HARMGNY!.iNNE~LIKE EENSGES!NOHEIO
(freedom frem inner ccnflictl!.{'1ry 'Ian
innerlike konflikl

CAPABLEf.8EKWAAMHEIO
(competent, effec~1Yel/o(kundigheld, aoeltreffenheidJ -03

-03

CHE~RFUL/_OPGERUIMO
(1 i ghthearted. joyful) /a( vrol ik, b l yrnoadi 9, opgeweK) -001

-04

-05

CI_EAN/ONE;jHEIO
(neat, t:ldyJ/e(skoan, sindelik, ordelik) -05

COURAGEOuS/.OAPPERHEIO
(st,ending up for you" bel ;efs)/etdie moed van 'n mens sa
oortui9ing)~ -06

-06

~ORGIVrNG/.vERGEENEN~GESINO
(willing to paroon others)/.(die gewilligheid om andere

-07 te vergewe) -07

H~LPFUL/eMULPVAARDIGHETO
(worki~9 for the welfare of others)/e(om na ~ie welsyn

-08 van andere om ta sien) -08

HONEST/.EERLIKHEID
(sine.re, tru~nful~/.(waarheid,omregtheid)

-09

IHAG:NAT!VE/.VERBEELOJ;NGRYK
(daring, cre:<tt.1ve)/.(durf, waagm<.led.kreatief) ~lG

HA JURE LOVE/.VOLWASSE LIEFOE INDEPENDENTI.ONAFHANKL! KHEI0
(sexual ,:and spiritual iht.imaey)/e(seksuele en (seli'-n,1iant, seli-sui'f;clentl/.(se1fvert.roue,
geests 1;ke inc iemheld) -11 sal fversor-gend)

NATIONAL SECJRITY/.NASIONALE SEKURITEIT lNTELLECTUAL/eINTELLEKtUEEL
(procec'Clon from attacK)/4II(beSKerm1n9 ceen (1ntel1ig-anc, teflecTivel/e(intelligent, denkenc )
aanvalld) -12

- t ~

-1.

PLEASURE/.PLESIER LOGICAL/eLOGIES
(an enJoyac 1e , 1e t sur'e 1y 1i fa );.( 'n (cons) suenc , rat jor-a 1 )/_( konstandhei d , ras ionee 1 )
genot.volle, ontspannende lewe) -13

SALVATION/.VERLO$SING
(saved, eternal life)/.(tot bekering kom,
.;>wige lews)

SELF-~ESPECT/.SE~FRESPEK
($elf~est.eenl)/e(selfingenomendheid)

SOCIAL f'lECOtSNIIION/.SOS:rALE.ERKENNtNG
( respect., i.!Oml ro.1:;on 1/.( respek. ).)awonderi n9
van .:.noere)

-1:

-14

LOV!NG/.LIEFOEVOL
(affect.jon.~e, tenderl/e(beminlik, t.o.genee, liefheobend)-l~

oeEOI=NT/~GEHOORSAAM
-15 (dutiful, respectf~1)je(pli9sgetrou, eerbiedig)

OLttS/eHOFLIKHEID
(cour'teoue , wel'-manner;;!d )/.( ce l eef , beskaafde man; ere)

~16

-1'

rRU~ FRIENDSHIP/aWARE VIUENOSI{ ~, ~SPbNSlaLe!.VERANrwI;10ROELIKHEIO
(c tose comcamonan ip )/e( heste .kameraadskap) -!7 (dependable, ,tel iabl Q)/.{ batrcuPOli1rhei d, Yertrollbaarnel d)-l

WISOOM/.WVSHE:IO SELF""CONTROLLEO/oSELFBEHl!ERStNG
(a mature understanding of life)/.( ".n volwassa (re$trained, self-disclplined)/.(ih ecom hou ,
begrip van die lewel " -18 self'dissipline) -I



8

BANKS

7a. Here are ~hs names of some well-known banks •• 7a
SHOWCARD a. cou 1d you please te 11 me wHh
WhlCh bank would ycu be m03~ likely to open
a nell current account!t;l'!ecking account!
savings account? SINGI.t M~NnON. ReCORD
BELOWUNDER a.7a.

lb. NOW regarding th,s bank which value from a7b
LIST A would you say is most 11ke ••.•• 1
(BANK MENTlONEO IN Q. ta) SINGLE MENileN
RECORDON PAGE 9 UNDERa.7b. "CIRCLE THE
RELEVANT VALUE.

7e. Now, in tl'1Ft~same way, wmcn va l ue from ..7e
LIST' 8 ,.{1riost like •..••. (BANK MENTtONEO IN
u. 7a) SINGLE MENnON, RECORDON PAGE 9
UNDER Q. t«. *CI':WLE THE RELEVANT 'IALUE.

id .. We can all v isua l t se art ideal bank where .7d
we wOu10 1; ke 1:0 "open a new accounn ,
Which value fromL!ST A would you say
is most 1 ike your ideal bank whet"er it
really exists or not? SlNGLE MENTION.
RECORDON f'A(;t:: 10 UNtleR Q. 7d. "'CIRClE THE
RELEVANT VALUE.

t e ; Now in the same way, 'rlhich va lue from LIST «t e
8 is most 1 ike your ideal banJq SINGLE
MENTION. RECOROON PAGE 10 IINC.iR Q.7e.
*C!RCLE TH~ RELEVANT VALUE.

• BANKE

Hier is dle name van 'n pear bekende banke. TOON
KAART 8. Kan u asseblief vir my se by watter bank
u mees waarskynlik 'n transmissierekeningl
tJekreken ing/slJaarrel~~ni n9 open? ENKELE Mlnl00l10
NOTEER OP BLAOSY 9 BY V. 7a

NoU, aangaande hisrdie bank, watter waarde van LYS
meen u st.em ooreen metC '••• ? (BANK GENOEMIN V. 7a)
ENKELE ANTWOORtl. NOTEEROP BLADSY 8 ONDER V7b.

Nou. Cloreenkomstig die \)ogenoemde vr-aas , wat.t.er
waarde van LYS a stem ooreen met ••••. ? (BANK GENOEM
iN '1.713.) Et-IKELE ANTWOORO. NOTt:ER CP BLAl:)SY 9
BY V. 7c

Alma) kan daardie ;ltJeale bank v t.sua t iseer waar a~mal
::,raag hu 11e vo 1getl,Qe reken1 n9 Sa1 wi·1 open. Watter
waarce van l.YS A. tt,&len u stem cor-sen met u ideal e
bank. of dHI panl< nou bestaan of me'? ENI\,EI.E
ANTWOORD. NO'rEel'l OP BLAOSY 10 ONDERV.7d

NoU, OOr'eenkcrmst.ig die bogenoemde vraag, watter
waarde Van LYS B stem ooreen met u ideale bank?
ENKELE ANTWOdRD. NOTEER or 8LADSY 10 ONDERV.7e

F'IRSi MATIONAl. 8ANKNE::R$TE NASIOIMLE BANK
NEOSANK
SANTAMBANK

-1
-2
-3

STANOARDBANK
TRUST BANK
VOLKSKA~ BANK

-4-
-5
-6



\\

":::.~.,.

...... i;_) '....' _,.,.-_~':::") ---_---.--O;-------.-tlr---····.-·. ,·~.,)J..__ ...-----;---- ....-....._--_. -~,..-U---.Q":""7bl.V.Ib, '" y.. Q. 7t;:/V. 7c
VALUE A/.WAAROE; A (1'6) VALUE S/.WAARDE B

A COMFORTABL.e L.IFE;.' n GERIEFI.IKE L.EWE
(a!,l,prosperousI Hel/e( '~, voorspoadige lewe) -01

AN EXCITING kIF!:/..,' n OPWINOENOE.,LEWe
(a stiillulat.ing,active lifel;"( "n opwekka<1de,
ak~1eWe lewe) ) -02

! \

A SENse OF ACCOMPb.dHMENT/e'n GEVoet VAN
VERVULL.!NG .(lastlng contrlbut,ion)/.('n blywende bydrae
om ta lewer) -0:
A WORLD AT. PEACE/.'n Wl:RELO VAN VRSD£: •
(free of war and conflict)/.(Sonaer oorlog
en konfl1k)
A WORLD. OF,BEAUTY/.'n WERE;l,D VAN nl<.OONHEID
(beauty of nature and the arts)/.(die skone
natuur en kunSte)
EQUAL:tTY;.GE;LYKHEIO "
(brOtherhood, equal opportunity for all)
;.(broederskap en gelyke geleehtheOe vir
alma1)
FAMII..Y SE'CIJRITY/.GES!N SEKU!UTEIT
(taK1rlg care of loved ane's)/*\orltferm',ng
oor gelietdeS)
FREEOOM/.VRY~EIO
(inoepenoance, free choica)/.(onaihank-
l1kheid, vrye keuse)
HAPP!NESS/.GELUK$ALXGHE~O
(contentectnessl/.(tevredenheld.
valdaanoeld)
INN<::RHARMONY/.INNERLIKE; EENSGES!NOHe:t9
(f~eedom from inner conflictl/.(vry van
innerlike konf1ik)

-05

MsrtroUS/.AMB!SIEUS
h~rd-working. aspiringl/$(hardwerkeno, vooruit~trewend) -
ROAQMINOEO/tiONSEKROMPENHE!O
opan-m1nded)!.tnia klelngeest1g nie)

.. I:APAtlLE/<I'l8.EKWAAMI-lEID
COmp(It-~rrc, Gffece ive l/o( kund t gh~id , coe 1tr efTenhel 0 I

·C::r

HEERFUL/.OPGERUIMO
lighthearteo" jOYf41)/.(vrolik, blynlot'idig,opgewek)

-04

.\.EAN/.NETHE1:0
neat, ttdy)/o(akoon. sindelik, ordelik)

-06

OURAGEOUS/*OAPPERI-lEIP
(standing up ror your beliefs)/.(die moed van 'n m~ns se
ortui'gingl

ORGIVING/oVERGEEWENSGESX:;O
(willing to par-con otners)/.(c11e gewil1igneid om andere

-07 i te vergewe)
T
i 1ELPFUL/.HULPVAARD£GHeIO
(workll1gfor cne welfare of others)!e(om ria die welsyn

-S i an andere Om ta sien)
IONEST/.EERLIKHEID
(slncsre, truthful)/.(waarheid,omregtheidl-09

!MAGINATIVE/·VgRSE;ELDrNc:iR~K
(daring, cr~ac1Ve)/.(durf, waagmced, kreatief)-10

MATURE LOVE/ ..VOLWASSE t:IEFDE !NDSPENOENT/flONAFHANKLIKHEID
(sexual I!t'rldsPlr'tu~1 H'tt!lirnacy)/.(sEiksuelaen (self-reliarlt, salf-sufficiant)/fI(se1fvertroua,gees~elike tntlemhetd) -11 selfversorgeno)
NATIONAL SECURITY;.NASrONALEo SeKURI1'SIT
(proCeCt10n from acr.acR)/.(beskermlng teen
aanval1e) I~'
PLeASUREI",PI..E$IER " ~
(an E)nJoyacle,.lel~drelY 1if"l,)J.(·n
genocvo 11a, ontspaii'nendelewe)
SALVATtON/oV~RLOSSING
($aVed, eternal life)/.(tot bekering kom,ew~ge lewe)
SELF-ReSPECT/.SELFRESPEK
(sslf-estaaml/.(13elfingenomendheid)
SOCIAL. RECOGNInON(: ..::~OS~ALE ERKENNING
(reSPect, admlrat.ion)/..Crespek., bewondedngvan andere)
TRUE FRIENO$HtP/.WARE I'RIENOSKAP
("clOSe companionsn'i;J)/.(hagteI~ameraadskap) -17
WISDOM/ ..\~YSHE!O
ta macur-e understanding oT life)/..{ 'n Volwasse,
begr1p van d t e lewe) -HI

twr2LI..ECTUAL/.INTELLEKTUEF.L
Ci nee 111 9O=f':C, ref 1ect iVEi,l/.( inte 11 igent, donk~~nd)

-12

LOGICAL/.LOGrES
(consiste~t, rat1onal)/.(konstandheid, raSionu~l)-13

LOVING/.LIEFDEVOL
(affectipnate, tenOer)/*(beminlik, toegena•• liefhebbend)-

-14

bS'EDIENT/<)GEHO.ORSAAM .
~15 ~dutiful, respeCtful)/.(pJigsgettou, eerbiaofg)

POLITE/.HOFLIKHero
(courteous. wel'-mannereO)/o(beleef. beskaafde maniere)

-16,

RESPQNSISl,E/.VERANTWOORbdLIKHEID
(dependable, reliable)/.(q~troubaarheidi veY'troubaa"heid)-

. -'~ i

eLF"CONTROI_U~D/4ISELFBei;i.eFlSl:NG
(restl·ained. s.lf~disci'plined)/.{~n toom hou ,
pelfdiss1pline)---.~..--------------~-_.,.----------------~--=+~--~------------

\1



II')

Q. 7d/.V. ¥d
Ib~A~ A/.ID~AAL A

A COMFORTABLE LIFE/.' n aERI!!r-LIKE L.EWE
(.a prosp,erou$ 1 j fa )/4II( 'n \loorspoed; ~J lewe) -01

AN EXcIr!NG I,.!F=E/.'n oPwlNl:lI:NOE L!;:\'iE
(a sClmuJatlng. actlve life)/.,'h opwekkende,
akCleW$ lewe) -02

A SENSE OF ACCOMPL.!SHMEN-V.' n a~VOEL VAN
VERVULLING "
(laSt.lng cont.ribut.H)n) I lSI ( 'r\:lrlywende bydrae
om 1:9 lewer)

A WORLD AT PEACE/~'r\ WeRELO VAN VREOE
(free of War and confliC-:)/fl\'SO!'l':ier Cio;-10::,
en "onf1 "i~AI
A wCJ~!.t~ oil SEAUTY/.'n WEREl,.D VAN SKOONHEIO
It:eauty of nat\Jra' Md tne arts)/.(ole ,!<,orte
natuur eHI kunste,l

EQUALITY l .. aeLYKHEID
(brot.herh~ph~ equa ' vpportuni ty for an)
1_( broeCler13Kap en oe1yke ge leent-heCla V1r
a lrna L)

FAMILY SECURITy/.aESIN saxuarrsrr
(taklng eare of loved onesl/.(ontTerming
001" 9<)1ieTdes)

FR!!EDOM/6VRYHEIO., •
(independonce, free chQice)/~(onafhank-
likhelo" vrye keuse)

HAPPINESS/.GELUKSALIGHEIO
(con~entedness)/.\tevredenheid,
voldaanheid)

YNNE!R HARIIONYI.INNERLIKE\\EENSGE!SINDHElO
(freedom from inner conf.l"t.t)/.(vry van
inner1ike korrf l ik ) ' ..

