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PREFACE

Dear Student

We have great pleasure in welcoming you to Essentials of Marketing (MNM2602). We 
would like you to share our enthusiasm for this field of study, and as a first step we urge 
you to read this preface carefully. Refer to it as often as you need to, since it will definitely 
make studying this module a lot easier. 

Marketing is an exciting field without which no business would survive. Marketing 
managers are faced with new and stimulating challenges on a daily basis, involving their 
consumers, products,  environment and even their competitors. As you work through 
the material in this module, you will get a feel for where marketing originated and how it 
developed, as well as the major decision areas that marketing managers have to consider, 
and this should improve your understanding of consumers. 

1.  Aim of this module
The aim is to enable students of this module to gain a better understanding of the basic 
concepts and strategies of marketing as a specific science in business management. 

2.  leArning outcomes
On completion of this module, you should be able to:

•	 define marketing and discuss its development
•	 clearly distinguish between the variables in the marketing environment and understand 

the effect that each variable may have on an organisation
•	 discuss the need for marketing research and the basic principles of conducting research 

to gather marketing information
•	 discuss consumer behaviour by referring to the consumer decision-making process 

and the factors that influence consumers to purchase
•	 demonstrate that you understand market targeting by explaining market segmentation 

and positioning 
•	 explain the implementation of the marketing strategy by discussing the marketing 

mix in detail

3.  overview
Marketing is often regarded as the cornerstone of modern business. Without marketing, the 
finance department would not be able to spend its money, the supply chain department 
would have no one to supply to or to demand products from, the human resource 
department would have no need to hire any staff and the production line would simply 
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grind to a halt. Marketing is the link between the organisation and the consumer. Marketing 
involves a lot more than simply selling or advertising – it is about finding the right 
consumers and then developing a market offering that specifically meets their needs.

In this module, the first topic deals with the “essentials” of marketing, which basically 
involves the history and definition of the concept of what marketing is. The topic also 
includes a discussion of the marketing environment. Marketing managers must be aware 
of their environment to enable them to anticipate changes and adapt so that they are 
always ahead of their competitors.

Topic 2 focuses purely on marketing research. Any manager is only as good as the 
decisions he or she makes. In order to make better decisions, the marketing manager 
needs access to as much information as possible. This requires a focused and dedicated 
team performing marketing research.

Topic 3 is all about the consumer. What makes marketing different from pure selling, 
is that marketing starts with the consumer and develops products and services that 
meet the consumer’s needs. This implies that marketing managers need to know their 
consumers extremely well. In order to select the correct consumers, marketers identify 
market segments, select target segments and position the organisation in the minds of 
the consumers in those target segments. Topic 3 covers market segmentation, market 
targeting and positioning. 

Topic 4 deals with one aspect of a marketing strategy, namely the marketing mix. The 
marketing mix consists of the traditional four Ps, namely product, price, place and 
promotion. The bottom line is that a well-formulated marketing mix that meets the 
needs of a well chosen target market will lead to success.

Topic 5 looks at the implementation of the marketing strategy. Naturally, no strategy 
will ever be successful if it is not properly implemented. This topic thus deals with the 
implementation of the marketing strategy and the methods that marketing managers 
can employ to ensure that the strategy is implemented correctly.

4.  the study pAckAge
The study material for this module consists of this study guide, a prescribed book and 
several tutorial letters. The tutorial letters and study guide will be sent to you during the 
course of the year. The prescribed book is of vital importance because you will not be 
able to complete this module successfully without using it. In addition to the prescribed 
book, you are encouraged to consult other sources such as those available in Unisa Library. 

Please consult Tutorial Letter 101 for details of the prescribed book for this module and 
additional reading materials.

We strongly encourage you to make every effort to join myUnisa. You will remember 
from Tutorial Letter 101, that myUnisa is our online community for this module. From 
time to time we will upload additional information and resources on myUnisa. Students 
who do not have access to the internet should contact us for details of the closest Unisa 
computer centre or internet café.
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5.   the ApproAch to leArning And teAching in this 
module

The purpose of this study guide is to afford you the opportunity to put into practice the 
theoretical concepts introduced in the prescribed book, and at the same time to provide 
you with a few exercises and questions that will help you with your preparations for the 
examinations. It is essential that you work through the study guide, because in doing 
so, you will improve your chances of doing well in the examinations. However, there is 
no substitute for being thoroughly familiar with the theory discussed in the prescribed 
book. Your prescribed book and study guide complement one another in that the study 
guide assists in the learning process, but studying it alone and ignoring the prescribed 
book will not give you sufficient information to do well in the examinations. 

5.1   suggestions on how to approach your studies in this module
Tutorial Letter 101 and the study guide will direct you on how to approach the learning and 
all other resources and to consider how you may use these to your benefit – for example, 
how to make the best use of myUnisa, peer collaboration groups, learning centres and 
career counselling. As a distance education student, you need to know whom to contact 
about academic and administrative matters and how to manage your time.

In the study guide, we make a definite distinction between the parts of the prescribed 
book that you simply have to read, and those that you need to study.

•	 Studying

The sections that have to be studied are clearly indicated and form the basis of the 
assignments and examinations. To be able to do the activities and assignments for this 
module, to achieve the learning outcomes and to pass the examination, you will need 
a thorough understanding of the contents of these sections in the study guide and 
prescribed book. In order to understand the study material properly, you need to accept 
responsibility for your own studies and realise that learning involves far more than simply 
memorising the study material. You will be expected to show that you understand and 
are able to apply the information, not simply remember it. 

•	 reading

Some parts of the study guide will tell you to read a certain section in the prescribed book 
or the study guide. This means that you should take note of the contents of this section 
because it usually provides useful background information or offers another perspective 
or further examples. It will give you some context, improve your ability to take notes and 
enhance your understanding. 

You will need to spend at least 120 hours on this module. This includes approximately 
40 hours of reading and studying the study material, 20 hours of doing the activities 
and assignments and 60 hours of preparation for the examination. We encourage you 
to follow the proposed schedule for the allocation of time for the various topics, study 
units and other activities, as supplied in Tutorial Letter 101.
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You may wish to read more widely than only the study guide and the prescribed book. 
When you read information in the prescribed book or in other sources, do not simply 
accept it without question. Critically evaluate the ideas and information you encounter.

Test your understanding of the ideas you learn about in this module by doing your best 
to apply them to real-life situations. 

5.2   the importance of completing the activities, assignments and self-
assessment questions

5.2.1  Activities

You will encounter various types of activities in this study guide. They will require you to:

•	 reflect on the work covered
•	 complete the assessment questions
•	 do self-assessment

We consider your completion of the activities in the study guide and the assignments 
crucial to your successful completion of this module. Firstly, the activities in the study 
guide will help to reinforce your learning, and secondly, they will help to prepare you 
for the type of application question that you will have to answer in your second year of 
studies and beyond.

5.2.2  Assignments

You will find the assignments for this module in Tutorial Letter 101. The completion of 
assignments is crucial to helping you achieve the learning outcomes. By completing the 
assignments, you will get a feel for the type of question you can expect in the examination 
and obtain first-hand feedback from the lecturer. The assignment questions also afford 
you the opportunity to apply the theory to a case study or a practical situation relating 
to your own workplace. We will inform you of the purpose of each assignment and which 
module outcomes will be assessed in the assignment. We will also supply the assessment 
criteria so that you understand how to approach the answering of specific questions.

Details of the assignments with their associated assessment criteria and the format of 
and requirements for the examination are provided in Tutorial Letter 101.

5.2.3  Assessment questions

At the end of each section, you will be referred to a list of possible assessment questions 
based on the work covered in that section. We advise you to work through these questions 
diligently, since self-assessment plays a crucial role in the mastery of learning outcomes.