(20)

Q. 7el_lI. 7e
IP!=AI.. B/I~IDEAA\,. t3

(",21 '

-03

AMBI110!.iS/liAMBIsrEUS . ,
(ha.rd-worK i119. asp i r t ns )I~.( h&:tdl er fiend. Y,9<:lr·1.11 ts1;;r'aweno ) ..(I

BROAbMINOEO:YQClNeEKROMFeNI~EIO
(operr-mH1deO)I.(nle k le1l\geest.lg }11e) "',

I'.-£.; ..
.::

CAPA8~E/.BEKWAAMHEtC
(comp1)t.ent, effect.1 VEl)/.( kundi gheid, doe 1treffenhel d)

I
CHE~RFUL/.OPGERUrMO
(~ighthear1:ed, )oyful)/~(vrol1k, blyrnoedig. apge.ek)

"'04-

CU:ANI e~JFTHEIO
I(neat, tloyl/.(skoon, slndel,k, ordelik)

-c

-06

_,

COURAGEOUS/oDAPPERHEIO
(standlng UP for yOl.lr ,k)eliefs)/.(die mead van 'n mens se
oorr.uiging) -c

FORGIViNG/.VERGEI'£WEN&GESrND
(willing to pardon others)I.\dHI sewilligheid <;>0\ ander-e

-07 te vergewe) -c

HELPF'UL/.HULPVAARotC.\I::tO
(worKi.no for the we1.T,tre of others)/IIl(om na die welsyn

-OS van andere tim te s i en ~ -c
\,~\ HCNEST/.eERLIKHE!O
\, (sincere, truthf,ul )/t(waarheid,omregtheid) -C

~O~

tMAGINAJ,IVE;/ .VER8EELDtNGRYK
I;daring, creat'oVe)/ .. (.:luri, \'Iaagmoed, kreat;ief) -1

-10

MATURE LOVE/.VOLWASSE Llel=OEi ,tNOEPENOENT I.ONAFHANKL!KHe!O
(sexua 1 and sp ir"i'cua1 intirtla.cy) I.e $eksue 11.1 en '(Self-r.,l t arrc, se If-suffitient )/.( se1fvertroue,
geeste 1ike Hit iemneid) -11 se 1t'versorgend)

!4,o.iIONAL SECURnYl~NASIONAI.E SEKUR! rEIT
(prot-.etlon from at1:acK)/.(beSKarmlng teen
aanva.l1e)

. PI.I:;ASURE/.PLESIER
(an enjoyab1e. leisurely li'e)/~I'n
genotvolle, cncacannende l~we)

",,-,
SALVATION/.V1ERLOSSING \cz.\~ \ Ii

(50;;(,0, eternal life)/.(tot beker1hRkom,
eW1ge 'Iewer "'.~

SELF-RE$PEC~/.seLFRSSPEK
(self-esteem)I.(selfingenomendheid)

SOqIAL RECOGNITION/.SOSIALE ERKENNING
(respect, adm1r~tion)/.{respek. be~onder,ng
van anoere)

':1 ii'
tRUE FRIENDSHIP/.WARE VRIENusKAP i

(close ¢Ortlpanid)7,~~)~~(hegte kameraadskap) _li,
WISO.oM/.~YSHe;~6 ' Ij
(a. matl.lr!\.\ unQerstanding of life)/.( 'n Volwass<l jI
bagrip van die lewe) \:) -~i8

INTS~LgCrUA~/.INrEL~EKTU~E~
.(intel1igen~, ref1active)/.iintel1igent, denk~n~) _<

-13
LOGl;CAL/.LOGTES
(consIstent, rational)!.(Konstandheid, r~S;dneel)

LOVIN"j/SlLIEFOEVOL 1,1

'I (affactlonate, tanQlar)/~(beminlikf toogonea, liefhebberi'(jJ-t
-14;1

Ii, OaEOIE!NT I"GEHOORSAAM
~1~ (dut~ful, rasp.ctful)/.{pli6sgetro~. ea~biedig)

i flOLITE/.>iOFLIKHf!rO
-1(1 (courteous" oell-mannerad)/.(ba1e~f. beskaafdE\! maniere)

Rf!SPON$I I!:LE./r-lVERANTWOOROi:I.II<J-l."iI0
(depanda6'1 e. re 1iab 1e) 1_( ber~!"6ubaarhei d, vertroubaarh,ej d )- ~

<~~ U
SI:LI=-CON'tRO('LEO/.$!tLFP(~t;ERSrNG. .
(restrained, self·~d",~~'lp\ined)/.(i;' tccm nee,
alfdi ssip 1.;ne ) /J ", -~

__________~__~~ ~ .....~~-A----__~ .....~ ~-----------~,-- .....----..........----
/)
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• 9QUVERENIGJ;NGSBUIl..OING SOC.tE:TIES

Sa. Here are the' ';lameS 0>' some we 11 ~kno\~f;\
buildlng SOclet1es. SHOWCARD C.
Could you please te11 me with which
buildin9 S::Ic;ety wOl.llcj you i.._ most.
lik~ly to open a new ®rrant ",ccount/
cMeex1ng account/savings account?
SJ;NGl.E MENnON, RECORDBEI..OW\.INOER O.Sa.

Sb. NoW regard,ng this tlu; ld'ing society
WhlChvalue from L.1ST A woul1 /01.1 say
is most 1ike ..... 7 <SUIL.OING SQCIETY
MENT!ONED lN Q.Sa) SINOl.E MENTION.
saccsc ON PAGe ia UNDER Q. Sb.
~f:~IRCLE THE RELSVANT VAL.UE.

ac , NQw, in the same w;ay, whic:h value, from
LIST 8 , s most 1iI~I;'•• , • (aUIl.~\tNG SOCtETY
MS'iTIONEO IN Q.8a) SINGL.E MENTION.
RECORD ON PAGE 12 UNDER Q.8c:.
:l<C.tRCLE 1"HE RELEVANT VALUE.

se , We can all visl.JaTise an i(jeal,building
SQCH;lt.y whE).rewe wou 1d 1; ki'l, to open a
new acccunu , Wh1ch va l ue from I:.'.$T A
WOIJ 1d y,OI.J say is mOst 1ike your idea;
btl1 7 d1l19, SOCHlt;y w.Mther it rE}:t" 'J €IX IS'CS
'or not? $INGLI:! MENTION. RECORO O~ "A(Sl:;
13 UNOEH Q.8d. "'CIRCLe THE RELEVANT VALUE.

_Sa Hl.r is Ole name van 'n paar bekende bouvarenlglngs.
TOON KAART C. l<art u aSSeb 11af V1r my sa by ~~atter ,
b",",vereniging u mees waarskynlik 'n transmi$sia-
rekem ng/tJekreKen1 ng/sOaarrekeni n!:) sou open?
ENKELE ANnIOORD. OTEER HI!;RONDER BY v , aa

.Sb Nou, aangaande hierdie bouvareniging, watter waarde
van LYS A maen u stem o9reen met ••••• 1-
(BOUVERENtGING CENOEH IN V.Sal ENKELE ANTWOORO.
NOTEEA OP BLAO$Y 12 BY VS,b

eSc Nou, ooreenkOmstig die bogsnoemde vraag, watter
waarde 'Ian LYS 8 stem ooreen met •••• (80UVERENIGING
GEI~OEMIN V.Sa) ENKEf..E ANTWOORD. NOTEER OP BLAOSY
12 8Y V.Sc

.Sd Alma) kan daardie ideale bouvereniging visualiseer
waar' a lma l graag hulle volgende r eken t nq sal wi]
open. Wat.ter waarde van LYS Ameen u scem ooreen
met u i dea l e bouvereniging, of die bouvere01ging
l;lestaan of n ie7'" ENKELE ANTWOORO. NOTEER OP BLAIJSY
13 ONOER V.9d

Be. New in t:he.>same way. which value from .Se NOu. oor~enkomstig die boger,t)emde vraag, waater
LIST a is ~::,;)st 1ike your ; caa 1 cu t 1ell n9 waarce van LYS B "Stem 00: c:er1 met u i oaa 1e bouver-
sec i any , 5 IN~LE MENTION. RECORD ON PAGE •on i 9 ; ng1 ENKE:LE ANTWOORO. NOTEER OP BLAOSY 13
13 UNOEfi Q.S~'. ~CIRCL&/THE RELEVANT VALUE. ONOER V.SeI' . '~'.

" Z2
Q,8 ../.0,$a ALL.!EO((BUILOtNG SOCUl'·y/.et1UVEREENIaING -1

S.P. aUI.LDINQ SOCIEn/_BOUVEREENI<UNG -2
NaS (NATAL BUILOING SOC,rETYl/-t BOUVEREENIGING) -3
...-_ ....__ .... -_., .......... _ ....- ......._- .... - .... --;.;.--_._- ....-......... - ....-------_ ......_--~.---..;.--....-------
PERM (S.A PERMANENT aUILOJ;NG 90C1E;TY)/.(BOUVEREENIGING)-4
SAAMBOU -5
uSS (UNITED aU!LOING SOCteTY)/.(aOUVEREEN!GtNG) -6



(( \1
12

(;u. )

SE~F~RESPECT/.se~FRESPEK
(self-estaernl/.{selfingenom,ndheid)

\I
\ . SOCrAI. RECOGNl:TION/.SOSIAI.E iE:RKENNING
\ (respect., admiration)/.( t'SsPllK, Of,lwondaring
\. van and~ra ) \\

\ "
~?RUE FRIENDSHIP/.WARE VRl'ENOS~V\PJIA~'rloaf.!" cornp&n1onShl p) /.e Msta \J<ameraadska.p)

.;:'/'WISDOM/.WY$'HEID SE:LF-CONT;'\Ol.l.et)/(JSE~F8EHEERS:tNG
(a mat.ure \Jnderstanding of 1ii'e)/e( 'n vo)ws,sse (relOtra:ine':l, self-dist:i:;ll ined)/.( in tClomhou ,
I:legrip van dHf lewe) ~ta se1fois'sip, ina)

Q.i>b/",V.8b
VALUE A/~WAAROE A
A"Cci'M'Fofl~ABLe. UPS/.· n ;ERISFl..IKEI..EWE
(a prospe~()us 1 ife)/.( '.n voorspoedlge lewe)

AN eXCITINQ L!FI;;.'n OPWINOENOE La~IE
(a. stlmulat.1n'g, aceive 11£0)/"( In OP,,'ekkende,
ak t, ewe 1ewe) -02

A SENSE OF ACCOMPl.ISHMENT/.'n QSVOEL VAN
VERVUl.LING
(la~.tlng contrttl!.lt;3on)/~{'n bl)'wenda bydrae
am te lewer) -03

A WORLD AT PEACE/.'n WE:RELO VAN VRE~E
(free of war and conflict)/.(sonoer oor10g
en koni 11k ) . -04

A WORLD 01" SEp,Ury;.' n WEREL.O. VAN SKOONHEIO
(be~uty of natura and the artS}/.(d1e SKone
natuyr en kunste) -05
EQUALItV/.GELYKHEXO
( brothe rneou, scva 1 OPPol"tun i ty for a 1'I)
/.(broedersKap en gelYI~e gelaantheae vir
almal) -06
r=AM!LY $E:CURITY/.GE$IN $t;KURIiEIr •.
(ta.Ktl1~( care 0.'1' loved ones)/.(ontfermlng
co r gel.1efOes) -07

FREEDOMJ.vRYHEIO
('ndependenee. fraa choice)/.(onifhank-
1i Khe!ic , v rye Kall$e 1

HAPPINI::SS/.GELlJKSAI.IGHE:ID
(contentaone.a)/.(t~vreoenheid.
voldaanheid)

lNtlER HARMONY/.!NNERLI.KE EENSQeS!NOftEIO
(freedom from innel" conflictl/.(vry van
inn~rlike konflik)

MAtURE LOVE/.\,OLWASSE I.~E;:dE: ,'."
($exua 1 and sp ir t tua 1 in'~lmacy)/.($ek,r,ue.'le en
ge~$~elike in~iemheid) -11

NATIONAL SECURITY/.NASIONALE: SE:KURI1EIT
(~rot.CtlOn from attack)/.(be~kermt"9 tean
aanva l1e)

PLEASURE/.PLESIER
(an enJoyaole, ieis\Jre1y life)/"( "n
genotvo 11e , dnt$pannende lewe)

SALVATfON/.VeRLOSSING
(saved, et.erna1 life)/"'(t~ltiibekering Kom,
ewige lewe)

Q.8c/CIOv.8e
VALUE B/.WAAROE a

-()8

AMBIT!OUS/eAM8ISlEUS
(hard-work i n9 I asp, r1 ng) ;.( harowerKel1d, vecru t t.strew.end J

BROADMINOEO/.ONBEKROMPENHEID
(open-mlndedl/.(n1e k1eingeestig nie)

C\

CAPAaLE/~eEKWAAMHeto
(competent, effectwe)/.(KwndigKeicj, ooeltreffenhe1d)

CHEERFUL/.OPGERUIMO
(1 ightl1eartaad, joyful )/.(vro1 ik, blYmoedis, apgewek)

CLEAN/.NETHEIO
(neat, tidy)/.(sk~on. sindelik, ordelikl

COURAGEOUS/~QAPPERHEtD
(standing. ua fof your beliefs)/.(diemoed van 'n mens se
oortl,.ligiM)

~ORQIVING/.VERGEE~IENSGES;IN()
(willing to pareton othersl/_(die gewilligheid om andere
te vergewe)

HELPFUL/.HUI..PVAARQIGHEID
(working for the welfare of others)/.{om na oie \,e1sXn
van and~(e om te Slen) - I

HONEST/aEERLIKHEID
(slncare. truthful)/.(waarheid,omtegtheid)

-10
IMAGINAT!VE/GVERaEEI..DING!'lYK
(dar; ng, craatiYB) ;.( durf, waagmoed, kreat ief)

-12

INQEPENDE:NT/~bNAFHANKL!KHEID
(self-raliant, aelf-sufficiant)/.(selfvlilttroue,
seTfvere.orgend)

lNTELLE:CTUAI../.tNTELLEKTUEEI.
(intel1 iger1t, re'flec1;.;va)/.( intelligent. denkend)

-13

LOQ!CAI../.LOQIES
(cons,Stent, rational)/.(konstandheid, rasioneel)

··14

LqVING/.I.IEFDEVOL
(aifeetlQnate, tender)/.(beminlik, to.genes, liefhsbbend)·

08EDlENT/.GSHOORSAAM
-15 (duti'ful, respst:'tfuU/e(pl igsgetrClw. eer.biedig)

POI.Xrs/ .HOr=LtKHSI 0
(ccureeeuc , we11-mannered)/4It( be leef, t)eskaafde manhH'e)

~ lI.i

RE$PONs!aLE/eVERANTWOjROEL!KHEID
-11 (c;fepeMae"e, re 1iable l/.( lJ~tr'oubaarhe icj, vertroubaa,rhei d) •
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A cOMFORn8l.,.~ I.IFE/e}1n GERIEFLIKE LEW!;' AMBITICUS/.AM8ISIF:US
(a prosperoul:i l1T'el/.{ In voqrspoed1ge lewe) -01 (hard~work,n<.:l, aspir'fngl/.(hardwerkand,

BROAOMIND~b/.ONPgKROMPENHE!O
(ccen-nn nded l/t,.( nHI klei ngees1;i 9 n; e)

I)

AN EXCll'INc. l..IFE/.'n OPWINOElNOE L!:WE
(a .stimulat.,ng, active lifej/oilC1,n opwekkende,
,w,tie~Je lew",) ',,"0 -02

A SENSE OF A~'COMPLilsHMEl'ti/.'n'{lEVOEL VAN
VERVULLING
(last.ing cont. r1but10nl/.( In plywende bydrae
om t e 1awe,..)

A WORL,p AT PEACE/.'n \<IERElD VAN vAEOE
(fr"ee of \~ar ant;! conf11cJ;.)/o(sOflCler oodog
en kon1"1;k)

A .,w.eRlOOF BEAlJTY/.' Ii WERELO VAN SKOC)NHEIO
<tieauty of n.Stul"'£;aM t:he arts )/_( die skone
nacuur en kuns te )

EQUAI..ITY /.GEL.Y!I,Ht:il')
(brotMr'hoOd, aqual opportunity for all)

'«.<.broederSKIlP en gelyxa geleenthece vir
If Ima 1) ~'

FAMILY sl!CURITY1IIIGESlN $EKURITl!IT
(taKing c~re of lovea oneSi/.(onefermlng
001" gellerc;tes)
t:ReEoOM/ ..vf:\YHEIO
(inaepenaence, free choica)/.(onafhanl<-
1, kh\'il c , vrye keuae)

HAPPtNESS/.GSLUKSALIGHEIO
(contenteane$s)/~(tevredanheid.
vOldaanheld)

INNER HARMONY/~rNNeRLtKe EENSGES~NDHe!D
(freeC!om f r'om Inner ~onfliot)/.("ry van
inn.rltka konfllk)

e=nv' .~. __
"Ib_

vooruitstrewena) -0

CAPABLE /c;SeK',/AAMHEI0
(competent. effectlveJ/.(kundigneld, doeltraffenheid)

-03
CHEERFUL/ ..OPOERUIMO
(11Shthearted, jcyful)/_(vro1ik, blymoedig, opgewek)

-(l'4

Cl.!:i\~/..NErHEIO
(neat, tidy)/.(skoon, slndelik, ordelik) -t.'

-05 ,/

1/
COURAGt:lOUS/.OAPPERHeIO
(standing up for your belieh . .'.{die meed van "n mens SOl

oortuigingl
-06

FORGIVING! ..vERQE:eWeNSGESINO
(WIlling to pardon other.}/o(d1e gewil11ghaid om andere

-07 ta vergewe)

HElPFUL/.HULPVAARDIQHEIO
(worKing for the 'welfare of othersl/_(om na die wels:tn

-08 van ands re om te s i en)

HONEST;.EERLIKHEIO
(s1ncere. truthful)/_{waarheid,omregthetd)

-09

-10

IMMINATIVE/.VERBEEl.OINGRYK
(dar,n9, creetivel/ .. (durf, waagmoed, Kreatief). -1

~lATURS .-LOVE/.V('ILWA$SE lIEFOr: INOI;PENDENT /.aONAFHANKLIKHE!O
(sexual'\ana s;J,i,ritLial 'nt'macyl/.\i::el~sua1e en (self-r()liant, self-suffic1ent.)/o(selfvertroue,
geeste 1i I~e int.' emne1d 1 ' ~ 11 se 1fversorgend)

NATIONAL SECURITY/.NA$!.PNALE S~KURlTen ,
(pr'oteCtl0n from at.taCK)/.(beskarmlr19 teen'
aanval.t e l

PLEASURe/.8LESIER
(an eIlJoy .. ~le, leisurely 1irel/.·( 'n
genotvo 111:), 011 tspan"ende 1elle )

$ALVATION/~VERLOSSING
(saved, eternal life)/.(tot bakerins korn,
ewige lawe)

SELF-ReSPECT /nSELFRE5PEK
(so 1f-e$tearn) /.< se 1fi ngerlomandheiq)

_.
rNT~LlECTUAL/41tNTEllEKTUEEL
'1ntelligent, reflectlveJ/.(intal1igent, dank.nd)

-12
LC)GICAL/caLOGlES
(con.,istenc, rationall/.(konstandheid, i"asjol"leelll

-13
LOVING/.lzeFOEVOL
(affectionate, tender) ;,,( b~jmi n1; k , toegenee. 1 iefheobend >,-'

~14

oaEOlENT;.GEHOORSAAM
-15 :(dutihl! respectful )/.r.pH~sset.roli. ,garbied;g)

SOCIAL RECOGN1:HOt'V.SOStAI..E eRKENNING POLIrEO/..Hc)FllKHeIO
(r&spect, aaml1'at10n )/.( respek, bewonde.ring (Goul"teow.. we11~m.ann~red)/.(ba laaf I baskaafde mani ere)
van andere) ~16

TRUE ~RIENDSHIP/.WARE VRleNDSKAP
(c 1ose comcan icnsn t P )/t!,( hagte kam~raa.CJ$kap)

RESPONs.t8LE/IJJVFRANTWC)OROEL.IKHelD
'~17 (depaMab 1e. re 1iable l/.(becrotlbo.a,l"hei d, vertroubaarhEl id )>

WISOQM/lllwysj:jeIO $El.F"CONiRCl!..LEO/.SELFf.lEHEERSING ,
(s. mi'ture undorstanding or lifel/.{ "n v01wasse (l"f.}stra1ned, $elf-disG"!plined)/.(in t.oom 1'101.1,
Q<;i\Jrip van di Ei 1ewe1 " -1 e so lfd; ss; eli ne)---
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,~' PETROL. BRANOS ,---------"";'c', -"_'_"--..'~--"'" ,PI:HROL.HANOELSHERKE
o

9alilHere are the names of some wel1 ..known brandS jfBa(i)Hter 1S oie name van 'n paOlI" bekenae hande\smerke
of peo;ra 1 , SHOW CARD 0, WOu1Cl you please te 11 petro 1 • TOON KAART D, Kan u asseb 1 j ef vII" my
me whleh petrol l:)rar:odyou p\.Ireha$e most oft",n? se watter petrolhandelsl11erk " die meeste koop1 ENKELE
SINGLE MENTION. AI:CORO BELOW UNDER Q. 9a(, ) ANTWOORO • NOTEER HIERONOER BY V.9a( i )

ga( i i llf NONE at a.Sa( i) ASK; >'If you were in ,.
vaM e la that needed pet;t"o I alld YOI.{ had to
Choose WhlCh brand to put, i n , o'/hlC;h one 01"
these bflnas would you Choose1- SHOW CARO D.
SINGL.e MENTION. RECORD BE~OW UNDER a.9a(1;)

su. Now, ra':'jardi ns your usua l petro 1 brand,
whICh value from L.ISTA wouid you say is
most like •• ,1 (SRANDMENTIONED IN Q.Sa{l)
OR a.9a(ii» sINGLE MENTION.
R'ECORO ON PA<3E15 UNOER Q. 9b
~C!RCL~ THE RELEVANT VALUE.

90. Now, in the same way, whiet\ value I'rom
LIST B is most like •• ? (aRANO MENTIONED
IN Q .•Sal SINGLE MENTION. RECORDON PAGE
15 UNOER Q.ge *CIRCLE THE RELEVANT VALUE.

sc , Wa can all v t sua l t se an idea) petrol brand
we'd likE! to purchase next time we need
petrol. Which value from UST A wGu1d y.ou
say 1S most 1; ke your idea 1 pe'Cro 1 bran~,.
wne'Cher 1t relny 6)\1S1:;S or not? SINGL.E;'
MENTION. RECORDON PAGE 1& UNDER0.9C1
"'CIRCLE THe: REl.EVAN1' IDEAL..

ge Now in the Same.way. wn en va 111afrom
lIST a is ltke your ideal pe1;rol brand?
SINGLE MEN17ION. RECORO ON PAGe 16
UNoeR O.ge ><CIRCI..ETHE: RE~EVA~,IT IDEAl..

'I

GlSll.(iillndien GE:t~N'bY 9(i) VRA: "As u in 'n voe"rt'.li9 was
wat petrol t\Od,~ gehad,het en u moes kiss
watt'll" handel$naam om in t;a sit, wacter een van
hi E)rcll e hanca 1sname sou u k ias?" TOON KAART D.
ENKELE ANTWOORO. NOTEER HIERONDER BY V.9a{ii)

09b Nou , aangaatJd~ u gewone petrolhandel smerk , watte ..
waarde van lYS Ameen u stem oo~een met .,,1
(HANDELSMERK GENOEM IN V.9a{i) OF V.9a(ii). ENKELE
ANTWOORO. NOTEER OP Bl..ADSY 1.5 BY v.9b

eSC Now, oOl"eenkOmstig die bogenoemde vraag, watter
waarde van t.YS B stem ooreen met ••• 1 (HANOElSME.RK
GENOEM.IN V.Sa) ENKElE ANTWOORO. NOTEER OP
BLADSY 1$ ONDeR V.9c

eSd Alma, kan daardie idea1e petrolhandalsmerk
visualiseer wat almal greag wil koop volgende keel" as
OI1S pet.ro 1 nod t g het.. Watt.&'r 'o'/aarde van l. YS A
meen u $;';em ooreen meT. \,J t daa l e pe:'trolha.ndelemerk.,
of die p~trolhandal$~erk. nou bestaan of n)e1
ENI<ELE ANTWOOR0 , NO'reER OF' SL.ADS'n j 6 ONDER V. 9d

Nou , ooreenkomsti'g die bogenoemde vraag·, Watte"
'waarde Van l YS B stem ooreen mat. u ; qea 1e petr:l1 ~
handelsmerk1 ENKt:LE ANTWOORD. NOTEER CP BLADS'! 16
ONDERV.Se

Q.9a(;)/.V.9a(i)
HI)ST OFfEN

/<I>MI;£:::;tltKWELS

(28')
Q.9a(ii)/oV.9a{ii)

MOST UKELY
/_MEES WAARSKYNLIK

BP
CALn,X
MOSrl..--- ........- ...----- .._-_ :..-:"- ....---- ...---- ....---- ....------- ....--- .....-'"'f. _

-1
"'2
-3

SASOl -4 -4-
SHcLl -5 -5fREK -6 -6
ZENE;(
NONt:/.QEeN

----- .... ---- ........ -- _-- -- ._ ...... \0 - - ....... _

-7
~8

-7



~Q-.-9~b~/-.-V-.~9-b------'------~~· Q.9c/.Q.9c
_V_A":"L":"UE_",..A,...,I",<!'l,..,.i'J":"A.,...AR.".o~e,...".,A~-,_""=""",,,,,,-:~,~=:-:,!:--=;l...:.~.::.)_-..,-:-:::;;!;';'~VA::-;L;::U:;e~'7B~/.;:;:W;:-;A:-:A:-;:R:;-:O-=e_B ."....,=_.~.
A COMFORTABLE l..IFE/.' n GERLSFIHKE L.EWE AMBITI.OUS/.AMB!SIEUS
(a prosperous 11 fe )/_( 'n voorsPoe~1i!;le 1ewe) -01 (hard-worln ng, asp; r; ng )/.,( hardwerkend. '/ool~Uitst.rewend)

<~\

AN EXCITING UF'E/.'n CPWINOeNOe: I..EHE
(;a st,1mulat.1ng. aCtille life)/.("n opweKkand6,
akt1ewe lewe) ":'~ -02

A SENSE OF' ACCOMPLISHMENT/.'n GEVOEL VAN
VERVUl.UNG
(lasting contnbution)/.( 'n blywende bydrae
om te lawer)

A WORLD AT PEACE/.'n WER~LO VAN VREOE
(free of war and conflict)/tI!(sondElI- oorlog
en i<onfl ik)

A WORl.D OF BEAUTY/e'n WERE1.DVAN SKOONHE;tO
(beauey of nature and the arts)/.(die skone
natuur en kunst.e)

EQUALITY/",GELYKHI;!O
(brothernooa, equal opportunity for all)
/.(broedersKap an gelYKe geleenthede Vlr
a lma l )

FAMIL.Y seCURITY/.OESXN SEKURITEIT
(taKing care of loved ones)/.(oncrerming
oar ge 1 iefdes)

: 1E;EOOI,I/.VRYHEIO
(independence, free cn~ice)/o(onafhank-
1 ikhG.1dt vrye keusa )

HAPPINESS/.GSL.UK$A~IOHEID
(concencedneSS)/.(tevreoanheld,
voldaanheld)

INNER HARMONY/.INN~RUf:g E";)!NSGESINOHE!O
(freedom from inner cunf1iccI/.tvry van
innerlike Konfl1K)

('

15

-03

9ROAOMINOE;O/eONBEKFlOMPENHEID
(open-mlnded)/.(nie kleingaestig nie)

CAPABLE/~aEKWAAMHEID
(compet.ent, e'ffectwe)/.{kundigheio, doe1treffenMio)

-04

CHEERFU~/.OPGERUIMD
(lighthearted, Joyful )/.(yrol i;", blymoedig, opgeweK)

C~EAN/GNETHEIO
(neae, tidy)/.(skoon, sindelik, ordeliK)

-05
COURAGEOUS/eOAPPERHEID
(standing up for your belieis)/.(die moed van 'n mans se
oortuiging)

-06

FORGIV ING/.VERGEEWENSGES iND
(willing to pardon others)/.(dia gewilligheld om andere

-07 te lIergewe)

HEL.PPUL/eHUI..PVAARDIGHEIO
(wor.King for the welfare ~f ocherS)/.(om na die flelsyn

-08 lIan andere om te slen)

HONEST/.EER~IKHE!D
(sincere, truchful)I.(waarheid,omregcheid)

-09

-10

IMAGIN,' TIVE/.VERBEELOINGRYK
(oaring, creat;ve)/.(d~rf, waagmoed, Kreatiefl

MATWRE LOVE/.VOLWASSE LIEPOE INtlEPENDENT /eONAFHANKLIKHEIO
(sexual and spiritual int.HnacY)/'I'(sOlksuele en (self-reliant, e;elf-sufficientl/.(se1fYertroue,
gees'!:",l ike inti ernneid) , ,,11 se 11'versorgend )

NATIONAL $eCURITY!_NASIONAL~ SEKUAtTe!T
(protactlon from attaCK)I.(beskermlns teen
aaovalle)

PLEASURE/.PL.ESIER
(an anJoyaole, leisurely life)/.('n
geno1:.VO11.e, cncscannence Iewe)

SALVA nON/ .veR~Oss.xNG
(saved, eternal lifel/.(cot bekerins kom,
ewige lewe)

SEL.F~~ESPEcr/.seLFRespeK
(self-\fst.eemJ/.(selfingenomendheid).
SOCIAL. RECOGNITION/.SOSIALE ERKENNING
f resP(I"(;e. adrm rat.l0nl/.UaspeK, bewonQerinQ
van andere)

TRue PRIENOSHIP/.WARE VRIENOSK~P
(clUse companH)(JShipl/.(hegto kamer-aadskep )

~12

INTELLECTUAL/.rNTEI..LEKTUEE~
(i nee 11 i gent, ref 1ect ive I'~( i nte 11 igent, Oenl(end.

~13

I..OG!CAI./ol.OG:tes
(con$istent, ratlQnall/.(konstandhaid, rasioneel)

I..OV!NG/.t..! epOeVOL
(affect; onat.e , tender). "'i bemin1ik, toegenee, Iteiheobend)-

geO!ElNT ;.GEHOORsAAM ,I, \

~1l) (dutiful, rospectful )/.(811 ;gS9';"

-16

~Ol..ITE/.HOFL.!.I<HEI 0
(:'.Qi,irteous, well-m.nnr1ar·edl/.CbEl1eeT, beskaafde mant er-e )

E$PCNSI9LE/.Vr:RAN1'\~OOROELIKHEID
17 (.jopendab 1e, re' i abl e )/.( be tr.:luba.al"hEjlid, Yertroubaarhei cJ)-

o
W!SOOM/.WYS.HI:IO eLF-CONT,ROLLeO/~~SEI.,F'aeHEER$lNG
(a. matur3 understanding of 1;fe)/_( 'n vQlwasse (restrained, sel"~disciplinedl/.(in toom hou,
oegr1l:\ van die lewe) "'18 elf<;lissicline)/'

L- ~~;~ ~ __-- __.--__---------------



.---------------~------~------~~~~----------------~~~------a.9a/ ..a.9a
(31) IDEAL S/.rOEAAL B (s;? )~~~~~~~~~--~~~~~~~~~----~--,_~~==~~~~~~----------~---------~~~"~~~-=------A COMFORrASI~E L!FE/~'n GERIEFl-.[KELE~IE AMSITIOUS/_AMBlSlEUS

(<I, prOSPGrous II fe )/.{ In vool"'spoed196 1ewe) -01 (hard-worK '"9 I asp t r ing )/-(hard'tlarkand,voorJlitstr'ewend) -0'

a.l:!d/<&Y.9d /
IDEAL A/.IOE~AL A

AN EXCrTING l..l'I'=E/.'n ClPWlNbI:NOE.LEWE
la st'.1mulaeing, aatlve l1fe)/.,'n ¢owekKende,
akt18we lewe) -Cl2
A SENSE OF ACCOMPL!SHMENi/.'n GEVOEl VAN
VERVULL::NG
('a8e1ng conerlbutl0n)/_,'n blywend. bydr.e
om te lewer)
A WORLD AT PEACE/e'n WERELO VAN VREDE
(free of war and confltctl/.(sOnder oorlog
an konflik) "
A WORLD OF aEAUTY/G'n ~IER.ELDVAN SKOONH~IO
(beauty of nature and the ar"t.$ )/.\ ,j 1e axone
nacuur en kunSte)
EQUALITV/.GELYKHE!D
(brotherhOod, equal opportunity for all)
;.(broedersKap en gelyke geleentheoe vir
a lma l )

FAMILY $~CURITY/.G~stN SEKURliEtT
(taklng care of loved ones)/.{ontferming
001'" geliefdes)
F=REcDOM/.YRYHEID
(independence, free ':;ho,icel/.(onGlfhank~
likheld, vrye Keuse)
HAPPINESS/eGELUKSALIGHEto
(con~entedness)/o(tevredenheid,
voldaanhl;lid)
iNNER HARMONY /oINNERlIKE ::!ENSGESUl.OHEID
(freedom from inner ccnr ictl/.( vry van
Innerli~$ konflik)

t6

BROAOM!NOEO/oONBEKRCMPENHEto
(open·mfnded)/.(nle klelngeeE~19 hlel

CAPABLE/_BEKWAAMHEID
(competent, effact.1Ve}/e(kun,jlghe'd, dce lt ref Fenne t d I -0;

CHEERFut./.,JPGGRU11010
(lignthearted. Joyful)/_(vrolik, blymoedig. opgewek) -0~

-04 1\ '

CLEAN/.NETHEIO(neat, tldyJ/elskocn, sindelik, ordallk) -0:
-05

COURAGEOUS/~OAPPERHEID
(stGlndtn~ up far your beltefsl/.(die moed van 'n mana se
oortUlging) -0·

-06

FORGIVING/.·vERGEEWENSGESIND
(willing to pardon otherS)/e(die gewil1igheiq om andere

-07 te vergewe) -0·

HELPFUL/.HULPVAARDtGHE!D
(workthg for the welfare of others)/~{om ra die welsyn

-08 van anClere om te S1en) -0:

HONEST/_EERLIKHEID
(sincere, truthful)/.(waarheid,omregtheict) -0,

-09
!MAGINATl:Ve;/.VERaEEI..O!NGRYK
(dating, creative)/e(durf, waagmoed, kreatief) -1(

MA 1'URE LOVE/.YOU/ASSE i-iEFOE)i INDePENDENT /.ONAf'HANKLIKHEIO
(sexual and SPI ritual intimacy)!.'lI.seksueleen (self-I'e1ianc , self-suffic;ent)/e(se1fvert.roue,
geestelike intiemMlr,1) -11 »elfversorgenCl) . "
NATIONAL SECURITV/~NASIONALE SEKUA!TE!1
(orc cecc icn il'om att.!ckl{lD(beskermlng t.ea),
aanva 11e)

PLEASURE/.PLESIER
(an en.joyab te , le~sur$lY 1ife)/_( 'II
g~noevolle, onest:)annendelew.)
SAI.VATION/eVERLOSSING
(saved, eternal lifel/.Ctot beker1ng kom,
awige lew.)
SElF~RESPECT/.SElFRESPEK
(sa l·f-esteem)/..(se 1f ingenomandhei d)