You will find most of the answers to these questions in the study material in the study 
guide and prescribed book. We believe that students should never have to face any 
surprises when writing the examination. Consequently, it is in your own interest to work 
through these assessment questions. 
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5.2.4  Assessment of the module

During the semester you will be assessed on your assignments, and in the examination 
at the end of the semester, you will be assessed against transparent assessment criteria 
that are directly linked to the module outcomes.

The compulsory assignment mark(s) will count, together with your final assessment, 
towards your total mark. Further details of the assessment and examination requirements 
for this module are supplied in Tutorial Letter 101.

6.  the exAminAtions

6.1  prescribed material
All of the study material is relevant for the examinations. In addition to understanding 
the theoretical principles provided, we expect you to be able to apply these principles 
to a practical situation in a given case study or scenario.

6.2  format of the examination paper
The format of your examination papers is clearly explained in Tutorial Letter 101. The 
examination paper will have two sections. Section A is compulsory and consists of twenty 
(20) multiple-choice questions worth two (2) marks each. Section B consists of a short 
case study and three (3) essay questions, each worth 15 marks. You are required to answer 
any two of the three essay questions.

7.  key concepts in Assignments And exAminAtions
When we, your lecturers, formulate assignment and examination questions, we word 
them in specific ways so that you will know exactly what is expected of you. For example, 
we may ask you to list, describe, illustrate or demonstrate something, compare two things 
or construct, relate, criticise, recommend or design something.

Below is an explanation of the various levels of cognitive thinking that you will be expected 
to apply, and the kinds of instructions we will give you with regard to each. This system 
is known as Bloom’s taxonomy.

•	 Knowledge. This is essentially memorisation and the recall of information. At its simplest, 
it involves the recall of facts or terminology, such as names, dates and definitions. It 
may also involve the recall of principles and generalisations, or ways of doing things. 
Outcomes/instructions written at this level will typically use verbs (these are the words 
that tell you what you have to do) such as name, list, define, label, select, state, write, 
describe, identify and recall.

•	 Comprehension. This involves making sense of things, instead of simply remembering 
them. Comprehension usually requires you to translate information into your own 
words. Outcomes/instructions written at this level will typically use verbs such as 
convert, illustrate, distinguish, interpret, rewrite, discuss, give examples and summarise.
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•	 Application. This is the ability to use information and ideas in new situations, such as 
in solving problems that have a single or best answer. Outcomes/instructions written 
at this level will typically use verbs such as calculate, demonstrate, construct, compute, 
solve, relate, show, use and apply.

•	 Analysis. This is the ability to systematically examine information in order to identify 
the important ideas, the relative hierarchy of  and relationship between the ideas. 
Outcomes/instructions written at this level will typically use verbs such as analyse, 
differentiate, categorise, classify, relate, illustrate, outline, compare, contrast, discriminate, 
explain and hypothesise.

•	 Synthesis. This is the ability to construct something new by combining several pieces of 
information to make a coherent whole (such as a plan). Outcomes/instructions written at 
this level will typically use verbs such as plan, adapt, combine, create, compile, compose, 
construct, model, revise, design, develop, formulate and organise.

•	 Evaluation. This is the ability to make judgements about the quality or value of things 
(either with reference to internal evidence or external criteria). Outcomes/instructions 
written at this level will typically use verbs such as assess, judge, choose, criticise, rate, 
argue, justify, evaluate, decide, recommend and conclude.

In this module, you will be asked to operate at all levels of Bloom’s taxonomy. Please 
ensure that you know what is expected of you in each question.

8.  use of icons
The icons that will be used in this study guide are listed below, together with an explanation 
of what each means: 

icon Description

Key concepts. This icon draws your attention to certain keywords 
or concepts in the topic or study unit.

Learning outcomes. This icon indicates which aspects of the 
particular topic or study units you have to master. You will need 
to demonstrate that you have mastered these aspects. 

Study. This icon indicates which sections of the prescribed book 
or the study guide you need to study and internalise.

read. This icon will instruct you to read certain sections of the 
prescribed book for background information.
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icon Description

activity. This icon refers to activities that you must complete in 
order to develop a deeper understanding of the study material.

assessment. This icon indicates that you will be required to test 
your knowledge, understanding and application of the material 
you have just studied.

feedback. This icon indicates that you will receive feedback on 
your answers to the self-assessment activities.

Time-out. This icon indicates that you should take a rest because 
you have reached the end of a study unit or topic. 

refl ection. This icon requires you to refl ect on the important 
issues or problems dealt with in the study unit. 

Summary. This icon indicates that a brief statement will be 
provided that summarises the main points discussed in each 
study unit.

9.  importAnt Advice
The likelihood of your success will be improved if you consider the following hints:

•	 Study the prescribed study material conscientiously according to the guidelines 
provided.

•	 Discuss the subject matter with colleagues and specialists.
•	 Do the activities.
•	 Prepare in time for the submission of compulsory assignments and also make an eff ort 

to do the noncompulsory assignments.
•	 Apply your knowledge in practice.
•	 Prepare properly for the examinations.
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10.  whAt you cAn expect from unisA
You can expect us to do the following:

•	 Provide you with up-to-date and relevant study material that is regularly compared 
with and benchmarked against similar local and international programmes.

•	 Keep the study material in line with the needs of industry and commerce by consulting 
regularly with the profession and industry leaders and government officials.

•	 Assist you by affording you the opportunity to develop competencies and skills at a 
certain level. You will be assessed according to the level descriptors of the National 
Qualifications Framework at level 6.

•	 Support you whenever you require assistance. You may contact your lecturers by 
making an appointment to see them in person, by telephone, via email or the internet. 
We understand that studying by means of distance learning is more challenging than 
attending a residential university. 

•	 Provide you with clear indications of what we expect from you in terms of your 
assessment.

•	 Provide prompt feedback on assignments. We will return your assignment and our 
feedback within three weeks of the due date if you have submitted the assignment 
before/on the due date.

We hope you will enjoy your studies. We are certainly looking forward to being your 
partners in this exciting endeavour. 

Best wishes

Your lecturers in Marketing Management
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topic 1

the essentiAls of mArketing

Before you can progress in your studies of marketing management, you need to understand 
where the concept of “marketing” originated and what it really means. In this topic, which 
consists of two study units, we will begin by looking at the development of marketing, 
relationship marketing, the marketing concept and the marketing process. The second 
study unit will examine the marketing environment. The marketing function is performed 
inside an organisation (the microenvironment), while at the same time existing in a 
marketplace (the market environment) and being constantly influenced by powers beyond 
its control (the macroenvironment). Marketing managers need to be aware of all the 
variables in all three environments.

The contents of this topic are as follows:

Study unit 1: Marketing management
Study unit 2: The marketing environment

On completion of this topic, make sure you are able to:

•	 define marketing, including the concept of exchange
•	 discuss the development of marketing and the marketing gaps
•	 discuss the marketing concept in detail
•	 define and explain relationship marketing and the influence it has had on marketing
•	 discuss the marketing process
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study unit 1

Marketing management

contents

Learning outcomes

Key concepts

Getting an overview

1.1 What is marketing?

1.2 The marketing concept

1.3 The marketing process

1.4 Self-assessment questions

1.5 Reflection

1.6 Summary
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Learning outcomes

After working through this study unit, you should be able to:

•	 explain what marketing is and how it developed
•	 discuss where marketing fits into an organisation
•	 explain the marketing process in detail

Key concepts

On completion of this study unit, you should be able to explain/define the following 
concepts:

•	 marketing
•	 production orientation
•	 sales orientation
•	 marketing concept
•	 marketing gaps

getting An overview
Whenever we ask a group of students the question, “What is marketing?”, we inevitably 
receive a myriad of responses from “sales” to “advertising”, even “manipulating people”! 
The fact of the matter is that marketing is actually all of these things (except of course 
manipulation) and much more.  In this study unit, we will come to grips with a comprehensive 
understanding of marketing and develop a pathway that will guide you through the rest 
of the study units that make up this module. This study unit will establish the first basic 
building block of the pyramid of marketing. When we reach the end of the study guide, 
we will have constructed a pyramid of marketing.