-1

IN1El.....:CTUAl../I.;;!N'iELLEKTUEEL
(lntell igent, reflective)/_( int.elligent, cenkend ) -1

-12
LOGICAL/ .1.0GIES
(consistent, rational)/.(konse8ndheid, r.s1one.1)

-13
-1

LOVING/.l:;:EFCEVOL
(affeCtlanate, t.ender)/.(beminlik, toegenee, liefhebbenct)-1

-14

09EDIENT/.GSHOORSAAM-15 (dutiful, re~pec,tfull/e( p1;$lsgetrou, eerb; edtg.) -1

SOCIAL RECOGNrTION/.SOSIALE ERKENNtNG POlITE/oHO~LIKHeID
(,"aspect.,acmt rat.ion )/.(respek , l;Iewondsrins {courteous, well-mannered) /.(beleef, beska.afde man ter-e) -1van anClers) -16

\'i:t;SOOM(.WYSHEtO SF.LF-CONTROl.LeD/.SEL.FeEHEERSING
(a mature understandins of lifa)/o( 'n vo Iwaase (r'sstrainad, sli!lf-d;sciplined)/.(in toom nou ,
bagrip van Cli. lawe) -18 salfctisslPlina)

iRUE'rRXENDSHlP/oWARE VRIENDSKAP
(c lose ccmcan 1Qnsh ;p)/III( hegte i\ameraadsKap) RESPONSI6LE/.VERANTWOORDELIKHEIO

~17 (depeMa,IJla, reliable)/.(betroubaarhEl'ld, vertl"o\Jbaarheidl-l

.. \)
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l) ( ')' . ,\,1Oa( 1 HE!:'., are the names ef some popu J;;Ir brano$ ., oa 1 H1.~r 1s d, e ri>;!.m~van 'n paar 9\')w,lde
of 'deodoram:s., SHOW CARP E. Would you hal\galsmerke van reukweermlddels. TOON KAA£1T E
please tall me which one'br'and you buy most Kan:\u aSseb1'ief vir my sa wat-ter een handelsmal"'k
often fo!" your- own use? SlNGl.E M~NTION. u d.lJe meeste keo~ vir u €lie gebruik? !:;NKElE ANTWOORO
RECORD agLow UNDER Q.tOa(1l.. NOT'eeR HIERONDeR SV V.l0";(;)

11

10.'l{ii)I1' NONE at Q.l0a(i) ASK: "If someone
were tQ offer you a aeodorant free, whiCh
lOne of chese branQs would you che(.)se?" SHOW
CARD E. SINGL.E MeNTION. FtECORD BELOW UNOER
Q. 10a( i 1)

10t:l. Thinking now of the brand you usua'llY buy,
wh1C::h value fl"om L.IST· A would you say is
most like •• 1 (BRAND MENTIONED IN
Q.l0a(;) OR Q.l0a(ii»
SINGl.E MENTION. RECORD ON PAGE IS
UNDER a.IOb. *CIRCLE-THE fieLEVANT VAL.UE,

10c. NOW, in /\;he same way, which value from
LIST B ;'$ most 1i ke •• ? (BRAND MENT10NED
MIN Q.l0Cl) SINGL.E 14ENTtON. RECORO
ON PAGE 18 UNDER Q.IOc
"'CIRCLE THE RELEVANT VALUE.

10d. We can a11 visualise an ideal product
~lh'ch WE) would buy if on l y some cornnany '
would make 14. Which value from L.IST A
wou'd you say is most. 11ke your icea 1
or'and , whether it really ex i s t.s. . not?
S J:NGLE ~'ENTION. RECORD ON PAGE ,9
llNDER Q,lOd. ":CIRCLe THE: RELEVANT IDEAL..

10e. Now, in the same way. whl' "que from
L.IST B is mest, like yeur brand?
SJ;NGLE MENTION. RECORD ON • ':,E 19
UNDER Q. 1De. "'CIRCLE THE REL.fOVANT tOEAI..

AEROSOLS/.AEROSOL
aODY MIST
CHASE
EGO

17

.,0a(*I)ln01.n GEEN by 10a(i) nie, VRA: As ie~an~vir U 'n
r eukmt dde l 9"eels sou aanm eo , wetter een van hie rc t s
hande 1aname sou u I~1es? TOONKAART E. ENKELE
AN·rWOORO. NOTEER HIERONOER f.lY V. 1oat; i )

.,IOb 101.; .... die h<1.rtdelsmerk wat u geweQhlik koop nou in
gI>Cla~~e, watt",r waarde van LYS Ameen u stem ooreen
met • ;;,,'? 9'ANDELSMERK GENOEH tN v , 1Oa( i) Op V. 10a( ; 1 )
ENKELE ANrWOORD. N(,-rr:"ROP 8LADSY 18 ONOt:'RV.l0b

.10c Nou, ClQrenkomst.$~ <11\'1 bogenoemde vr-aas , watter
waal"de van LVS Ii: s'!:1flmocr-sen met ••• ? (HANDELSHERK
GENOEM IN V. 10a(i, OF V.l0a(ii) ENKELE ANiWOORO.
NOTEEROP BLAOSY '( tI ONDERV. 100

,,10d Alma1 Kan daardie ideale produk visualiseer wi''"
a lma I graag sa 1 wi 1 keep as een of ancar maacSKappynet so 'n produK sa' vervaardig. Watter waarde va.n
LYS Ameen u stem eereen met u tdeale handet&merk. of
d t e nance l srner-k nou bestaan of nie? ENKELe ANTWOORD.
NOTEER OP BlADSY ·laPNDER V.l0d

810a Nou, ooreenKornstig Q;e begeneomde vraag, watter
waarde van LYS B stem eoreen met u 'deale
handa 1sme.-K? ENKEL.EANT\~OORD. NOTEER OP BLADS'(
19 ONDER V. 10e

Q10.a( i )/.)1108(;)
MOST OF"fEN

/.MI;5S OIKWEL$
(~3)

Q10.a(iil/.V.l0a/ii)
MOST LXKEL\

/.MEES WAARSKVNLIK
(84)
-01
~0:2
-03

.::::_,
-01
-02
-'J3

tMPULS'
MUM r("
MUM 2,

_ ....... _ .... """ ...-_ ....--..._--_ .....-.--- ....-_ ..._---------_ ..._ ...._--_.,...--- ...--- --- ....------ ...-
Ii -04

-05
~06

-:>4-u5
-06.._ ....... _--_ ....__ ...... _ .......... -_ ......... ---------- ...-------_. __ ._- ....-_ ........ _._ ....

MUM !"QH )'I"MEN
PEARS
$HJ:(~J~O FOR ~PORTSMEN

-01
-08
~09

"07
"06
-09,., -. .- .... - ... ~--- .... ---- .... ---- .... - ....-_- .-" ... _. ....._ .... __ .... _ ... _000(_ ... .... _

SHlSL.O FOR WOMEN -10 -10
StXTH SENSE \': -11 -11
STORM. -12 -12
801.1, ONS~ ..88NBO!.
BODY ~IIST -13 -13BRUT -14 -14
DANTE -Hi -15

-19
-20
-21

c

....---------------~-----~-~------------------~----------_....--------KO -16 -16
r-:tJM FOR MeN -17 ....17
MUM FOR WOMfON • " - ia -16
""" ..------~-~-............... --------------- ....---- .........~------.....-....--......--_ ....------ ....--
PLAYBOY
RIGHr GUARO
SHIEL.D FOR MEN
SHIeL.D FOR \>/OMEN
NONE/.GSeN
------------~---~~-------------~----~------~----~---~~------...._---22

;--------------~-------------------~~.---------------~-----o(:_;
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Q. tOb/.v. 108 Q.lOC/.Q.1Qr!

'~V_A7.L~U~5~A~(~.~W~A_A~R_O_6~A~~-.-~~~~~~~~__~~S:~~~~~~~~V~A~L~U~E~a~/~o_W_A_A_R~O_E_B~ ~~~~
A QOMFORTABLE LIFE/,,'n GERre;FL!KE LEWE AMsrnouS/.AMBrSIE{JS
(a prosporous 1 ifa )/.( 'n voorspoed ,gEl 1ewe) -01 (hanl-worki ng, asp; r-i ng l/o(hardwe,rl<end, voqru; tstrewend) -()

AN EXCt1"ING LIPS/.' n OPWINOENO£: LEi'll: BROAOMtNOEO/lliON8El<ROMPENHEIO
{a st.lrnl.,lating, acz tve 1 ife)/c( In opwekkende. (open'"mlndedl/.l:11e klEl1ngeest.ig nf e )
akt-iewe lewe) / -02

1-1ATURE LOve;:1.vOLW,~$S:: ~,tlEFDE INOEPeNDENT /<lONAFHAI'lKL!KHEI0
(sexua1 and spiritual intimacY)/'.(seksuele em (self-reliant, self-sufficieht)/.(selfvertroue,
geElste11ke intlemne',d) -11 se1fverscrg01nd)

A SeNSE OF ACCOMPLISHMENT/.'i1 GeVOE;L VAN
VE:RVULLlNG
(lastHlg contrlbutlon)/O!( '1'1 blywenc;la bydrae
om ta lewsr)

A woRLD AT PEACE/.'n W£:RELD VAN VRaea
(fre~ of war and conflictl/iII(sonder 001"109
en konfl1k)

A WOHLO OF BEAUTY/.'nWERELD VAN '.:;KOONHEID
(bea\Jty of nanure anci'cthe arts 1/.( Cl ie sxone
nacuur en kur;;'lta 1

EQUAL!TY/.GELYKHEXD
(brotherhood, equal opportunity for all)I.,oroaderskap an se Iyke 9a 1eenthede vir
almal )

FAMIL': Sr:.CURITY;.GES!N SEI<l.)RITan
(taklng care of loved ones)/.(ont.fermlng
oor geliefdesl '

FREEDOM/.VRYHEID
(independence, frae choicel/o(l)nafhan~-
l1kheld, vrye keuss)

HA~PtN~SS/~GELuKSALlGHEIO
(contenteeness)I.(tevred~nnel0,
voldaMhell:l)

lNNSR HARMONY/OINNERtIKE eENsGESINDH!1;lO
(rreedoOl' from mnar conflict.)/.Ury vlin
innerlik. konflik)

NATIONAL SECURITY /_NASIONAL:; SE;KUR!n;J:T
{protec\:10n frQm attack)I.{oJ')sl<,ari111ng teen
aanv a l le )

j:)lF-ASUREI.PLcS!ER
(an enJ<:Iy.,\olq.., Jef$urely life)/~( 'n
SillnotyO 11e. ont,$panneMe 1ewe)

SALVAT!ON/~V~RLO$stNG
(saved, -aternal lii'el/.(tr,)\:, Mkerins kom,
ewi ga "ewe)

SELF-R1:SPECT/.SeI.FRE:SPSK
(self~est;eeml/.('Se 1fingeMmendhei d l'

SOe!AL RECO\JNITIONI.SOS:tALE eRt<ENI'fIN$
(respact.. ai:lI111rationl/e(respeK. bewondl?Jrino
van ana.re) .,

TRUE FRIEND.SH:tP/.ViARE vRteNDSKAP
(e 10$01 compani on$hll?)/.( hagte kan"m~adskap) -17

wr~OOM/.WY$HEJ;D
(,a mature unt1erSt.ilnd.tng of G, 1fl;l )/.( 'n vo lWasse"
begrip van die lewe) -1e

-(j

CAPASLE/.S£KWAAMHEIO
(competent., effect1Vel/.(kundlgheid, doelt.reffenheid)

-03

CHEERFUL/.OPGERUIMO
(lightheart.ed, Joyfull/.(vrolik, blymoedlg, opgewek) -'.....

-04
C\'EANI<I>NETHE!D "
(neat, tiOY)/ob(skoon,'sindelik, ordelik) -c

-Q,p

COURAGEOUS/oCAPPERHEID
(standing up for your neliefs)/e(die moed van 'n mens S9
OOrt.Uiglng) -t-oe
FORGIVING/.VERGEEWe;:N$GESIND
(willing to pardon o:t~lers)I.{d;e gewill igheid om andere

·07 te vargewel -C
HELPFUL/.HULPVAARD!GHE1D
(working for the welfarE! of othersl/.(om na die welsyn

-08 van, andere .011'1 te s f en ) -(

HONES1'/.EEl'lLIKHi,;ID
(sinCere, truthful)/o(waarl1eid,omregthf,lid)

.. 09

IMAGINArIVE/.VERa~ELotNGRYK
(daring, creativ.)/.(durf, waasmoad, kreatief) -'

....10

INTEL.L.ECTUAL/.WTELLEKTUEEL
(intell0gent, reflect.ive)/.()nce11igent, danKendl

-12 "

ILOGICAL/QLO~IES(consistent, rational V.(kOn$tandheid, rasioneel I
-'1'13 .

LOVING/.LIEFOEVQL
(aff.Ii>ct.1cnace , tender·) le( bern; fit ik , toegsnee, 1 i efhebbend)-'

~ljt

oef:OIENT/.<aEHOORSAAM
-IE. \(tlut1ful, respectful )/.(pl ;9$getrO\,l, eerb;edi9)

~.IOL!TE/.HOFL!f<He!O
6::ooJrt$ous, we 11-manner-ed) I.{ be 113M, beSKaafde man; ftre)

Re!IPONSIal..E;/.VERANTWOOFlOELIKHEIO
«(:!:!?penoBble , re l; ael e )1.( betl"Clubaarheid, vertroubaarhe id l-·

$Ei..F~CONrROLLI:OI.$Er..FaeHeERS! NG
\ r,estrGl.:lned, sa' f-dis.::ip.l inee! )/.( in toom hou ,
s111fdi$t:;ipltne~

r;.....,....................",---......._,..--.--------..r--'--..L...,.._,--..._,.----.-----------------
;,'i



Q. IOd/c;Y"lad
IDEAL A/elOEAAL A
A COHFCRTA!3Le L,tFE/.'n GER!EFLIKE; LewE
(a proacer-oue 1He )/et "n vcor'spoec 1$6 1ewe)

19

c).loe/tiN.loe
IPEAL B/.IOEAAL B

MBITIOUS/.AMBIS!EUS
-01 (hard'-wor~ins • asp; ri1'19)f.fl( hardwer'Keno. voorui 1:stl":e\~end)-,;

AN EXCItING LIFE!.' 1'1 OPI'HNDENOE.L.EWE ROAOMtNOi!O/.ONBEKROMPENHe!O
(a st1MU I at. j ng, actn ve 1ite 1/.( '1'1opweKkende, (ocen-mi nded) lee nie l<'lein$easti9 nie)
aKt1ewe lawe) -02
A SENSE OF ACCOMPLISHMENT/e'n G£lVOEL VAN
VERVULLING(las'tlng contr'ibution)/e( In blywende bydr'ae
om ce . l,"wer)

A WORLD AT PEACe/.'n ~eReLO VAN VREOE
(free of war and conflict)I.(sOnder oorlog
en konfliK)
A wORLD OF BeAUTY/e'n WERELD VAN SKOONHEJiC
(beauty of nature and the arts)/e(die skone
na"tuur en kunste)
EQUALITY/.GELYKHEID(brotMrhood, equa l opportunity for'all)
/.(brOedersKap an gelyke S(3leenthede Vlr
alma1)
FAMILY SECURITY/.GES!N SEKvRITEIT
(taking care of loveo onesl/.(on~fernling
oor- ge l iefdes)
FREEDOM/.VRYHEIO(independence, free choicE!}/o(cmafhank~
likheid, vrye keusej
HAPPINESS/.GELUKSALIGHEIO
{Gontenteoness)/.(tevredenneid,
yoldaanheid)
INNER HARMONY/eINNERLIKE EENSGESINOHEIO
(freedo~ from lnner ~Qnfl;c't)/.(vry van
t nner t -<.13 K.onflik ) ,
MATURE LOVE/.VOLWASSE ~~EFoe
(sexual and spirltual intlmacy)/.(seksuele en
geesteliKe jntlemheid) -11

NA i1'\ ONAL Sscun tTYI.NAS IONAL: SEKUR HE IT(protec'tlon f rom attackl/.('.:!emKe:rmingteen
aanva t le )

Pl.EASURE/.PLE,SIER
(an enJoyable, teisurely llfe)/.('~
,genor.vo1113 I cncscannende 1ewe)
'$ALVAT!O~'/.vgRI..OSSING
(~~\led, eternal life)/.(tot bekering kom,
eW~9<il lewe)
SELF-RESPt:CT/OSELFRESPEI<
(self-esteem)/e(selfingenomehdheid)
soc IAl. RECOGNITION/ (I$O$IAl.E"ERKENNING
(respect. acmi ratiOn )/ra( respek, bewondar t ns
van andere)
TRue FR!ENDSHIP/.WARS VR.tENOSKAP
(c lose ccmoan icnsn 1p ) /_( hegte kamer-aadekap )

-t;

APABL~/.eEKWAAMHEID
(compet,en't,e'i'fective)I.(Kundigt\eid, doeltreffenheid) -(

-03

-04
CHSERF'UL/oOPGERUIMO
(1igntl1ear'tad,joyfu.l)/..(vrol ik , I:)lymoedig,OPgewek)

LEAN/ ..NETHEID
(neat. tidy)I.(skoon, sindelik, ordelik) -c

OURAGEOUS/.OAPPERHEID(standing up for your beliefs)/.(die moed van 'n mens sa
orcuiging) -,

FORGIVING/eVERG"EWENSGESINO(w11ling to pardon othersl/_Cdie gewi11igheid om andere
te vergewe) -C
ELPFUL/.HUl.PVAARDIGI;IEIO(working for the welfare 'Zlfothtlrs)/.(om na die we t syn
an andere om te s ien) -0

ONg\ST/.Et!RLIKHEIO
(sidcere, truthful )!.(waarhaidi,omregtheid) -c

-09

IMAG:tNl\TIVe/.VERt\EELOINGRYK
(dar'ln9, creative)!Q(durf, waagmoed, krea'tief) -1

-10 '·,.'c.

INDE?ENDENT/oONAFHANKLII(HEIO ,
(self-reliant, self-sufficient)/.(selfvertroue,
elfversorgend) -1

INTELLE,CTUAl./e!NTELl.EKTUEEL
(in~el11gent, reflec't.iveJi~{in'telligent, dank.nd)

OGICAL/ Q.l.OGIES
(consistent, rat.iona I) le( kons"andhei d, ras ionee 1 )

-13
-1

-14
OV.tNG/.LIEi"OEYOL

(affectlonat~. tenOer)/e(bemlnlik, t09genee, liefhebbend)-1

SED! SNT/el~EHOORSAAM(dutiful, respectful)/.(pli9sgetrou, eerbiedig) -1

OLITe/eHOFL.tKHEID "(courteoUS, 'well-mannerelJ}/.(beh.)ef, beskaafde manf are ) -1

II
~,

eSPoNstalS/.VERANTWOORDI:l.!KHEIO \
(dependab le, reliable )/.a( betrouba.arhaid , vertroubaairhei d)-1

wtSOOM/ ..WYSHI::tO ELp··CONTROLLEO!.SELFSEHEER$!NG
(a mature understanding of lHe)/ ..('n vo twaaee relOtra.ined,$elf-disc:iplinad)/~(in toom hou,
begrip van die l ewe ) -18 elfdi$sir:)lina)
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1"000 STones
11a( i )Her'e" ani' tl'\e names of some we11~known food

,stores. SHQWCARD 1". Would you please tell
JOOat. \~hich \~oC;l(lstore you do the bulk of
your Shopp ing? SINGL.E MENTION. RECORD agLOW
UNDER c. l1a,( t l,

l1a(Ullf NON~ <.it Q:l1a(i) ASK: "If you had to
ChOOSe the storQ at whieh the person who
d~es )".,QurshOPPIng was to anco ,2)1;, then
"lilCh one ;ot.ore would you choose'?" SHOW
CARO "F. $:tNGI.J! MeNTIONReCORD aeLow AT Q: 11a( i i)

I tho Now, rega"'oins the Food store ~mere you
would dQ 1;ha bulk of your stoeery shoop tns ,
which valve from LIST A ~Iould you say 15
most 1 ike •• '1 (FOCD STORE r~e:NTrONED IN
Q.l1a(") or O.11a(ii). S:NGl.C MI:NrtON.
R$CORO ON ~AGE 21 UNOI:R Q.l1b.
"'CIRCt.E1"H1: Rel.EVANr VALUe.

110. NOI-i,"Jin the Same way, which va lue from
c I.!Sr S ;s most lil<e .. ? (FOCO S,to"<E

MENTIONED tN Q, l1a.\ i) OR Q.11all~».
SINGL.E MENTION. RECORD ON PAGE 21
UNDER Q.11<:. *CIRCl.E 'i'HS,·RSl.EVANT VALUE.
We can allcvisl~alise an ideal food store
where we wOl.llel, like to do the bul k of cur
grocery $hQpp111I(j, which va lue from l.IST A
wou 1d YOI.I say ; s most like your ideal food
"store, whether it reall; exists or not.
'SINGI.E MENnON. RECORD ON PAGE 22
UNDeR Q.11d. *CIRCLE THE Rtl.eVANT IDEAl..

,i 1d.

t.re , Now. ifn the same way I whieh va 'lue from
l.IS1'B is most 1ike vour ideal food store?
SINGLt.i"MENTION. ReCl)RO ON PAGE 22
UNC)ER Q.l1e, *CIRC"E THE REI.EvANT IDEAL.

KR~!DeNle:R$WARE WINKELS
.11a(i)Hler 1S d'~ name van 'n paar oekenda kruide~1ers-

ware winkels. TOCN KAARr~. Kan lJ ass~~liaf V1r
my sa by wae'ter' kruideniersware .winkal U'. die meeGte
van 1.1 inkope doen? ENKEI.E ANTWOCRO NOteaR HIS.RONOERBY V.lla(;) .

.tlll{ii)l:ndien GSEN by t t at i ), VRA: "As u die winMl moea
kies waar die parsoon wa'!;u inkOpE'.! Cloen dle meest.e
van u inkope moes Ii.OOp, watter een winkel sou u kle$~
rOON KAART F. eNKt_c ANTWOORD. NOTEER HIERO~OeR ~y
,v.l1a(il).

.llb Nol.I,eangaano~ d~~ krl.lideniersware winkel waar u die
rnee$te van u k'··..'.ctenierswer-e keoo , watter waar'de
vah LYS A meeh u k.tem ooreen met •.•? (KRUIOENII:RS-
WARE WINI<EI.QENOEM rN V. 11 a( i) OF'V .11 a( i i}).
ENKEI.E ANIW10.RD. NorEER OP ElI.ADSY21 ONc)ER V.llb

.11 c NOU. oOr'E'.!snkomsti 9 die bogenoemde vr aaq , \~att.er
waarde van t,YS a stem ooreen met ••• ? (I(RUIDENleRS~
WARE WINKEL GENOeM IN V.l1a(;) OF V.l1a(ii».
ENKEl.E ANTWOORO. NOTeeR OP Sl.ADSY 21 ONDER V.11e

.11d Alma 1 kan daar-ct e ideal e krui den; ersware wi nke 1
v'suali$~er waar almal graag die messte van hul1e
kruideniersware s,CJuwi 1 koop , Hatter waar'ce van LYS
.A meen u stem ccresn met:. 1.1 ideale Kruideniel'swClre
winkel nou bestaan of nie? ENKEl..eANTW()ORD. NOTEER
OP BLADSY 22 ONDF.R V.lld

elle NoU, oOr'~dnkom$ti9 die bogenoemde vraag, watter
waar-da '/Gn LYS a s cem OQreen met u ;!Jelllekruide-
niarswAre winkel? ENKel.E ANTWOORO. NOTZER OPBLAC)SY 22 ONOER V.lle '

<:l.1la( i l/.V .1Ia( i) 'l.1Ta(; i)/.V .11a( i i
.MO$-·OFTI:N MOST l.IKel.Y

/~ME~~OIKWELS /eMEES WA~RSKYNL1K
.. ('3~) (,40)

CHECKERS -01 -01
HYPERAMA -02 -02
GRANO BAZAARS .. -03 -03-,.--- ....----- ........~..;. ..... --- ....-....-~-------...--------- .....-------------~.-....- ..•,-----JAZZ ()
OK 6AZAARSprCK~IN~PAY SUpeRMARKETs

~04
-05
-06

-04
-05
"06-------------~------~~---------....------------~--~-----------~----PICK 'N PAY HYPERM4RKETs

SHOPRITE
SPAR

-07
~08
-09

~()7
-08
~09~~~~~~;;:Hr.I----------~---..~---:~~-------------------------...-:~o-

NeA~ay CA~~ OR TOWNSHIP STORE
/oNAeYE KA~EE 'OF SHART
OORPSGESreO ..WINKeL -11 -11
NONE/.GEEN -12
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I
(41)

Q.l1b/"V.11b
VALIJE A/_WAARO!:! A

;'\', Q. f1C/V. 11.::
VALUE B/"WAARDE B

A COMFORTABLE LIFE/- n GERIEFLI1<E LEWE
(a prOsperOlJs lifc)/.C'n voorsl)oodige lewe)
AN EXCITING LXFE/s'n OPWINOeNOE, lEWE
(a s't;.1I!1ulat.in9,active ,;fe)/_('n opwekkend(j,
akt.iawe lewe) -02
A SENSe OF ACCOMPlISHMF.N'r/e'n GEVOEl VAN
VERVULLING
(last1ng contribution)/~('n blywende bydrae
om te lewsr)
A W~RLO AT PEACe/ii'n WERELO VAN VREOE
(free of war ana conflict)/.(sander oorlog
en konflik)
A WORLO OF BEAUTY/_'n WERELO VAN SKOONHeID
(beaucy of nature and the arts )/$( dH\ skone
nat.uur en kunste)
EQUALITY /"GELi,l<HEIO If
(br'othernOOd, \''1(1ualodJortuni ty fot' all)
/_(broedersKap en gslyke'geleenthede vir
alma1)
FAMILY SECUR!TY/_G"SIN SE;KUFHTen
(taking cire of loved ones)/.(ontferming
oar ge \i~fdes I
FREEDOM/.VRYHEID
(1ndependence, free cnoice)/.(onafhank-
likbeid, vrye keuse)
HAPP!NESS/.GElLlKSALIGHEID
(contentedness)/.(tevreoenheid,
vOldaanheid)
INNER HARMONY/.INNERL!KI: EENSGEstNOHE!O
(freedom 'rom inner conflic~)/.(vfY van
innerJike kOnfl1k)
MATURE LOVe:/.VOLWASSE LIEFOe
(sexual and spir1tua: int.itr.tl.",yJ/'I(sek.sueleen
geestelike i~~iemhe'dl -11

NAnONAL, Se:Cl)R!'tY /.NASIQNAL,!;\ ~"-'<.Ut<J:TEIT
(protect.'ionfrom\attaCkJ/.(b(>;3¥.erllllngteen
aanval1e}
PLEASURE/.PL£:stER -.
(an enjoYab 1o:!, 1eisur-e 1y 1ife·l/e('n
genotvol1 ..., r\r'ltspanneilgelewe)
SALVArtON/.II!'ZRlOSSING
(saved 1 st:c~rnal1ire )/.( tot bekeri n9 kcm,
.owl!)elewe)
SEL.F~F;ESpeCT/ .SELFRE$peK i'
(s9lf"Mteem)/e(se li'ingeMmen( ",3d)
SOCtAl RE:COGNli!ONI.SOSIAL,!= ERKENt-ING
(respect, aamiration)/9{reSpeK. 'oewonQering
van andere)
TRUE FRISNPSHIP/_WARE VRtENqSKAP
(close compan;on$hipl/~(heg4e kameraad$kap) -17
Wf'SOCM/ClWYSHeXO
(a, mature under'standin'ilof life}!_( 'n volwasse
begrip van die lowe) -18

-01
AMElIT!OI.JS/_AMetS!EUS
(hard-work'ng, a$pirinsl/o(hardwerkend, vooruitst.rewe~~) -
6ROAPMINOEO/IIICI'JSel{ROMPENHEIO
(dpel'l"mlnded)/III(niekleingeestig nie)

CAPABLE/"aEKWAAMHEIO
(competent, effect1ve)/,~f!undi9heid. dO!;lltreffenheid)

-03

-04
CHEERFUL/_OPGERUIMD
(1 igntheart.ed, joyful)/.( vro li k , b 1ymcad i9, ol)gewek)

...os
ClEAN/IINeTHE:to(neat, tidy)/_(skoon, sindeHi<, ordelik)

COURAGEOUS/.OAPpeRHEIO(stand1ng up for your beliefs)/~(die moed van 'n mens se
OOr'tulg1ng)

-00

-01
f'ORGIVING/.VERGEE'!I~·'SGe:SINO(win,ng to Pardon Others)/.(die gewilligheid om andere
te vergewe)

-08
HSLpr.UlfeHULPVAARO!GHeID
(worKIng' for the welfare of OChers)/.(om na die welsyn
van andere om te s1en)

-09
HONeST/.e:ERLIKHE!O(sincar'e, truthfu1)/_(waarheld,omregtheid)

-10
IMAGINATIVE/.VERaEELOINGRYK
(dar;n9, creat ive ) /111( dur f , waagmoed, kreat ie f)

lNOE:PENOENT/oONAFHANKLIKHEIO
(self-relianC, self-sufTicient)/.(selfvercroue,
se lfversol"'gend)

-12

INTELLECTUAL!eINTELLEKTUEEL
{in~el11gent.. reflectivel/.tjntel1ig~nt. denKen~1

luGICAL/eI..OGIES
(t:.lJnsistent,rational )/.(konstandheid, ras tcnee l)

-14

LCV!NGII)L;(t;~De;VOL
(affect; onace , nander-) rille bemin1 iI<, tOG9er'\e~!,1iefhebbend )-

oeEOIENT/.G~HOORSAAM
-15 (dutiful, respectfulJ/.(pligsgetrou. eerbiedigl
\ ''. ) OLITS/.HOFI..IKHE!O

(courteous, wel1-mannered)/ft(beleef, beskaafde manier'S)
-16

~ESPONSlaLE/.VERANTWOOROELIKHEID'(dependabl e, reIiabl Ii! l/.tbetl"oubaarheid, vertr-ouoaarl1eiCI)-
SELF-CONTROLL.eO/eSeLFSEHEERSING
(restrained, $elf-disciplined)/.(in toom hou.
$eli'clissipl1f\El)



()
Q. Ild/ ..V. l1d
t~EAL A/_IOEAAL A

Q.11e/.,Q.11e
VALUE B/flIOEA:~l B

AM.A.ITIOUS/.AMBISIE\)S
-01 (hard-work 'n~, as!:); r t n9 )/e( harc;lwerkeno, vool"'ui tstrewend)

A COHFORTABL!'i L:tFE/.'n GERIEr<l.IKE LEW~
(a prosperous lifel/o('n VQ?,.spoedige lewel

~N EXC:trING LIFE/.'n OflW"INOENOE,LEWE
la stimulatIng, aCtive 11f&l/o('n oAwekk~nd~,
aktie~le lewe) -,)2

A SENSE OF ACCOMPLISHMENT/a'nGEVOEL VAN
VERVULLING V
(lasting contnbut.ion)/.( '0 blywende bydras
om te lewer)

A WORLIJ AT P6ACi;/,,'nWt:~ELO VAN VREOe
(free of '"ar" and conflict.)/IIIi(sonOer oorl09
en konfliki

A 'rIORLO OF BEAUTY I.,' n \~ERELD VAN Sl<OONriEID
(beauty of natUre and the artsl/_(dle sKone
natuur en Kunste)

eQUALITY/.GELYKHEID
(brotherhoOd, eQual opportunity for ali)
i it( broederskap en gsl yKe g$ ieel(itt1ede vir
almal)

FAMILY S1;CURll'Y/..,GESINSEKURITE:IT
(taKlng care 101' 10VEl9 oni;!sl/ .. (ontferming
oar galtefdes) .