1Reflection

If you were asked the question – “What is marketing?” – what would your response be?

?

? ?

??Essentials of 
marketing
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1.1  whAt is mArketing?

Study chapter 1 in the prescribed book.

The first part of the chapter deals with the reasons why we need marketing; next we 
look at how marketing developed; we then consider the current trends in marketing; and 
finally examine the marketing process.

Let us begin by looking at what marketing really is? Did you notice that the formal definition 
of marketing has two distinct facets? The first part of the definition is that marketing is 
a way of thinking (a philosophy, if you will) that permeates every aspect of the business. 
If a finance department were to only focus on finance and not think in marketing terms, 
it would only be concerned with rands and cents, and not the consumer whose needs 
have to be satisfied. A purchasing department would only worry about buying the right 
goods and never consider the consumer’s needs. As you can see, if every department 
in an organisation were to apply some form of marketing thought, everyone would be 
working towards one goal, namely the ultimate satisfaction of consumers’ needs (at a 
profit of course).

The second aspect of the definition of marketing is that it is a strategic process. This 
implies that marketing does not simply involve a bunch of creative individuals sitting 
around dreaming up new products and attractive promotional campaigns. On the 
contrary, marketing is a serious process or sequence of steps that needs to be followed 
in order to satisfy the consumers’ needs profitably. This module will provide you with the 
key ingredients to start thinking marketing thoughts and the first steps in the strategic 
process that is marketing.

1.1.1  the development of marketing
When you study the first chapter in the prescribed book, pay particular attention to the 
marketing gaps. The gap theory illustrates that there are a variety of “gaps” between 
consumers and producers and that these gaps can only be filled by marketing activities. 
You should be able to explain each of the gaps and also identify ways in which marketing 
can bridge these gaps.

Activity 1.1

Consider the following scenario: George, a farmer, lives in a remote area of the Free 
State province in South Africa. You can only reach his farm by 4x4 or helicopter. George 
has found that the extremely rare Jugugu bean grows well on his farm, and after doing 
some research on the internet; George discovers that these beans have excellent health 
benefits for people. The  beans only grow during January and February and are extremely 
delicate – they need to be kept at exactly three degrees Celsius to remain fresh. George 
feels confident that once he has informed the public about these beans, he will make his 
millions. How many marketing gaps can you identify and how do you think marketing 
could fill these gaps for George?
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1Feedback

In reality, George faces all of the marketing gaps. Did you notice that all of the marketing gaps 
apply to most products? The first and most obvious gap that George needs marketing to bridge 
is the “space gap”. Since George is on a remote farm and consumers are all over the country, 
there is clearly a physical “space gap”. Marketing would fill this gap by providing transport 
(think: distribution) services like refrigerated trucks or air transport. The second obvious gap is 
the “time gap”. Because these rare beans only grow for two months of the year, George needs 
to manage his supply to meet consumer needs throughout the whole year. Marketing provides 
a storage service to bridge this gap. The information gap exists because at present, nobody in 
South Africa is aware of the Jugugu bean. Marketing will fill this gap for George through the 
task of promotion (think: communication with the potential consumer). Slightly less obvious 
are the “assortment” and “value” gaps. The assortment problems could be solved by marketing 
if George packages the beans in sizes that would satisfy the consumers’ needs. Value gaps 
can only be solved by a price that represents value for the consumer and a profit for George.

On the basis of our discussion thus far, you should understand what marketing is and 
why we need it. The next section in the prescribed book looks at the development of 
marketing thought. You will notice that the book discusses the production orientation 
towards markets, the sales orientation, the marketing orientation and finally the societal 
orientation. It is fascinating to look around you at the businesses that we interact with on 
a daily basis and see how many of them are still applying production or sales orientations 
to the market. Companies with relative monopolies tend to apply production-oriented 
thinking, while markets that are oversupplied, such as the second-hand car markets, tend 
to be more sales oriented.

The gradual evolution of marketing thought has led to the development of the most 
important idea in marketing – the marketing concept.

1.2  the mArketing concept

Study section 1.4.3 in the prescribed book.

The marketing concept consists of four basic pillars or ideas that support the whole idea 
of marketing thought. These pillars are as follows:
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Note the following summary of the marketing concept: Everyone in the organisation 
(pillar 3) aims to satisfy the consumer completely (pillar 1), while making money (pillar 
2) and satisfying the long-term needs of society (pillar 4).

When you study this section, remember that almost every marketing examination paper 
ever set has had at least one question on the marketing concept. You should be able to 
explain each of the four pillars and provide a practical (real-life) example of the pillar in 
action.

Now that you have an idea of what marketing is and are starting to think like a marketer, 
let us take a look at the actual marketing process.

1.3  the mArketing process

Study section 1.7 in the the prescribed book.

The marketing process outlines what it is that marketers have to do on a daily basis. Figure 
1.2 in the prescribed book represents the marketing process.

The marketing process can be summarised as follows:

(1)  The organisation identifies a target market and gets to know the needs and wants 
of this market.

(2)  The organisation develops a marketing programme (consisting of the four Ps) that 
addresses the specific needs and wants of the target market.

(3)  The organisation strives to develop a long-term relationship with the target market 
resulting in return business and referrals.

(4) The organisation makes a profit from the long-term relationship.

Bear in mind that the marketing process occurs within the confines of a marketing 
environment that influences the organisation and is influenced in turn by the decisions that 
the organisation makes. In the next study unit we will look at the marketing environment.

Consumer 
orientation

1

Long-term 
profitability

2

Organisa- 
tional 

integration
3

Societal 
responsibility

4

Marketing thought
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21.4  SELF-ASSESSMENT QUESTIONS

Log on to myUnisa and complete self-assessment test 1.

31.5  REFLECTION

Think about all of the marketing that is going on around you and see if you can identify 
the thinking that went into it. Consider what the advertisers are trying to say to you with 
their communication strategies. Do you think that marketing works? Can you see where 
marketing will fi t into the rest of your degree?

41.6  SUMMARY

Most marketers will tell you that marketing is all about the consumer. As 
marketers we strive to get to know the consumer better so that we can meet 
his or her needs in ways that will satisfy these needs completely (in return 
for payment, of course) and create long-term relationships with consumers. 
In this study unit we discussed the basic development of marketing and the 
reasons for the existence of marketing (remember the gaps?). The next study 
unit deals with the second building block in the wall of marketing, that is, the 
marketing environment. 



8

study unit 2

The marketing environment

contents

Learning outcomes

Key concepts

Getting an overview

2.1 The marketing environment

2.2 Self-assessment questions

2.3 Reflection

2.4 Summary



 9 MNM2602/1

Learning outcomes

After working through this study unit, you should be able to:

•	 discuss the marketing environment and its influence on the organisation
•	 identify microenvironmental variables 
•	 identify market environmental variables and interpret their effect on the organisation
•	 identify macroenvironmental variables and interpret their effect on the organisation

Key concepts

On completion of this study unit, you should be able to explain/define the following 
concepts:

•	 mission
•	 objectives
•	 resources
•	 consumers
•	 competitors
•	 intermediaries
•	 suppliers
•	 technology
•	 social trends
•	 economic trends
•	 physical environment
•	 politico-legal influences

getting An overview
No organisation, whether for profit or not, exists in a vacuum. At the very least, the 
consumers who pay for the products or services exist outside of the organisation. The 
word ”environment” can be defined as the area in which one exists or lives. This definition 
clearly illustrates the organisational environment as well. Let us rephrase the definition to 
read as follows: The marketing environment is the area in which an organisation exists or 
does business. In this study unit, we will look in some detail at the individual variables that 
exist in the marketing environment and try to explain how these variables will influence 
the marketing of the organisation. Study unit 2 provides the second important building 
block in the marketing pyramid, as indicate below.