FREEDOM/ ..VRYHe~O
(indeplOlndence, free C'holca)/.(onafhank-
likheld, vrYe keuse)

HAPPINE:SS/.GSLUKSALIGHEID
(conten~ednesS)/.(tevreaenheid,
voldaanh$ld)

INNeR HARMONY/.I"lNERLIKE eENSGE$INOrEIO
(freedOm from, inner conflicc)/.(vry van
innerliKe konflikl,

BFlOADMtNOEO/.ONBEKROMP':NHEIO
(op.~n-m1nded}/.(nie kleingeestig nie)

CAPASLE/ .aEl<WAAM~IEID
(competent, effec~iVe l/lll( kundigheHI, doeltreffenhei 0)

-03 u

CHEERFUL/.OPGE::RUlMO
( 1 j ghtl'iearted, joyful) /_( vro 1 i k , b 1ymoedlg, opgeweK)-04

-05
CLEAN/tlNETHEIO
(neat, t'idy)I,,(Skoon, sinde l j k , :'IrdeliK)

COURAGEOUS/.OAflP~RHe!O
(standing up for your beliefsl/it(die moed van 'n mens se
Qortuiging) -(

-06

-07
FORG!V!NG/.VERGEEWE~SGESINO
(wil1il.,g to parddn others)/ .. (die gew:illigheid om .an::lere
te vergewe)

HELP FUll 'lULPVAARCJiIGHEIO
<working for the welfare OT o'Chers)/it(om ne die welsyn

-08 van andere om tEl s ien ) -c
HONesr/oc5RllKHEIO
(Sincere, truthfull/.(waarheid,omregthe1dl-09

-10
IMAGINATIVE/.VER8EE:..DINGIWK
(darIng, creative)/_(durf, waagmoed, kreatief)

\.1
-1

MA TURE LOVE/.VOI.WA';lS~ L!EFOE !NOEPENOENT /.ONAFHANKLIJ<HEIO
(sexual and splntual inr.1maoY)!<II{seksuele en (ss1f-re1iant:, se1f-sufficient)/.(selfvertroue,
gee"itel ike inr.iemheid) -11 se 1fversol"'gend)

NAnONAL SECURITY /.NAS:tONAL~ Sl~KUlursn
(pror.ection from attackl/o(bElSI<ermlng teen
aanvalle)

PLEASURe/_PLESIER
(an enJoyable, leisurely 1if.)/."n
genotvol1e, ontspannende lewe)

SALVATION/.VERLOSSING
(saveCl, eternal life)/~('tot b~Kering kom,
ewige lewe)

SELF-RESPECT!.SELFReSP5K
(self-0steeml!o{selfingenomendhOid)

SOCIAL RECOC3NITION!.sosIALE ERK$N!UN~
(respect, aCli01rat;;On)/.(respek. bewonder'ing
va.n andere)

TRUe FRIENOSHIP/9WARE VRIENOSKAP
(close companion!.t';hipl/.(hegte kamer-aadakac ) -17

,,)
WISOOM/oWYSHEIO
(a mature understandi.19 of lite)/.( '1'1 volwa:sse
be9ri~ van die le~a) -1

~1.2
IN" EL1.ECTlJAL I fIIN,.e;LLgl~TU EEL
(inte ll1gent , reflective 1/.( i m.g11igant, danKend)

LOGICAL/4ILOGIES
(consistent, rational)t.{ko~standheic;l, r8$10nee1)-14 -1

LovtNn/.LIEFOEVOL
(affectionate;' tender)/.(beminl ik, toege"es, 1iefhebbenQ)-1-14

oaSOIENT/8GEHOORSAAM
-'15 (dutiful, resl)ecti'ul )/~(pl;9$getrolJ. eerbieoig) -1

POLITE:/.rtOFL!KHeIO c

(courteous, I'Jal1-mannered)/~(beleef, beskaa.fde manidf;;l)-1Q -1

RE$PONStBLE/eVERANTWOOROEL!KH~IO
(dependab Ie, r- 'I' able );.( betroubaarheid, vert.roubaarhtlld )-1

$ELF-CONTROLLEOi.SE;LFaEHeE:R~.rN~
(res't.l-.ined, se1i'-cliscip 1inad) /_( ; n tOQm ho~,
selfclt;3sipline) -I-------------------- -L~ ~. _



----~M~o~t~O~R~C-A~P,~S~------'---~--~----~--·------~.~--UMO~TT,On,R;;S~-------------------------------------------
'123.. Hare are the names of some well-known motor

ears. SHOW CARD G. Plel1sQ could you tall
me which motor ear wowlC,l you be most 'I ike1},
<:0 purchase? SINGt.E ME:NTION. RgCORD 13Et.OW
UNDER Q. 12a.('

12b. Now, regard j ng the motor car you waul d
uaua l l y purchase. whlcn va l ue f'l-om t.1$T A
woul.d you say 1$ most. like "•• ? (MOToR r.AR
NANI::O IN Q. 12<1i, SINGI-E MENTION. ascoao
ON PAG(;; 24 UNDeR Q. 12b. *CIRCI.E THE.
REI..EVAN'r VAI-UE.

.12a Hier 1$ dr e name van 'n paa.,· bb;::-nde motoro.
TOCN KAART ,,:c. xan u aaseo t i r:,f vi r my se wattsr
motl)r u mses wa~r$kyn. 1ik sou. keop? ENKEt.E
ANVfJOORD, NOTEER HI ERONDER BY V. 12a

912b Ncr , aanqaande die mci,:tor I,at u gaweonlik zecc , wat.t.er
waarc!e v(in t.YS A iTleen u 'stem ooreen met , •• ? (kOTOR
t1ENOEH IN V. 1Za) ENK~LE MTWuO~D. NOTEER OP BLADSY
~4 ONMR V.~2b

Now. in the saw£! way. whiCh value frClm a12e
LIST 8 is most lil~e •• ? (MOTOR CAR MENtIONED
IN Q. 12a). SlNC>LE MENTION. REcq,RD Ol~ PAGE Z4
UNDER o. 12e -(II'CIRCLE THE RELEVAN'I~ VAL.UE.

,t

12<::.

12d. Wa can 0.11 v'isu-s l ize an f dae l pr-oduct; whiCh 1I-12d
we wou 1d buy if on 1y Some company we,u1d
make it. Ilhi<:h value from LIST A ;$1 mO$t
1 iKe YOy!" iCleal motor car, whether 'It
ex i<Jt:s or not? S!NGi..E HENTION. REt;ORD
ON PAGE 25 UNDER l~d. ~CIRCI-E TH~ REt.EVANT
mEAL.

12a. Now, in the same way. whiCh ,'s.)itie from '"
I-IS1' a ; s most. 1; ke your idee 1\\mot~lr car?'
S1NGt.E: MIONT:(ON. RECORD ON PAGE ,'i25
U"O'''il Q. 129. *CJ;RCLE THE REI-eVANT ',Ot;AI-.

I (45)
AUOt
BMW
FORO---1:,\--------------.;.----
HON,DA -1)4-

MAZDA -os
MERCeOES -06----------_ ........ - ..._,- ..,--- ....-
NISSAN
OPEl- .,
TOYOTA

-01
-08
-09

VOLKSWAGEN

NOLI, ooreen.Komsti 9 di e bogenoe~'lde '/raag, wat.ter
waarue van LYS 8 stem, ooreen m·H •. ? (MOTOR GENOEM
IN V.12a) ENKELE ANTWOORD. NOTEER OP BLADSY 24
ONDER V.120

Alma.l kan daar-d t a t dea l e produ4,visualiseer \1at a l rnal
graag sa 1 wi 1 koop a,s een of ander'mAa't;.sKappy net. so
'n prodllk aa l vE)rva~rdig. Wattl!r \~aarde van I-YS •
meen u stem ooreen mat u ideaie motor, of Qie me
bes eaan of n ie? .ENI(ELE ANTWOORD. NOTEERUP aI-A
25 ONDF.R V.12d '

.12e Nou, ooreenkomstl,. die bogenoernde vras9, wacter
waarde van 1..)'3 a stem ooreen inElt.u ; dea 1e mot.Clr?
E~lI'.ELE ANTWOORO. NOTEER QP I')I-AOSY 2S ONDER V. 12e

....... -------.,-----------~,---:~------



"INNER HAf'lfJONYIQINNE:RUKF. EE:NSGE:SWOHE:rtJ
(freedom from lnner conflict)/e(vty van
innerlika konflikl

2-1

Q. I~C/.Q.~-----~-------
VAL~US~"~B~/~e~~_AA_R_D_E__a ~ "~(~~~2_,,_

M8ITIOUS/eAMBISIEUS
hard-worlong, aspiring)/e(hardwerllend, voor".Jitsr.rf)Wend)."

0.121:1/,,\I,12b
VALUE A/eWAAROE A
A COMFORTAS(e'LIFE/.'n GeRIEFLIKE LEWE
(a prosper9us lifel/.('n voorspo~dige lQwe)
AN EXCITIt4G UrE/e'r\ OPWINOENOE.' LEWe
(a selmulat1ng. act-lve 11fo)I.{'n opwakkende.
akt1eWe lawaj -02
A SENSE O~ 'COMPLrSHMEtH 11\9' n GE:VOEI.V,\N
VEI'lYULl.ING \
( I as t, 119 contl-,bUt.lon)/ei 'n b 1ywende bydrae
om t~ lewer)

ROAOMINOEO/ ..CNBEI<ROMPENHEIO
ol3an-minOed)/e(nla klelngeestig ntu)

APA8LE/.~~KWAAMHeIO
competent, effect1ve)/e(kundigneid. ooeltreffenheid)

A WORLD AT PeACE/.' r:\ \~ERELD VAN VRE:OE
(free 0f wal"-anClconfl ict)/c(soncser oClrlog
en konflik) .
,A WORlD OF BEAUTY /e' n WERELO VAN SKOONHEID
\:(beauty Clf(;"cure and ttle arts)/.(die skone
ryflt.l.Iuren kl.lnste)
!iQUAlITY;.GELYKHE:IO
~brotherhood. eoual opportunity for all)
;_( broedersKap en se 1yke gEl leenthede V1 r
a Ima l )

HEERFUL/.OPOERUIMD
lighthearted, Joyful)/.(vrollk, b1ymoedig. opgewe~)

.Ll:AN/eNETHEIO
neat, tldYI/e(SKoon, sindelik. cpdelik)

OURAGEOUS/.OAPPERHE:IOstanding up for your beliefs)/fl(die meed van 'n mens se
artuiging)

FAM~LY SECURITY/eGESIN SEKURITEIT
(taKing care of love~ onee)/.{oncferming
001" g~"liefdes)

/I

FREEDOM; tlVRYHI:I.O
(indeoenoence. free choicel;e(onafhank-
likhe1d, vrye keuse)

ORGIVIN~/.VERGEEWENSGES!NOwilling'to pardon others)/e(die gewi11igMiid om andere
e vergewe)
ELPFUt./eHULPVAMlOIGHEIOworg 119 for the welfare of otl"'ers)/e(omna die welsyn
an andero om te sienl

HAPPINESS/eGELUKSALIGHEID
(contentednl.s)!e(tevredanhe1d,
vol daanne 10)"

.ONEST/.EERLIKHE!O(sincer-e , truthru 1)/.(:waarheid ,omragtha; d)
\\MAGINATIVE/eV\::RBEElOINGRYK

daring, creative)I.(durT, waagll10ed,kre;;l.t,ief)

MATURe LOVE/.VOLWASSE I.l:EFOE
(seXl.Ialand SPiritual intimacy)/.(seksuele
geestelike in ct emnetu )

NDEPENOENT 160NAFHANKLI!,..tEIO
(se 1f-re 1iant, salf-suff; c;e,:t)1,.(salfvertroua,
e 1fv.ersorgend)
NTELLECTUAL/erNTELLEKTUEEL

(inte11 ;gant. rerleCt;ve)/.( intell iaent. den~:a~~)
NA,rrONAt.,.SECURr.TV/.NASIONALE SE:KUIHieIT
(proted:.lon from a1:t;;l.ck)/o(beskermingteen
aarwa l1e)
PLEASURE:/,.PLESIE:R
(an enjoyable, leisurely life)/.( "n
genotvolla, ontspannende lewe)

OGICAl/eLCGIES
(consistent, rational)/e(konstandhaid, rasion$el)

SALVA TION/.VERLOSS!:<G
(saved, eternal I if,,)/.(tqt bekering kom,
ewige lewe)
SELF:"'RESP~CT/.SELFRESpeI<
(self-esteern)/.(selfingenomendheia)

OV!NG/.L!E~OeVOL(affectionate, tender)1.( bern;n1i 1<, toegenee, "Iiefhebbend l-

$OCIAI.. RECOGNITtON/eSO$V,LE ERl<ENNING
(respect, admlrat10n)/.(respeK, bewondering
van <lodere)

BeOIENT/eGEHOORSAAM
(dutiful. resPectful){6(pltgsgetrou, eerbiedisl
OI..ITE/eHOFLIKHEIO
(court60l.lS,well-mannered)I.(b~leef, baskaafde maniere)

TRUE FRIENOSHIP/.WARE VRIENOSKAP
(closs companl0nsnip)/.(hegt9 kameraadskap)
\~ISOOM/.WYSHEI 0
(a mature ~nderstandin9 of ,;fe)/.('n
Qegrip van ',1e lewel

ESPONSI8lE/.veRANTWOOROELIKHEID(dependabl e , ra 1iable l/e(betroubaarhElid, vertr()~.c;a<i?h<'lict)-

EI..F-CONTFlOLLEO/e$ELFBI;HEERSI:'G(reStrained. s~lf-d;sciplined)f~(in toom hou,
elfdissipl ine )

". t.
::;:~/



Q. 1id7.V. 12d
iO~AL A/~IOEAALe A I Q.12el.Q.12eM ~g) tDEA!. B/G.tDEA,'\Ll~ B (4.'1)
A COMFORTABLE LIFE/e'n GERIEFLIKE LEW~~~--~~~-f----------'~~--------~--~~------------------'
(a prosporolJs lifa)/tf('n vQorspoEidige lewe) -01 MBITIOUSI.M1BIStEt.lS

har.d"'WMK; ng I asp 1rin9 ) / .. ( hardwerkel1d. vocru itstrewend )
AN EXCITING LIFEII.'n OPWXNOeNOE' LEi'll:
(a StllntJlal;.1n'il. ace tva life)l-( 'n. opwekkande, FlOAOMINOeb/tlONBEKROMPENHEIO
aKtlew~ lE,we) -02 I ot:len-mlnd(~CI)/e(nH') klEl1ngeestlg nie)

.•a:

A SENSE 0;: ACCOMPLISHMENT I.' n GEIIOE\. VAN
VERVULLIN~
(lasting ·¢ontrlblJtionJ/tiI( 'n blywende byClrae
om te lewer) -03

A WORLD AT PcAC!:/_'n \~ERELO VAN VFlED!;
(free of \~ar and conf11ct)/_(sonder oorloG',·
en konflit<)

A WORLD OF BEAUTY I.' n l'IeAeLDVAN SKOONHeIO
(bea-.Jty of nature and the arts)/o(die skcne
r'lacuul" en kuns ce ) (]

SQl,JAI..:tTYloGEL YKHEIO
(brotherhoOd, aQual o~~ortunity for all)
/.(broeo.rskRp an ~elyka galeenthede vir
a l ma1)

FAMILY 5ECURl;'rY/"'GD$I~ St:KlJRIT(;!T
(taKing car-e of 10veo onesJlo(or,r.ferrning
oc r gel i.fdes)

F.REe.OOH/<evP,YHEIO
{i noepe,1dence, free choi c::a)/.< onar'hank-
1i kne 1,.c;l, V rye keuse l

HAPP!l'IE$S/ ..GELUKSAL!QHEl;O
(ccntentednessJ/o(tevredenheid,
vol'daanhIHd) .

l;NNER HARMONY/$!NNERLIKE EENSGESINCHE!D
'(freedom from inner conT11ctl/b(vry van
1nner'J ike kon1"l ik)

MATuRE I..OVE/.VOLWASSE I..!Ei=DE
(sexual and sc t r t eua", intimacy)/Nseksuele en
geesteiike intiemheid) -11

NATIONAL SECURITY/-NMIONALE SE:<.URITE:r:r
(PCoCect10n 1"1"om;:tta::k)I.(beSI',erming r.een
aanval1e) -1?
PLEASURE/.PLESIER
(an enJoyable, 1eisurely life)/.('n
genOtvo 11t3, oncspanne'lde 1ewe)

SAI..VATtON/.VEA~OSSrNG
(sa':ed, eternal lifel/.(t;ot'bakering Kont~
eWlge lawe)

sei.F-neSPI:CT I tSELFREsflE:R
(sel1"-e~teem)/.(selfingenomendhoid)

SOCIAL RECOGNIitON/.SCstALE ERKENNING
(raspee~, admlratlOnl/ciraspek, bewondering
van andere ) .

TRUE FRIENDSHXP/_WAR$ VI~teNOSKAP
(close companl0nShil'lJ/..,(hegte kaml.-)raaqskap)

WICOOIV.,W'(",MEIO
(a macuro undarstandirlg of life)/.,( 'n volwa$se
tJElgrip van q,ie lewel -1

APAElLf1i/.aE:l<WAAMHEID
~ompeten't, effeet 1Ve )./.( kundi 9M\icl, doeltreffenhei d) -0.

HEERFUL/llIopoeRUIMD
-04 ligl'l'i:.ne~rted. ,Joyf!.l'i)/_(vrolik, b.l ymcediq , opgewak)

LEAN/.NETHEID
...,05 'neat, C10y)/_(skoOo, a ince l ik , or-de l ik ] -0;

OURAGEOUS/.OAPPERHEID
standing up for your beliefsl/.(die moec van 'n mens sa

-06 ortuiglng) w~f

ORGIVINC/.VEAGESWENSGESINO
-07 willing to pardon others)/.(die gewil1igheic;l om ancer e

e vergewe) ~07
ELPFUL/.HULPVAAROIGHcIO

-08 .working for the welfare of other-s)/_(om na die walsyn
an andere om te s i en )

ONESrl.!DEERt.IKHEIO
-O}'l ., rrcare , truthfu 1)/.( waarhe !e , omregt~eid) -oe

MA~INA nVEI '!tVERBeSl.C.fINGRYK
-10 dar tnq, ¢rea,~ive)/4I(dur1". waagmoed, I<reatief) -1C

NOEPeNDENT I..ONAFHANKLIKi·!EIO
S81f"'rel iant, se 1r-suff1 cient') I.($e 1fver'trolJe,
-e 1fversot'send )

NTeLLECTUAL/eINTELI..EKTUEEL
intelligent, re1"lectiv~)/.(intel'igent, denkel1d)

-1'

-1.::

dGICAl../tlLOGIeS
-13 'consistent, rational)/.(konstandhe1d, raslan.ell

I,. jlOVING/.LIEFOEVOL
~14 affect:i'8nate I tender )/_( bern;n 1H" toe~anee, 1iefhetlbend )--1.!

BEDIENi/eGEHOORSAAM
dutiful, respectfIJ1}/.(pltgsger.rolJ, eerbiecig)

Otl:TE/.HOFl..tKHEIO
-16 .colJrteous, we 1I+manner-ed)/..(be leaf. beskaafde man; ere i

-15

-16

ESPONstel.E/4IVERANfWOORD£!LIKHEID
dependab Ie, re 1iab l e II.,betroubaarh$; d , vertl'qubaarheid) -17

ELF-CONTROLLEtJ/.SEL.FaEHEERSINC,
restra.ined, self-disCiplinad)/.(in t.ocm hou ,elfqissiplil1Q)



CARBONATED SOFT DRINKS • BRurSKOELDRANKE

'3aC i )Here are ~)1e names of sOllle popular" brands
of carbonated so.ft drinks; SHOWCARD H.
Please would you tell me which brand you
buy nr"st. often for yciursa 1f? SINGl.E
MENTION. ReCORD ,S=(;C)WUND~R Q. 13ai ; i.

13a( i. i).:tf NONE at O.13a( i) ASK: "tf someone
were to offer you a car~onated soft drink
free, wnicn "one of I!.hese brands would you
enoose'?" SHOWCARD H. SINGLE MENTION
Re:CORDBELOw UNDER Q. ~;la(i i I

13b. Now, regarding this .brand, which value from
LIST A would you Sill is rllQSt. l.il~e •.• 7. (BRAND
MENTIONED IN O.13i;,'ti) or Q.13a.(i1}.) SINGLe:
MeNT!ON. F!ECORDON PAGE 2.7 UNDER Q. 13b.
'l'CIRCl.E THE RELEVANT '1Al.IJE.

13':. NOW, in the $ame way. \~r,iCh, value from,LIST
Sis most 1 ike •• 1 (eRAND MENTIONEO IN
Q.13a(t) OR Q.13a(i;» SINGLE MENnON.
RECORD ON PAG~ 27 Uh,~PERQ.13c.
~CIRct,.E THE RELEVANT'VALUE.

13d. We can all visualise an 'de~l produe~ which
we wow 1d til!)" if on 1y some. company WQU 1d
maKe Ie. WhiCh value fr"om LIST A WOUld you
say is mo.s'C 1 ~ke Y0I,Jt" ideal brand. whether
it really eXi~ll:s or not. SINGLE MENTION.
RECORO''ON PAGE 28 UNDER Q.13d.
*C!RCl.~ ~HE RELEVANT IDEAl..

13e;l Now in the same way, which value from LIST
.8 is ;nost lika YOI,Jr jdeal brant!'? S!NGl.E
MeNnON. RECORQON PAGE 28 UNDeR '.13e.
~CIRCl.E THE RELEVANT ICEAl..

COCA-COLA
01;ET COI':E
FANTA

• 13a(i)Hier is die"nama van 'n caar bekende brulsl~oel:"
dranke. TOON";(AART 'H. Kan U as.sel;)1 ief v't r my
sa wZlttar handelsmerk w me~s dikwels vir uself kOQP?
ENKELE ANTWOORO. NO.T~EfI HIERONOER 9V V.13a(1)

.13a(iillndlen GEEN by V.13a(i), liRA: "AS iemand vir u 'n
koeldrank gratis sou aanbled, watter earl van hierdle
handelsname sou U kles'? TOON KAART H. ENKEl.E
ANTWOORD. NOTEER H!ERONDER BY V. 13a( i i }

.13b Nou, aangaande hlerdie handeTsmerk, wattar waarde van
LVS A ma.,n u st.em ooreen met. .,.1 (HANDgLSMEf'lK GENOEM
IN V. 13a,I i) OF V. 13a( i i) ) ENKELE ANTWOORO. NOTEER
oP 8LAO$Y 27 ONDER V.13b

~13e Nou, ¢o,eenkorllstig die bQgencemde vraag. wacter
waarue van I.YS B stem ooreen milt; ••• 7 (HANDEl.SNAAM
GENOE;MIN V .13a( i) OF V. 13a( i i l) ENKE'~E ANTWOORO.
NOTEER OP SLADSY 27 ONCER V.13c

\\
.13d Almal ken ciardie icteale pr-cduk visuali$eer" wat a lma l

gr'ia.g sal 1411 kooo , t:l.S een of ande r' maatskapoy net so
'n produk sal vervaardig. watt.er waarde van I.Y~ A
meen u stem coreen met. u ldele hanOelsnaam, of die
handelfinaam now bestaan of oie? ENKELE ANTWOROO.
NOTEER OP BLADSY 28 ONDER V.13d

.13e Noul ooreenkomstig die bogenoernde vraag, wat~~r
waarce van LYa 8 s'cem oor-sen met IJ ; dell.1e
hande l snaam?, ENKELE ANTWOORD. NOTEER 01=' Bl.ADSY
28 ONDER Y.13e

(SD)
Q13.a(i)/eQ13.a(i)

MQST OfTEN
/.MEI:S OrKWELS

(S/)
Q13.a,(ii)
MOST L!KELY

/.ME~S WAARSKYNLIK

~01
-02
-03----------- __ ..._ ..... '/ .......... --- .....-....----_._----:-_ ....-....----_ ...._-- ...._--------

KREST GINGER ALE
PEPSI
SCHWEPPEt

-04
~05
-06

-04
"05
-06

c'__ ..._ ...... .... """...........":""". 'l._ .....,._............_,....__ ........._ ....._ ....... .... _

SPARLETTA
SPR:t'nt
STONEY GINGER BEER

-07
-oa
:"09

-07
-08
-09

TAB
NONg/"Gr:r:t~

,i -

-10
-11



)1

1\

A COMFORTABl.e: :...tFE/o'n GEHIEFLlKS LEiWE
(a pro:sp~rou~ J ifEl)/.( 'n vqors£1oedige lewe) -01

Q.13/",\I·, 130
VALUE A/,.WAAflOE A

O. 13c/IiO. \3c
VALUe: B/eWAARO~ B

AMBITIOui;/.AMGISlcUS
(hard-work; ng I aspiring )/.( hardwerKand. veeru i t.st.rewend)

AN sxcrrmc L1.FE/.'n OPWINOENOe LEWE BROAOMtNOEC/tIlONBEKROMPENHEtD
(a st1mulating, active lifa)/.( In (;'p~Jekll:ende, (open-mlnded)/e(nie kle1ngeestig nie)
al(;t i ewe 1ewe} -02

A SENSE OF ACCOMPLISHMENT/.'n GEVOEt..VAN
VERVUl.LtNG
(lastlng cont.ributio,,)/e('n 'blywende bYdrM
em ta 1e\~<;}r)

A WO~LO AT PEACE/g'n WEREt..OVAN VREOE
(free of war and conflir:;'t)/ ..(sonder oOl'"log
en konfl t k )

A WORl.O OF BEAUIY Ie' n \~EREI.CVAN SKOONHe;:IO
(beauj:Y of nature ana the arts)I,,( dlA ·Skone
na cuur en I~um;-..e)

EQUAl.ITV/.GELYKHEIO
(brO-cMrhood. equa l opportunity for an)
j_(bro6aerskaP en ge1yKe geleenthede Vlr
a lma l )

FAMl:L'f SSCURITy/ •.:;eSINSEKUlHTEIT
(taking c~ra of loveo ones}/.(Ontfermlng
oar ge1iefdes)

FRE~DOM/.vRYHE!Q
(i ndeper.danCI=, 1'1'l\e C~,Olce l/lll( cnarhank-
.1 i kh<a; c , vrye '{eusa)

HAPP INESS/eGE.LUK 3AL:tGHeIO
(conteneednessl/.{tevrcderheid,
vo i caanne t c)

INNER HARHONY/elNNERLIKE c~NSGeSINOHE!D
(freedom fro.ll inner coM1 idtl/~( vry van
innerlike konfl1kJ

"ATURS LOVE/.VOI.WASSE L.IEFOS
(sexual and ao i r t'tue l lntltn;;lcyl/a(se"',suele en
geeste I', ke int.iernnej ct.) , - t 1

NAnONAl. SECURITv /oNAstoNALa SEKURITEIT
(protection from attacK)/.'beskermlng teen
aanval1e)

PLEASURE/.PlESIER
(all Elnjoyab,\e, le i sur-ely l'ifel/_t 'n
genotvOlle, Ontspannende 1ewe)
SAI"VATIQN/ ..VERl.OSSINC(saved, eternal l;fe)I_(tot bekering kcm,
ewige lew~)
SELF-REspecr/.SE~FREspeK
(salf*estaem)/.(salfingel"oIT8I1dha\d) -15
SO(.;tAI.R!:COGNITION/ .. S!')SIALF. ERKSNNtNG
(respect. adm,ratton)/.(r.s~ek, bewandering
van andare) -16

TRUE FRIENDSHIP/.WARt VRXENOSKAP
(close companlorl'l:;hipl/fI(hegtEl Kameraadskap)

wrSOOM/eWYSHEIO
(a matlJre lJnderstanding of 1ife);.,,('n ve lwasae
oegl"lp van die lawe) ~HI

CAPABl.E/eSEKWAAMHEID
(competent, ",ffect. ive l/fll(l<undi ghe; o , doe 1traffenhei d)
I

HfERFUl'/ .OPGERUIMO
(1 ignthean:ed, joyfu 1)1.( vrol ; k, b1ymoedi g, opgewek l

-04

-05
LEAN/eNETHEID
(neae, tldy)/e(Skoan, sindali~, ordelik)

OURAGEOUS/.OAPPERHELO
(standing UP TOr' :'0 t> ,efs)/..(die moed v,an "n mensse
ort.l,ltging)

~06

-07
FORGIVINGI <:""ERGSEWGNSGES~ND
(vnl1ing t/o, pardon Ot.Mrs)/.(die sewil1ish)'id am andere
e ver~ew.) \,:

ELPFUL/.HULPVAARDIGHElo
{',Iorkins for the welfare of other,l!)/t.t'i';)m I'li. die welsyn

-08 'I an ,andere om te s ien )

'ON"ST/"eERLIKHEIO
(~inceref truthful l/.(waarYleid,omregthe'id)

-09

MAGINArJ;VE/.VERBEELotNGRYK
(dar;ng, crea1:.1va)/.(dl,lrf, waagmoed, f:reatief)

-HI

NDEPENO!NT/.ONAPiANKLIKHEto(solf-re1iant, self-sufficient)/_(salfvertroue\
e 1 fversot"gelld)

"

-12

OCUCAL/eL.OG!ES
COn$1 seerrc , rational )/.(I~onstandhejd, rasioneel)

NTELl.ECTUAL/.INTELLEKTUEEL
(inr.el li.gent., reflective);.( intell'igenc, cenken a)

-1:3

OIfING/.l.IEFDEVOL
(affectiona-ce, tenOerl/.(baminlik. toegenee, liefhebband)--14

SEOIENT/.GEHOORSAAM
dutiful, raspectfl,ll)/.{pligsgetrou, e~rbiedi9)
OLltEj4HOFl.II<HEIO
courteous, well-mannered)/.(be\\ef, beSl<a.afdeman1eret)

ESPONSIGI.::j.VERANTWOOROSLII<HEID
~17 .dependable, re1iable)/~(betroubaarheid, vertroub~arheid)-'

ELF-CONTROl-LEO/.SElFaeHEERSING
restrail1ed, sa if-eli Scip 11nad 1/-( in toom h6u,
elfdh;s;plineJ

-------------------------------~~~----~-------------------------------------------------
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(a prosperous 1ife)/.( 'n voorsPOedi g~ 1ewe) (hard-work, n9, asp; dng) /.( hardwerkend, voorui tstrawend) -u

.f)AN sxcrrtxo LIFE/oa'n OPWINOENOe LEWE
(a $~ tmu 1at.lng, aC~1Ve l1fei J1.( 'n opwekl(ende,
akt.leWe lewel -02
A SENSe OF ACCOMPl.!SliMeNT/.'n G!:'VOELVAN
VERVI,JLL!~G /'
(1<os'.H19 cOl1tributlon)/:)( 'n blywende l)~draeom t~ lewer} 1/

A W.)RLO AT i'EACE/,s'n wefle:t.OVAN V"ieDe
(free oT war and conflict)/.(sondar oorlog

,ankonf1ik)

A WORLO OF OEAUTy/.'n WERELO VAN SKOONHEIO
(beau~y of nature and the artsl/.(die skone
t1!atutJr en klulste)

ftiauALITYI.GEI.. YKHEIO
l,brQt'.herhood, equa l opportunity for all)
/",(brQederSKap en gelyke geleentheoe vir
.alma')
FAMILY SECURITY/oGESIN SEKURITEIT
(taKing care of loved onesl/.(ontferming
oor geliefdes)

FRI:EDOM/eVRYHEID
(independl?nce, free chOice)/e(onafhank-
liKheld, vrye keuse)

KAPPINESSj.GEL,UKSALIGHEID
(content'.edrl~ss )/.( tevredenhei d,
vo 1c;ia.hlh~a1/" )

INNER HARMONY/tliINNERL!Y,r::EENSGESINOHETD
{freedOm from lnner conflict)/.Cvry van
; nnerl ike koMl110

MATURE LOVE/eVOI,WA$SE LIEFOE
(sexual and spir1ttJa' inti~acY}/.(sek$uele
gG'estelike intiemheicll

NA TIONAL SECt/FirTVI.NASII)NALE $EKURITEIT
(prote·::t,on from att'.acKl/.(beskerrrllng teen
aanva.11e)

PLEAS1.fRE/.PLESIER
Can enjoyab1e, leisurely 11,.)/,('n
genotvo '11e. ontispannende 1~wle)

SALVATION/.VERLOS$ING
(saved. Gte~~al lif.)l.(~ot bekerlng kom,
sWige Jewel

SI:LF-RESPECT/.SELFRESPE~:
( se !f -GS teem) /0 ($6 'l' ingonOmerldheid )

SOCIAL ReCOGNI'rION/.SO$IALE ERI<ENN:tNG
(respec't., admirat;on)/.(respel~, bewot\der'!ng
van andere)

TRUE FRIENOSHlP/.WME VRIENOSKAP
( c 10$9 ccmcan.: cnan jp 1/_( hegte kamera.adsk/ip) -17

WISOOM/.WYSflliIO
(3 mature \.Inderst.andiri's 1J'f life)I.('n vc lwaaae
begrip van die lewe) -18

2l:l

ROAOMINOEO/~ON8EKROMPENHEIO
open-mlnded}/.fn1. k14ing6estig nie) -0

~PAaLE/4aEKWAAMHero
compe~~ent, "ffect,ve )1.( k4ndi Slheld. doel treffenhel d)

(?
HEeRFuL/.OPGERJ,JIMO
lignttlearted, Joyfu1)/.{vrolik, b l ymoedt s , opgewek) -0

LEAN/tlNHHEIO
neat, t1dy)J.(skoon, sindelik. ordelik}

OURAGEOUS/~OAPPERHEIO
stnnding up for your bel iefs )/_Cd;e meed, van 'n mens se
ortuiging) -c

ORGIVING/oVeRGEEWENSGE8INO
w1lling to pardon others)I.(die gewil1;gheio om andere
e vergewe) -0.EL?FUL/.HULPVAARDIGHEIO
worK'jng for the welfare> of otrers)/.(om na die wel$yn
an andere om te sien) -c
QNE$T/.EERLtKHeIO
s tncere , truthful )/e(waarheid,omregtheid) -c

MAGINATIVE/.VERSI:SlOINGRVK
car tns , creativel/.(durf, 'laagmoed, kreatief) -1

NDEPENOcNT/.ONAFHANKLXKHEIO
self-reliant, self-suffiOient)/.(selfvertroue,
e 1fver$~)f'gend)

NTELLECTUAL/.INTELLEK'fv)eEL,
; nte 11; gent, ref1 ect'.W/,e) 1.( int'.e11iGent. denl<.end)

if
/1
,/

OGICAL/oLOGIES If
consist, ""\0, rat.tonal )/.(konstandhe 'd, ras tonee t )

-12

OV!NGI.UEFOEVOL
affect1C:mat.e, tender) 1.( bern;n1ik, toegemee, 1iefhebbend) -'

-13

-14

aEDIENT/.aeHdORSAAM "
-15 dutiflJl. respee'CTu1 >/.(p1 igsgetrou, ee.rbiG:di~)

OLITe/.HOFLIKH6ro
courteous, well-mannered)/.(beleef, beskaafda manl.re)

=SPONSI8LE/.VERANTWOORDELIKH~IO
dependao l e , 'ire1; able l/e( betroul:laarhe; c , vert.roubaarhei d)-

ELF~CONTROL~ED/.SELFBeHeER$tNG
(res'tl"aiMed, sa 1f-di sci p1 ined ),/.( in toom ncu ,
selfdiss;pline)

------------------- .......-- .......-------,..-------------~-----·7r-



SECTIO~ C: DEMOGRAPHICS • AFOf:L!NG C PERSOONLIKE aESONOERHf,Oe
Now
det.a
AU
01VU

WOIJ I d 1 ike CiC aSK you a few personal
IS just. to helo us cla!;s;fy your answers.
nformat.ion is confidential' and not
ged to anyone.