?

? ?

?The marketing 
environment

Essentials of 
marketing
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2.1  the mArketing environment

Study chapter 2 in the prescribed book.

The environment in which an organisation has to conduct its marketing activities is 
referred to as the marketing environment. When studying this chapter in the prescribed 
book, you will immediately notice that the marketing environment as a whole is divided 
into three subenvironments: the microenvironment, the market environment and the 
macroenvironment. All three are equally important when it comes to marketing strategy 
development.

The microenvironment is inside the organisation itself and refers to all variables that 
are directly controlled by management. You will notice that variables such as mission 
statements, resources and objectives are all listed as microenvironmental variables. Can 
you see why?

Microenvironmental variables:

•	 Mission statement. The mission statement of the organisation is defined by 
management. It may change over time and occasionally be revised, but it is always 
an internal matter.

•	 Resources. The organisation uses its resources such as capital and people to create 
and deliver its market offering. How these people or the money is utilised is an 
internal decision made by management.

The key to understanding the microenvironment is to ask the following question: 
“Who controls this variable?” If the answer is “management” (or anyone inside the 
organisation), then it is a microenvironmental variable.

After studying this section, make sure that you can identify each of the microenvironmental 
variables and provide practical real-life examples of these variables in action. 

The market environment is outside the control of the organisation. Let us consider the 
variables that are listed as market environmental variables: consumers, intermediaries, 
suppliers and competitors. Although each of these variables is outside the control of 
the organisation,  it influences the organisation, AND the organisation in turn influences 
each variable. Did you notice the subtle difference between control and influence? 
An organisation does not control its competition, but there is a relationship of mutual 
influence. For example, if a competitor lowers its prices, the organisation is influenced 
to respond in some way – it can either lower its own prices or launch an advertising 
campaign that focuses on quality instead of price.
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The key to understanding the market environment is to ask the question: Who controls 
this variable? If the answer is not management (or anyone inside the organisation), 
then you need to establish if the organisation has any influence over the variable? 
If the organisation can influence the variable to some degree, then it is a market 
environmental variable.

Questions relating to the market environment are often asked in examinations, so make 
sure that you are completely familiar with each of the variables and can explain them in 
detail. You will also be required to identify the variables in a case study.

The macroenvironment is also outside of the organisation. The crucial difference between 
the macroenvironment and the market environment is the fact that the macroenvironment 
is not influenced by the organisation in any way. Consider the variables that are listed as 
macroenvironmental and ask whether the organisation is able to influence the variable 
in any way:

•	 The technological environment. In most cases, the organisation does not have any 
influence or control over the technological developments happening around it. 
Whether we like it or not, the internet is one such technological innovation that 
influences the organisation.

•	 The economic environment. The broader economy (globally and in South Africa) affects 
the organisation in many ways – a recession, interest rates, inflation and so on. All of 
these variables influence the organisation, but the organisation has little or no control 
over them.

•	 The social environment. There is no doubt that broader trends in society (social trends) 
affect organisations. Consider how HIV has changed the way we do business: the 
average age of the South African population is getting younger which implies fewer 
people who are able to do the work and more who are still busy learning.

•	 The physical environment. Organisations are increasingly becoming aware of the 
scarcity of natural resources and are adjusting their long-term strategies to include 
environmental awareness and so-called ”green” issues. While individual organisations 
can do their bit for the environment, there is no turning back the tide of environmental 
damage that has been done to the planet.

•	 The institutional/political environment. While organisations can lobby for political change 
and plead for more conducive legislation, the final decision still lies with the party in 
power. The government’s decisions affect the organisation without the organisation 
being able to influence the government all that much.

•	 The international environment. The world is truly becoming a global village and countries 
are no longer living in isolation. Events in Europe or Asia have a profound effect on 
business in South Africa.

In a nutshell, the macroenvironment affects us – we do not affect it. Make sure that you 
understand each variable and can explain it in detail. You should also be able to discuss 
how each variable could potentially affect an organisation.

It is the duty of marketing managers to constantly scan the marketing environment 
to identify the trends in each of the subenvironments and to anticipate the effect of 
each variable on the organisation. Ultimately, the marketing manager has to adapt the 
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organisation’s long-term strategy to reflect the results of the environmental scan and 
forecast.

Activity 2.1

You are required to do research on the internet or in the printed media on Woolworths. 
Conduct an in-depth analysis of Woolworths’ marketing environment. Analyse each of 
the variables in all three subenvironments and make your own assumptions about the 
effect of the variables on the organisation’s long-term strategy.

2Feedback

The research that you considered should have provided you with a background to Woolworths, 
its competitors, customers, product offerings and environmental orientation and so forth. 
However, you may need to do additional research on the internet or in the print media to fully 
understand and report on some of the variables.

Let us begin by looking at the microenvironment.

Examination hint: When answering this kind of question in the examination, you 
must first explain the microenvironment in as much detail as possible. This means 
that anyone who reads your answer will have a comprehensive understanding 
of the microenvironment. Secondly, you will have to provide examples of the 
microenvironment relating to the case study in the examination.

We know that the microenvironment is made up of the mission and objectives of the 
business, the business itself and its management structure and resources. 

Mission and objectives

Woolworths, founded in Cape Town (1931), is today recognised as South Africa’s leading 
retail brand. As a household name throughout Southern Africa, Woolworths sells a variety 
of products including food, clothing, beauty, homeware and more under its own label 
in some 300 stores nationwide, as well as through franchise partners in Africa and the 
Middle East.

Woolworths’ mission statement is as follows:

“We, as passionate committed retailers, understand and lead our customers through 
excellence and a deep knowledge of our product and services and the world we live in.”

Because the company has grown, evolved and adapted to the changing world around it, 
it has always remained true to its core values of quality, integrity, value and innovation 
and continually strives to make a difference in the lives of its customers:
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•	 quality and style – deliver the best
•	 value – a simple and fair deal 
•	 service – think customer
•	 innovation – discover the difference
•	 integrity – do what you say you will do
•	 energy – be passionate and deliver 
•	 sustainability – build for a better future

The Woolworths’ corporate social investment strategy is aligned both to its core business 
strategy and the stated national development priorities of the South African government. 
A key focus of all the trust’s activities is to build capacity in communities – to encourage 
and support the company’s beneficiaries in becoming self-reliant. In particular, Woolworths 
is committed to contributing to education by addressing food security and nutrition and 
the needs of orphans and vulnerable children.

Known by generations of South Africans simply as “Woolies”, it has grown to become 
part of the very fabric of South African society, a benchmark for excellence and an icon 
of quality (adapted from www.woolworths.co.za).
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Management structure

Woolworths’ corporate structure is illustrated below (www.woolworthsholdings.co.za). 
Within each level of the corporate structure there are management hierarchies that 
represent the reporting levels of Woolworths’ management. Management functions of 
the business include purchasing, finance, marketing, human resources, operations and 
public relations.

More specifically, note the following:

•	 Purchasing management. This refers to Woolworths obtaining stock at competitive 
prices and ensuring the regular supply of stock to the store.

•	 Financial management. This refers to Woolworths managing the store’s finance, cash 
flow, investments and control systems.

•	 Marketing management. This deals with how Woolworths sells its products/services 
to customers and promoting them via advertising to further enhance sales. It 
involves communicating to all customers and providing them with a great service. 
Woolworths works hard to build long-term relationships with its customers, listening 
to what they have to say and consistently providing the right product and service to 
meet their needs. Woolworths World is a customer publication that is targeted at 
Woolworths’ key customers – providing them with news and information that will be 
of interest to them.