.. NoU Wl1 ElK graag Vlr u 'n paar persoonl1ke vrae
vra, net om Gn$ te help am u vrae te klasslf1seer.
All~ ;nligting '!svertroulik en word nie aan ien.andbekend ge5t91 nle.

14. GEIlIEO
Watter besk:-yf die gabied waar u wo:m die besr.a?WhlCh best describes th$ residential area

t n wl1icn you 1 jveJ
Ll;1.rge,Clty with deve lonad shopping areas and services and a population of more tnan HiO 000
people, 1nctuding $\Jrrounding to~n$nip3 and all race grQupS -,
I.'n Groot stad me1: ontwlkKeJde fnkoopsentr"ums ~n c i ens ce , met 'n oe',-o.ll.:ingvan meer as
150,.000 mense, insluitande die omliggende voorstede van all rassegro(;pe

15 AGE

A t6wnshlP near a large city
lo'n Voorstao naby 'n groot stad
A suburb of a large ~'ty
/e 'n woonbuurt. van 'n groot scad

(s~
-1

-2

...._~ ._ ... _ .... ... ._ .... . ... . .... ..; ~ ..l.i_. --- .

-3

A town with developed shopp,ng areas and services and a. population of more than 50 000 bUt
, Jess than 2S0 000 -01
1.'11 Dorpmet ont'o'Iikkeldeinkope area en dienatie, met 'n bevolking van tr.eeras 50 000 mense
maar mlnder as 250 000
A town~hip near a town/.'n Voar-stad naby 'n dorp
A suburb or a town/e'n Woonbuurt van 'n oorp

-5

-0

A small town of less than 50' 000 people
I-'n K1eln 90rp met minder as 50 000 mense
--_._------_._-_ ...._--_ ...-_._------_._ ...._------------_ ...._-----_ ....__·_----_·_---------- ....-----_ ..----_·_---_ ...._P._--.-

-7

':::'>A rural v iTlaqe or a farml .. 'n Plattelandse nedersetting of plaas -8

Irto which of the following groups does
your age fa 11'1 HAND RSSPONDENt AGE CARD

A 18 - 24 YSARS/.JAAR
a 2S - 29 YEARS/oJAAR
C 30 ~ 34 Y~ARS/.JAAR

.Hi QUDERDOM
In watter van dolevolg'~nde groepe '~a1 1I QuderdQm?

/:,OORHANDJ;G OUDEROOM$I<AARr AAN RESPONDENt
(57)
, -1-~

------~-~-~---~----------~-------------3
o
E
F

35 - 44 YEARS/_JAAR
015 - 54 YEARS/.JAAR
55 - 64 YRARS/.JAAR

-7G Sil" YEARs/oJAAR

Watter etniese groep beskou u useif as deel van?
16 RACE

Of Whel.tE;thnic Group do you consider
yourself to be a part?

White/oBl~nk .
(Home Language/.Huistaal)
Afrikaans
EngliSh/_Engels
Other/.J,nder

(58)

Coloured/.Klaurling -2
Ca~e Malay/.Kaap$e Maleier -01
Other/_Anoer -02

Indian/Mlndieer -3
H1ndu -01
Moslem -02
OtMr/.AM'er -03

Bl.tu::k/lliNieBlank -4-
North 50tl10 -0 1
South Sotho -02
Tswana ~03
Xhosa -04
~lu ~b
Other;.An::lar ...06



30

17 W()RKING STATUS • 17 WERK;, TAiUS

What was youI'" maJor a.:t1Vlt,y dunng the Wac was ..,U hobf aKC1\.it.£llt die afgelopa weeK?
past W6'C\k'?HAND RESPONDENT SHOW CARD OORHANDIG TOONKAART AAN RESPONDENT (c,~
Worklng .ful1-tlme (30 or more hours Pdr week)/oVoltydS gewerk !30 uur of meer p-';r weelt) ;';1
working par't-elme (less tl1'an 30 hours cer week)/.Oeeltyds gewerk (,"mder as 30 uur par week) -2
Haye a jOb but not; at work due t.o i 11ness. ho 1iday, stn Isa or anc cr-er- reacQn/iIlBeski k oat •n w€lrl(
maar was nie tly d i e ~erk m e as gevo19 van Slekte, vakans re , staking o'F e. ga ander rede ·'3
- ...-----------.. .....-.---..::.,_! .....---~--------,- ....-.------------------------------_._._-------- .....__ .......,- ...---------------- ...--
Loolong for wor", unemoloyea or la t d+or f (r",trenChed)/.Soek werl<, werkloo$ of af!:~dank ~4
Att;endeo SCl'1pol/.$kool bygewoOr'l ' -5
Re~lred/.Afgetree ~6
-;,....-----..---ir ....--~.:...--...-~-....-....'...--- .........~-..:·---.....-----------_ .... .... ....;........ .......;.. .... i..;----

Keeping house/.Tuls~aKepper (hVlsvrou) , -7
Other (please spep}fyl/.Ander (scesHiseer asseblief) ".................. •.••• -8

OCCUPATION .18 aEROEP18

Which Q.!lg, of the following c.8.J;.e.gories best
daacr-t pes y,~ur cccucac ion. HAND RESPONOENr
SHOWCARD

Watter rul.!l van die v(,)1genc;le kat€lgoriee beskryi' u
beroep dle beste? ~(ra I)

Pro.f,essional or techni\<.on t t .e: acccunuant , ar-cts c , computer specialtst. dentist. engineer,
lawyer, librar'ian, oral hygiennst, nursing sistf~r, alr'craH pilo4, pnar-mac t at', physician,
sc i ant t s t , teacMr, technlclan, writer, etc)/"PI"ofessioneel of te\1nH1S (bv rekenmeester,
kur.stenaar. reken:iar speslal1s,. cancar'cs , lngenleur, prokUr~ur, o'bl'loteeKaris(se),
monOhlgler';s. :neoiese slJs~er, lugdiens 100ds, apteker, OOkter, .. we1;en~:'l:iplike, onderwyser
(ea), tsgnikUs. sKrywer. ens) -J1

Manager or -?,amini scr-accr , except. on a fnrm(.SeStuurder of admini st',r~,'tel,1r, bena lwe op 'n p taas -')2

Sa J eSPer$t:)n {i. e: insurance sa 1ssman , ?$tate agGr.lt, sa leselerk, st.(PCkbrOKer. ecc J/oVerkoops-
persoon t bv verseker1ngs;agerlh e ienootnaagerit., verkoopak 1ark, aartde lamake 1aar , ens 1 -03_ ....__.___ _._~ ,.... .... ,...;;, ..... ... .... ....__ .i-__ ~ ., .......- ....-

c ler+ca l WOI'Ker (i.e: oank t e lLe r , boOKkeeper, cashier, oYfice c l er-k , postman, receptionist;.
secretary, t:el~Pt\one operator, er.cl!·,Klerklike werker (bv bankkaas ter , ocekhouar , kaas t er-,
k<l;(\t;,OQrk1erx , po SOlan, OI't'lan~Sd.:.me, sekret.are:sse., t.el efoon operate~II", sna) -04

Crafts wOi"Ker (i.e: ar-t i san , baker, carpent ar , electrician. foreman, jeweller, mechanic,
pa incer", p l umner , tallnr, e'~c)/.HandwerKer (bv ambaqsman , cakker , skrynwerker, elektrisien
veer-man. juwelier, werktl'igKundige, verwer, loodgnete.r. k l er-emake r , ens ) -05

H..cn1ne operator (i.e: bus driver. conductor, factory Worker. truck driver, operator of other
k1ndS of macm nes , atc) /oMasj i enopera.teur (bv busbest.uurder, kondukte~,,". fabri ekWllrker.
vragmotcroestuurder, maajienODeratsur van ander soorts masjiene, ens) ~06-_ .....--------- ....-----_ ...-_._-------_ ....._---_ ...._ ...._----- ....--------- ... ---_ ...._-_ ....._--------------_ ...--------------_ ...--_._---- .....
(..'3.00~r"<!r, . except on a farm (h e: carnenuer ' s helper ,'" f j sherman, rUbbish collector,
s.t.ockhMdl €I'", trMe un t orrt s t , sco r-eman, €lt.::)/.Arbe 1de r , baryalwa p 1aasarbe1Clers (bv skryn~/erKe'l'
<isSi s cerrt , '/1 sser-man, vu I,;sverwyderaar. v·'gehanteerder. vakboncha 1per, s ccor-man , «ns ) -07

Parmer or farm manager/.Sc/er of plaasbestuurder -oe
Farm foreman or farm labourer/ePlaasvoorrna.n of pla1).Garbaider -09

,;;;lrvi ce worker, except ina pri vate houaeno l d (L e: barber, bartender, cook, dent:al ass; stant,
d 1 'Sh'lasher, fi re-1'l ghter j jan i tor. nur-s.i ns aide, pQ1ice officer ,. usher I waiter. etc) 1..:~.erKsaam
in d,e dien;:lte s<lkter, bQnalwe pr1va~e hu iahu l p (bv haar'kapoer , krogemarl/-dame, kok , t.andarts
assistan~, -sKotte1go!ldWasSer, brandweerman, portier, verpl-esgster, pol is t eman , plekaanwyst.~r,
kelner::/ ens) h. u -10

l,J"i

Private household worker(i.e: domestic workel, maid, gardener, driver, etc)/.Priv~:e h~ishulp
(bv gierisOOde, bediende, tWinier. drYW9r, ens) ·11

Government. or mil itary emptoyee not named above/.Owerheid of mil itere amptenaar wet nia hier-bc
garloem ;$ nle -12--- ..._ .... .__ .. .....__ .__ . ...... ".;;.;,_... _ ........ .... ..~ ..i ... .... ...__ ....... __ ....__

HOl,1sew'ife/.ruisteKepper (hU1SVr'0I,1)

OtMr (Plea/je bri91'1y d~sCr'1be your job title and your acti~itiesj/.Ander (Spt.laifiseer
!lssBal,ef !{.=>r';liks u pe~rekhing"se tltel en U werksaktiwiteita)

-13

, " '" ~ , 0.' it t , .. ~ , ",• ~ "" " .,., ·0 "" to· ., " ;,; ;" Ii> ..

• '." .• '" .. ·t '" .. - , '" .. oil : .. t· '-.' '. '" It if " .. " ."., " 0 ' '" .. -14
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Fa.ChI\H'·s Edu<;;acnln .20 VADER SI: OPVOEPING ((:,3)
Standard 4 or less/_standerd 4 of mindel" )) -01
Sta.ndaro 5 ,~ a/o$tanderd S - a -02
Standa.rd 9 .s 11) (but not macnculated)/.Standerd 9 - 10 (maar n t e gematrikuleer nt e ) -03

19,

zo,

--------- ....-""1-« -.-.------- .........-- ....--,.,.,.-- ....- .........------------ ....-.-.--- .....------ .....-------------- ....- ....-.- ... --- ....- ....-
'laCr rcu Iat.eqJl.Macri ku l serd -04
;)l1e Year Te!/;nnlkonor one tear university/.Een ja.ar tectll1'kon of eel1 ,jallr
,.mlvarSltei!it ' . ' -as
jacM 1kon 1/ra':1Uate/ ..techlJ'i}~,On sn-adLland -1.)6----- ....----/.!>i--~~--........-~- ....'t:..I r-:--------._-------'"tr--------------:-._-- ....~·...-- ....---~~------------,.. ...-
2. - 4. yea!'!,;' at ;,ln1Vers1t;;"'''''''\;t;' , did not, graduace/_2. - 4 jaar oo uhlversitalt maar
I11e gegra~lueer '''I ,',,' ,.' " -01
l,.nlvers1t!1 gracruate/"Un1verslteitsgraad -uS
OCh~r pOl:;t.matric 'qualifications/_Ander nasacc l se kwalifikasH;s -09------_. ....-..... -,..;. .....------~..,;,;-------....------------------- ....-.....-,..;.--------- ....--...-~~------------....--.--"""--
Don't knoW/4.wetl't.m e -10

INCOME: : 021 INKOMSTE :
Oal'l you please tell me what your total
monthly household irCome is? Sy that: I mean
the combined t nccme of all waae"'eart1ers
1 iv ; ng in your houseno'1 d before dedUCt.ions.
HAND RcSPONb~NT !NCCr-tECARD. You need only
read out the lettAr corresponding to your
income group. ((,lj.)

f, R 0 - R ~4S -0,
3 R 1$0 - R ~99 -02
'~ R ;;1)0 - R 999 -03

In wat'cer V'p" die vo l qande groepe .retl u totals
maandl1k,SI'"'r1U1ShoUdelike inkomste? :)aarmee
benn~l ~K die lnkomsta ~an al dle 100ntrekkers
in u huisl10udhg voor- ai'trekkings. OORHANOIG
INKOMSTEXAARl AANRESPOIIOEHT. U hoeT s'ags die
letter w",t met l) groejJ ooreenstem aan my te
rees·

__ .... _ ..... _;000, __ ... ... _

:l
E
F

RIOOO - R1249
R 1250 - lH4099
R1SOQ - R1749

-04
-05
-06

G
'l
I

R1750 - f<1999
R2000 - R2249
R2250 - R2499

-07
",oe
,;';69--....---- ...-----~-------...---------.

J
~:

R2S00 - R2749
R2750 - R2999
R30(lO - R3249

-10
- t 1
-12Lw_~~__~__~__~ _

M
N
o

R32S0 - R3499
R3S00 - R3749
R37S0 - R399!l

-13
-14(; -15-_ ....__ ........ -...... ----"""_--_ ..----- ........_---

P
Q
R

R4000 - P4499
R4S00 - R4S~9
R:i006 - RS~99-- ..._- ....--_ ...._-- ........ __ ...._.-" ..._-----: ...._-

S
T

RSSQO - RS!l99
R6000 ...



22.. MARITAL STATUS ,'j
What I S your mar1

Q
>::a1 $'ta1:.u$1

-22 nUWBL!KSSTATUS
\fat is U nUl.:_f:<..f.ikstacus:

::;~ _0((;,5)
i==irst marriage/_earste, huweHk

• Second or lat.ar l11ar.r1age/.'iWGede of \lerdare hlJwel"i.k
t..iVins together, not. married/_sly saam. nie seer-oud

-02
-03~------------------~--~--~.--------~~--.--------~-------~------Oivorced/_Ge$k,~i

Widowed/.Weduwee/wewenaar
Separated/sVerwydera

-04
...0&.
-06

:)

______ ... ........._ ... """_ ........,_ ..... _: ..., ... ~e:. ..... .... _

Single, neve r marr1eU/.Enkel, nooit' getroud -07
THANK AeSPONOr:NT AND Ct..OS£: rNTERvrE:::w-._.;..---.----"":8::":E=:D::-:A:-:N:'::K;--;::R-;::E'::'SP~O=:N":':D:-:E:7N:::,:--;::EN':':-~~. L:"'\1'-·I:-:T:--;::O'-N=O=EFi~H:-=OUO

r he'retly CEwtify t.hat. tt),1$ lf~J:;erY1eW has
been carr; ad Ot' by me aecortting' r~ the
instructions I received fromfiesearch
Surveys and has been CheCkecl ..

Hlermee $~r~lfiseer eK dat hlerdle onderhoud
d~~r my ultgGvger ·is en ooreenskomst.ig is met
elle opdrag wa~ ek van Resaar~h Surveys ontvang
heat, nn da!:Clitnagegaan is•.

bAre/.OAjUt~ ............. " 10 .. _• .;. _ '" .. ;0; " .. , .<:;:-
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