•	 Human resource management. This refers to Woolworths recruiting the right people 
for the job. Woolworths is committed to creating a dynamic work environment that 
will attract and retain a diverse range of people and talents. The company is always 
on the lookout for new talent and provide ongoing career counselling and guidance 
to help employees with potential to take control of their own development through 
skills training and personal development.

•	 Operation management. This includes the layout of the store and the flow of stock 
through it. Supply chain forms the backbone of Woolworths, and ensures the fast 
and efficient transport of goods from supplier to stores, supported by well-designed 
systems and processes.

•	 Public relations management. This function interacts with the different role players 
in the marketer’s environment and includes the city council, the general public and 
other interested parties. Woolworths has already created good relations with the 
public by focusing on their corporate social investment strategy. Woolworths devotes 
a significant amount of its energy and resources to ensuring sustainable development 
in the context of South Africa’s changing social and environmental needs.

The organisation’s resources

It is sometimes difficult to find information on the resources that an organisation has 
access to and how it is employing those resources. However, the case study does mention 
that Woolworths employs two teams of scientists, one team specialising in clothing and 
homeware and the other in food science. The teams comprise more than a 100 people. 

The teams of in-house scientists do not simply provide input on hygiene stand ards and 
shelf life, but proactively focus on new developments. The teams’ laboratories have 
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come up with a number of innovations in the agricultural industry and Woolworths, as 
highlighted below: 

•	 Woolworths initiated the planting of South Africa’s first commercial-scale trial crop of 
organic cotton, which could foster the growth of a new industry. 

•	 It encourages its suppliers to produce fresh milk and yoghurts that are free of the rBST 
hormone, and the entire yoghurt range is free of added preservatives, gela tine and 
artificial sweeteners. 

•	 It has invested in laboratory equipment to allow it to include the fatty-acid profile on 
nutritional information labelling, and suppliers have replaced transfats in their ready-
made pies, pizza, sauces and other convenience foods. 

•	 It developed the practices that led to the sale of badger-friendly honey – virtually a 
standard in South Africa today.

For more information on the resources and annual reports, visit the company’s website: 
www.woolworths.co.za, www.woolworthsholdings.co.za.

Woolworths has become famous over the years, its name is associated with favourable 
qualities and there is an extremely positive perception of the brand. This is an indication 
of the success with which the brand values have been communicated and reinforced.

The next environment that needs to be analysed is the market environment. You should 
go ahead now and see if you can complete the analysis of the market environment and 
the macroenvironment.

Hint: The real trick is to understand that each of the elements in the environments is 
a variable that can influence the organisation. Social trends, for example, can change 
the way we market or the way we look at our consumers; economic variables can 
influence our costs and pricing structure; each of the variables influences the marketing 
strategy in its own way.

52.2  SELF-ASSESSMENT QUESTIONS

Log on to myUnisa and complete self-assessment exercise 2.

62.3  REFLECTION

By now you should have a proper understanding of the concept of marketing and the 
process involved in getting products or services to consumers. Can you see the importance 
of environmental scanning in order to make better marketing decisions? Were you able 
to clearly distinguish between the environmental variables and understand the different 
levels of control or influence that marketing management has over these variables? 
Can you think of any environmental changes that are happening around you that 
organisations in general are not taking advantage of?
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72.4  SUMMARY

In this study unit, we examined the marketing environment and its three 
subenvironments. Marketing managers need to continuously scan the 
environment to identify variables that may infl uence the organisation. A 
well-prepared and informed manager will be able to make better marketing 
decisions. In the next study unit, we will look at how to gather this information 
by doing marketing research.
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topic 2

mArketing reseArch

A consumer buying a new product requires a “leap of faith”. In most instances, we do 
not purchase anything without first finding out as much as we can about the product 
or service in question.

This need for information is multiplied when our decisions affect others, and as marketing 
managers, our decisions influence the future of the organisation. It is therefore imperative 
that marketing managers have relevant and current information at their fingertips. We 
use marketing research to gather this information for ourselves. This topic consists of 
only one study unit:

Study unit 3: Marketing research

On completion of this topic, make sure that you are able to:

•	 identify and explain the role of marketing research in decisionmaking
•	 explain the components of the marketing information system and their interactions
•	 explain and illustrate the steps in the marketing research process
•	 differentiate between sales potential, market potential, sales forecast and market 

forecasts by explaining each in detail
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study unit 3

Marketing management

contents

Learning outcomes

Key concepts

Getting an overview

3.1 Marketing research in context

3.2 Self-assessment questions

3.3 Reflection

3.4 Summary



 19 MNM2602/1

Learning outcomes

After working through this study unit, you should be able to:

•	 identify and explain the role of marketing research in decisionmaking
•	 explain the components of the marketing information system and their interactions
•	 explain and illustrate the steps in the marketing research process
•	 differentiate between sales potential, market potential, sales forecast and market 

forecasts by explaining each in detail

Key concepts

On completion of this study unit, you should be able to explain/define the following 
concepts:

•	 marketing information
•	 marketing research
•	 internet
•	 marketing problem
•	 hypotheses
•	 objectives
•	 data needs
•	 secondary data
•	 primary data
•	 questionnaire
•	 interviewers
•	 fieldwork
•	 data processing
•	 research report

getting An overview
Being a manager does not only require an extensive knowledge of one’s organisation 
and products, but also the ability to make decisions. Effective managers make good 
decisions quickly and have to be prepared to accept responsibility for the consequences 
of their decisions.

Imagine that you are the marketing manager for MTN and have just heard that Telkom 
is launching a new cellular product offering similar to 8ta. You have to anticipate what 
effect Telkom’s offering will have on your business and also what your company’s reaction 
should be.

Effective decision making depends largely on the quality of information available when 
making the decision. Many business decisions are taken without any supporting information 
being available on which to base the decisions. In a situation like this, management relies 
on experience, intuition, common sense and a measure of good luck. Other decisions, 
however, may be supported by adequate background information, thus contributing 
significantly to a well-informed decision. The information available is usually gathered 
formally or informally and may be qualitative or quantitative.  In marketing decisionmaking, 
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this information is known as marketing information and it is gathered by means of 
marketing research.

Marketing research thus helps marketers to make better decisions about the products 
they offer and about projected sales, and indeed about any aspect of the marketing 
task. Marketing research is conducted by following a series of steps designed to attain 
a specific objective. These series of steps are known as the marketing research process. 

This study unit provides an overview of the marketing research process and indicates 
how to conduct marketing research. Marketing research is the third building block in 
the marketing pyramid:

3.1  mArketing reseArch in context

Study chapter 3 in the prescribed book.

In today’s world, there is a wealth of information available to the marketer. Information 
about competitors, economies and world events are all available at the touch of a button. 
With all this information available to the marketer, a way has to be found to organise this 
information so that it can be readily accessed for use in decisionmaking. The marketing 
information system (MIS) is the tool of choice for marketing managers. The aim of the MIS 
is to make relevant, useful and timeous information available to marketing management 
on a continuous basis and in so doing, reduce the risk of making the wrong decisions. 
The MIS consists of four subsystems of which marketing research is one.

When you study this section in the prescribed book, make sure that you understand each 
of the four components of an MIS and that you can explain how they all work together.

8Reflection

How would you define marketing research?

The prescribed book provides a detailed definition of marketing research: Marketing 
research can be defined as the systematic collection, analysis and interpretation of 
information about all marketing problems by means or recognised scientific methods to 
provide information that marketing management can use in the decisionmaking process. 

?

? ?
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Do you understand all of the components of this definition? Try to write the definition in 
your own words to make it easier to understand and remember.

The above-mentioned definition depicts marketing research as a systematic process 
which starts with problem definition and ends with the reporting of this information to 
management. The process can be described as a sequence of steps as outlined below:

•	 step 1 – define the problem or opportunity
•	 step 2 – formulate hypotheses
•	 step 3 – determine the objectives
•	 step 4 – determine the data needs
•	 step 5 – select a method to collect primary data
•	 step 6 – design the questionnaire
•	 step 7 – devise the sampling plan
•	 step 8 – select, train and control interviewers
•	 step 9 – conduct fieldwork
•	 step 10 – process the data
•	 step 11 – communicate the information to the decisionmaker

These steps are discussed in detail in the prescribed book. After studying the chapter/
study unit you should be able to discuss each step in detail and apply it in practice to a 
case study. It is also necessary to understand the background to marketing research. This 
includes the definitions, the role of research in decisionmaking and the MIS. Study these 
in detail in the prescribed book.

Let us now look at marketing research in practice.

Activity 3.1

You are required to do research on the internet or in the printed media on Game. One of 
the main factors mentioned by Game is their store layout and design.

Store layout and design, decor, signage, lighting, store music, displays and so on are all 
part of the term “atmospherics”, which play a major part in the selling of merchandise 
because it can influence the mood of the prospective buyer in a positive manner and 
promote sales. 

The question, “How does Game make use of atmospherics in their stores?”, can be regarded 
as a managerial question because management would like to determine whether the 
store atmospherics are acceptable.

Explain how Game could conduct research into this matter by using the marketing 
research process.

3Feedback

Let us consider how Game could conduct its research. Remember a sound understanding of the 
theory is vital, which means that you should be familiar with marketing research terminology.
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Step 1: define the problem or opportunity
The problem is that the customers may be dissatisfied with the atmospherics and find them 
disturbing. 

Note: The nature of the problem is that the atmospherics in the store are not conducive to 
sales – hence the extent of the problem is nationwide.

Step 2: formulate hypotheses
South Africa has a diverse population with many different cultural groups. These groups do 
not interpret atmospherics (colour, lighting, decor, store music, etc) in the same way. Store 
atmospherics should therefore be neutral and acceptable to all cultural groups

Note: The tentative solution is that owing different cultural interpretations, there is a need for 
more than one set of guidelines.

Step 3: determine the objectives
The primary objective in this case is to explore how people (potential buyers) interpret the 
different elements of atmospherics and the influence that this could have on decision making.

Note: The different research designs (exploratory, descriptive and causal) are also known as 
research types. In this instance, it is exploratory because the aim of the research is to provide 
insight into and understanding of the problem.

In many research texts, step 2 and 3 above are combined. Although it forms a single step the 
content remains the same.

Step 4: determine the data needs
The researcher needs information on the cultural interpretation of the different elements that 
constitute atmospherics and the influence of culture on retailing. Information on these topics 
can be obtained from secondary sources such as books, articles, information on the internet, 
research reports and so forth. 

The researcher also needs information on store locations (areas, cities/town and addresses). 
This would be available in the operational plan. 

The researcher needs to collect information to determine the situation at the different Game 
stores (primary research).

Note: There are different information sources – secondary information that already exists such 
as publications, articles, books and the internet), and primary data that are collected for the 
first time for a specific research purpose.

Step 5: select a method for collecting primary data
The primary data will be collected by means of mall intercepts.

Note: A number of methods can be used to collect data – for example, the researcher could 
observe the buyers’ reaction to certain stimuli or conduct a focus group discussion on the topic.

Step 6: design the questionnaire
The researcher designs an instrument for the collection of primary data. When designing 
the questionnaire, the type of question, its form, wording and sequence must be carefully 
considered. 
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Note: The prescribed book discusses questionnaire design in detail and gives examples of 
questions.

Step 7: devise the sampling plan
The universe would be respondents from all cultural groups of South Africa who are involved 
in buying products at Game.

The sample frame would include respondents from all cultural groups buying at selected 
shopping malls in Gauteng.

The sample unit would include respondents from all cultural groups who spend time in Game.

The sample element would be the individual who is actually buying the products.

The sample size is important because it affects the quality and generalisation of the data. 
Game could, for example, decide to interview 2000 respondents from all cultural groups. Each 
cultural group should be equally represented.

The researchers could use convenience sampling method. 

Note: You must understand the concepts and terminology, otherwise you will be confused. 

Step 8: select, train and control interviewers
The right type of interviewer should be selected. The researchers at Game could place 
advertisements and conduct interviews. It is essential to train and control the interviewers 
to ensure that the interviews with respondents are conducted professionally and ethically.

Note: Many research texts combine step 8 and 9. Although it forms a single step, the content 
remains the same.

Step 9:  do fieldwork
Interviewers or fieldworkers are sent out to collect primary data. 

Note: You should be aware of the type of error that may occur during fieldwork.

Step 10: process the data
The data obtained in primary research need to be converted into a format that will provide 
answers to how people (potential buyers) interpret the different elements of atmospherics and 
the influence this may have on decision making.

Note: The prescribed book discusses a number of ways in which this can be done.

Step 11: communicate the information to the decision maker.

A report containing the conclusions and recommendations should be compiled.

93.2  SELF-ASSESSMENT QUESTIONS

Log on to myUnisa and complete self-assessment test 3.
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103.3  REFLECTION

Think about any recent large purchases you have made. Did you fi rst gather information 
or did you trust your instinct. The chances are that the more costly the purchase, the more 
information you gathered before spending your money. Now imagine that you are the 
marketing manager of a large multinational company like Coca-Cola. Every decision 
you make costs millions of rand and aff ects the lives and work of thousands of people. 
How much information would you require before making a decision? 

113.4  SUMMARY

This study unit outlined the marketing research process, so that managers can 
gather appropriate, objective and relevant data to solve marketing problems 
relating to products, competitors and even consumers. In the next study 
unit, we will focus on the consumers so that we, as marketers, understand the 
decisions they make and what we can do to infl uence them.
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topic 3

the consumer

In study unit 1, we explained the evolution of marketing which arose from the fact that 
organisations were not taking the consumer into account when developing and selling 
products. The marketing concept is all about satisfying consumer needs in a manner 
that is profitable for the organisation over the long term. In study unit 3, we learnt that 
marketing research can be used to gather information about the marketing environment 
(study unit 2) and the consumer. In this topic, we will look at the consumer as an individual; 
the consumer as a member of a segment; and lastly, how to position your brand or 
organisation in the minds of the consumer. This topic comprises four study units:

Study unit 4: Consumer behaviour
Study unit 5: Market segmentation
Study unit 6: Market targeting
Study unit 7: Product positioning

On completion of this topic, make sure that you are able to:

•	 explain consumer decision making by referring to the different types of decision-
making, the decisionmaking process and the factors that influence consumer decisions

•	 discuss market segmentation in detail by paying special attention to the prerequisites 
for a successful segment, the advantages and disadvantages of segmentation and the 
bases for market segmentation

•	 explain product positioning by being able to define the concept and explain the 
positioning process and each of the positioning methods
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study unit 4

Consumer behaviour

contents

Learning outcomes

Key concepts

Getting an overview

4.1 Individual factors that influence consumer decisionmaking

4.2 Group factors that influence consumer decisionmaking

4.3 The consumer decisionmaking process

4.4 Consumer decision making versus business decisionmaking

4.5 Business decisionmaking scenarios

4.6 Reflection

4.7 Self-assessment questions

4.8 Summary
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Learning outcomes

After working through this study unit, you should be able to:

•	 explain the different types of consumer decisionmaking
•	 discuss the steps in the consumer decisionmaking process
•	 differentiate between each of the individual factors that influence consumer decision-

making by explaining them in detail
•	 differentiate between the group factors that influence consumer decisionmaking by 

explaining them in detail

Key concepts

On completion of this study unit, you should be able to explain/define the following 
concepts:

•	 purchasing decisions
•	 individual factors
•	 group factors
•	 decisionmaking process
•	 organisational buying behaviour
•	 organisational buying decisions
•	 buying centre
•	 organisational buying process

getting An overview
Imagine that you have to attend the wedding of your best friend (who is also your 
business partner in your construction company). This means that you will have to buy 
a new suit. While you are thinking about the new suit, and what type of suit you would 
like, you stop at an office supplies company to buy some envelopes and toner cartridges 
for your business printer. You also stop at a quick-stop shop at a petrol station to fill up 
your car for a long trip you need to make to a construction site. While filling up your car, 
you decide to buy yourself a cold-drink. As you can see, we as consumers are almost 
constantly involved in decisionmaking about purchases.

In this fictional scenario, we have a decision for an important purchase (the wedding 
suit), we have normal routine purchasing for business supplies purchasing, we have 
planned business purchasing (petrol) and we have a “spur of the moment” decision to 
buy a cold-drink. 

This is a brief scenario, but already one can see the different types of buying decision 
and begin to understand the processes involved in these decisions – obviously the suit 
purchase would require more thought than the cold-drink purchase. In this study unit, we 
will investigate the factors that influence the decisions that consumers make, as well as 
the processes that either an individual or a business goes through in deciding to purchase, 
and then actually making the purchase. 
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This is a really interesting study unit, because it introduces influences from both psychology 
and sociology, and it goes to the crux of understanding exactly who the consumer is, 
and more importantly, why he or she buys. This study unit is the fourth building block 
in the marketing pyramid:

Study chapter 4  in the prescribed book.

12Reflection

Think about the purchases you made yesterday – what type of purchasing decisions 
were they? Some were most probably routine such as buying a cold-drink or a chocolate. 
Others, however, may have been more significant such as the purchase of a car, house 
or washing machine. 

In our quest to understand how consumers buy, let us first stop and consider what 
influences their decisions. You will have noticed in the prescribed book that consumers 
are influenced by factors that are unique to them (individual factors) and factors that 
are shared by their immediate groups (group factors). 

Make sure that you are familiar with both of these groups and can describe each factor 
in detail. You need to be able to identify real-life practical examples of each of these 
variables and apply them to a case study.

Let us begin our journey into the mind of the consumer by looking at the individual 
factors that influence decisionmaking.

4.1   individuAl fActors thAt influence consumer 
behAviour

Study section 4.3.1 in the prescribed book.

The individual factors that influence behaviour are motivation, perception, learning 
ability, attitude, personality and lifestyle. These factors are unique to each individual. Let 
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us examine these in a practical manner: consider the following example as an illustration 
of how individual factors influence consumer behaviour: 

If you like a certain product, say, Coca-Cola, you will probably buy it when you are thirsty 
(motivation). You will probably buy the drink in a store you regard as not too expensive 
(perception). Previous experience has taught you that Coca-Cola is preferable to, say, 
Tab (learning). You will therefore not buy Tab, possibly because you do not like its taste 
(attitude). You enjoy being with your friends when you watch Bafana Bafana play football 
(lifestyle and personality) and you all drink Coca-Cola on these occasions.

Activity 4.1

Think back on your decision to study at Unisa. Evaluate how the individual factors may 
have influenced your decision to study at this university.

4FEEDBACK

Let us now analyse each factor.

 • Motivation. First note the three different levels of awareness of motives – we will assume 
that you are at an awareness need level, in that you know about the motive and are willing 
to talk about it. Many people studying at university study because of the self-actualisation 
need, namely to fulfil their full potential. What about you? Also, the economic motive 
may have influenced your decision, namely that Unisa offers good value for money for 
an accredited qualification. You will have to know both the Maslow hierarchy of needs 
and the physiological/emotional/economic classification of motives. It takes in-depth 
research to uncover consumer motives, because the consumers may not want to discuss 
their motives (pre-awareness need level) or may even rationalise one reason for a purchase 
that is not the true reason. A apt example here would be someone saying they prefer to 
purchase a Mercedes-Benz for safety and the brand’s excellent resale value, when the 
real reason is actually status.

 • Perception. What was your initial perception of Unisa? Many see Unisa on Muckleneuk 
Ridge in Pretoria or visit the regional offices and realise that it is a sizeable institution, and 
they hear that one in four university graduates in South Africa studied at Unisa. They may 
have become aware of the list of famous South African’s who studied at Unisa, including 
Nelson Mandela. All this is interpreted by the person, and his or her interpretation may 
be subjective and clouded by things like experiences, values and prejudices. How were 
you exposed to information about Unisa? You need to reflect on this because we all have 
perceptual defence mechanisms that help us handle all of the stimuli we are exposed to. 
You need to understand the impact of each of the defence mechanisms on the way you 
perceive things because these influence our view of the world each day.

 • Learning ability. This does not relate to how you learn at Unisa, but how you learn about 
the choices available to you in terms of your decision to study, at Unisa specifically. We 
have already noted that motivation is vital, and from perception we know that attention 
is needed to learn, but experience and repetition also assist learning. The text gives you 
some learning principles to help learning along, but which of these apply to you? Were 
you told that without a degree your chances of finding a good job are slim? Were you told 
that to make good money in business you need a degree? Think back to see what helped 
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you to learn about your choices in terms of a specific university – was it media, discussions 
with friends or did you do a formal evaluation of all the universities in South Africa?

 • Attitude. Did you have a specific attitude towards Unisa at the start of your decisionmaking 
about whether to study, and where? Some students and parents have predisposed views 
and opinions about distance-based education. To test this, ask five different people you 
know what they think about Unisa and open distance learning – you may well receive 
five different responses. Go through the characteristics of attitudes, as well as the options 
available when faced with an unfavourable attitude. What is always interesting to note is 
that attitudes are learnt – hence it is essential to have an initial positive experience with 
Unisa because this will impact on your attitude one way or another. This is why so many 
marketers are embracing customer experience management for first-time purchasers to 
ensure that the customer sees the brand in a favourable light and builds positive attitudes 
towards it. What is your attitude to Unisa in light of your experiences?

 • Personality and lifestyle. Earlier on we requested that you ask  five friends to describe 
your personality. What was the result? Personality influences the way you respond to the 
environment, and thus how you perceive things. Unisa requires a person with self-discipline 
to enabl him or her to study independently. Do you agree with this? Personality is difficult 
to uncover in consumers because it requires in-depth qualitative research. However, it 
is a powerful influence. Marketers tend to use lifestyle as a substitute for personality, 
because a person’s lifestyle tends to reflect his or her personality type. We can uncover 
your lifestyle by understanding the activities interests and opinions that you hold, and 
this can be investigated more easily through less expensive means of research. Study 
figure 4.6 in the prescribed book which lists some of the dimensions of lifestyle. Then ask 
some of your friends about the dimensions of “activities” to see whether they come up 
with different responses.

We now turn to the group factors that influence consumer decisionmaking.

4.2   group fActors thAt influence consumer 
behAviour

Study section 4.3.2 in the prescribed book.

When you have studied this section, make sure that you can describe each of the group 
factors in detail. As always, it is important that you can identify practical examples of how 
group factors can influence decisionmaking.

By their very nature, human beings tend to be group creatures. Most of us love to be 
part of a group and would rather be with friends or family than alone. Whereas many of 
the individual factors originated in the field of psychology, many of the group factors 
emanated from the field of sociology – the study of people. 

Activity 4.2

Discuss the influence of the group factors on your decision to study at Unisa.
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5Feedback

 • Cultural groups
We are all born into a specific cultural group, and every cultural group has certain norms. For 
example, culture provides standards and “rules” about when to eat, how to eat, where to eat, 
and what is appropriate to eat for breakfast, lunch and dinner. The different cultural groups 
in South Africa, also known as subcultures (eg Zulus, Afrikaners and Xhosas) all have different 
habits and customs that are regarded as common and acceptable ways of behaving. Cultural 
groups also largely determine what products should be bought by its members. Hence the 
marketer needs to understand cultural differences in order to anticipate consumer acceptance 
of his or her products.

South Africa’s heterogeneous population makes it essential for marketers to be familiar with 
the different cultural values of each subculture, particularly when it comes to advertising. In 
some cultures, for instance, a model lying down is a sign of laziness, while others might not 
regard flowers as gifts as they may be associated with funerals. In your cultural group, the value 
of education may be held in high esteem, and the members of the culture respect individuals 
with a higher degree. This may have influenced your choice to study in the first place, as well 
as the field that you have chosen.

 • The family
In many cultures, the family has a strong influence on the decisions that affect family members. 
Look at the family life-cycle phases in section 4.3.2.2 in the prescribed book and try to determine 
where your present family is in terms of the phases. How did the family influence your decision 
to study at Unisa?

Make sure that you study the various roles in family decisionmaking and can identify them in 
a case study or practical scenario.

 • Reference groups and opinion leaders
Marketers use reference groups to influence and persuade consumers to use their particular 
products. Unisa may show graduates in their advertisements achieving high positions in 
business and government. Unisa is trying to establish successful graduates as a reference group 
for you. You may have looked at the successful CEOs and used that as your associative group. 
Which of the other groups mentioned in section 4.3.2.3 in the prescribed book influence your 
behaviour? Note the specific types of influence that reference groups exert, and ask yourself if 
you are experiencing normative influence in terms of the clothes you wear and how you act 
in certain situations. 

Reference group influence is especially significant for certain product types and you should 
be aware of them. We are all influenced by reference groups, and by asking you to reflect 
on their influence on you, you gain more insight into the possible reasons for some of your 
purchasing decisions. 

Opinion leaders also have an impact here, because we look to opinion leaders to reinforce and 
guide us when we make decisions that are important to us. For example, when considering 
which university to attend, you might have listened to a successful entrepreneur, or an expert 
in the field you are interested in.

Now that we understand what factors influences consumer decisionmaking, let us examine 
the actual decisionmaking process.
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4.3  the consumer decisionmAking process 

Study section 4.4 in the prescribed book.

When you planned to study further, the decision about where to study probably was not 
an easy one. Since studies require a sizeable financial investment, you would normally take 
your time and not rush into making a purchase. Most people first search for information 
– possibly by asking friends’ advice, by studying brochures and doing research on the 
internet. You would then have compared the different options by examining prices, the 
courses, the university’s reputation or other relevant features. You will ultimately decide 
which university to attend and then apply and make your purchase by registering for 
courses. Once you have experienced some of the courses (post-purchase evaluation), 
you may either be happy with your choice, or you may worry whether you have in fact 
made the right choice.

Once you have completed the whole process, you have in fact progressed through all the 
phases of the consumer decisionmaking process. This process may be slow and gradual, 
as is often the case when there is some type of risk involved; By contrast, the process 
could be quick and impulsive, say, when you decide to buy a chocolate when standing 
in the queue at Pick n Pay.

Please reread and reflect on section 4.1 in the prescribed book to relate the different 
types of decisionmaking to this section and the effort a consumer puts into the decision-
making process. Bear in mind that the individual factors and the group factors that affect 
consumer behaviour influence the decisionmaking process.

There are six phases in the decisionmaking process. Think back on your decision to further 
your studies and reflect on what you did, as we identify each of the steps:

Step1: need recognition (eg the need to study further)

Step 2: search for information (eg consulting friends, colleagues at work and advertisements 
about the advantages of various institutions)

Step 3: Evaluation (eg evaluating the reputation and academic quality of the different 
institutions)

Step 4: decisionmaking (eg whether to choose Unisa or another university)

Step 5: purchasing action (eg applying and registering) 

Step 6: postpurchase evaluation (eg reflecting afterwards whether you made the right 
decision)

For the purposes of the examination, you must be able to discuss each of these steps 
and provide practical examples to illustrate each step. Also think about the steps from 
the marketing manager’s perspective and consider ways that you could influence/help 
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consumers with each step. For example in step 2, you could ensure that enough information 
is available to consumers so that they can easily find out about your product.

Most organisations do not only sell to the end consumer but also to other businesses. In 
order to be an effective marketing manager, we need to also understand our business 
consumers.

4.4   consumer decision mAking versus business 
decisionmAking

In one way or another, most large companies sell to other organisations. Many industrial 
companies sell most of their products to organisations such as Xerox, Microsoft and 
countless other large and small firms. Even large consumer product companies do 
organisational marketing. For example, Fattis & Monis makes many familiar products for 
final consumers such as spaghetti, macaroni, baked dishes, soups and sauces. But to sell 
these products to final consumers, Fattis & Monis must first sell them to the wholesale 
and retail organisations that serve the consumer market. Fattis & Monis also makes ready-
made products that are sold only to other companies, such as hotels or conference venues. 
Organisations constitute a vast market. Take, for example, the sale of a pair of shoes. A 
large number of transactions are needed to produce and sell a simple pair of shoes. 
Hide dealers sell to tanners, who sell leather to shoe manufacturers, who sell shoes to 
wholesalers, who in turn sell shoes to retailers, who finally sell them to consumers. This 
also explains why there is more organisational or business buying than consumer buying. 
Many sets of organisational purchases were made for only one set of consumer purchases.

Activity 4.3

Try to think of the differences between buying a television for yourself versus buying a 
television for a company for training purposes. What would the differences be?

6Feedback

Organisational transactions differ from consumer transactions in several ways. Organisational 
transactions tend to be larger, and negotiations occur less frequently, although they are 
often lengthy. They also involve more than one person or department in the purchasing 
organisation; you would not be able to make the decision without some sort of consultation 
with other departments. They require greater interdependency between buyer and seller as 
long-term relationships evolve –  you would probably deal with approved suppliers who have 
a track record with you. Organisational customers are usually better informed than ultimate 
consumers and more likely to seek information – you would have had a specification sheet 
and formal request for the purchase detailing product features and technical specifications. 
This is simply not the same. Let us look at the types of buying decision that an organisational 
buyer may face.
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4.5  business decisionmAking scenArios

Study section 4.5 in the prescribed book.

The number and nature of the buying decisions an organisational buyer faces depends 
on the buying situation. Four types of buying decision may be distinguished:

•	 New-task buying. An example would be an organisation buying something completely 
new that it has never used before. Imagine Coca-Cola deciding to sell the soft drink 
in cardboard boxes like fruit juice. The purchase of the cardboard containers would 
be a new task.

•	 Straight rebuy. An example would be an organisation simply reordering stock of its 
best selling item.

•	 Modified rebuy. An example would be an organisation reordering an item but with 
different specifications. Coca-Cola could, for example, order tin cans from its supplier, 
but request 450 ml instead of 340 ml cans.

•	 Systems buying. An example would be an organisation purchasing an online document 
storage solution. It does not buy scanners from one supplier and computers from 
another, but purchases the complete system from one vendor.

A significant difference between individual consumer decisionmaking and business 
decisionmaking is the buying centre.

4.5.1  buying centre

Read section 4.5.3 in the prescribed book.

The decisionmaking unit of a buying organisation is called its buying centre. In addition 
to having functional roles and concerns, individuals in the buying organisation may play 
different roles in the decisionmaking process that crosses functional boundaries. Table 
4.1 compares buying centres in consumer markets and organisational markets, indicating 
the members, the roles they play and the functional areas that may be involved. The 
members of the buying centre could play any of the following roles: users, influencers, 
buyers, decisionmakers and gatekeepers.

You should be able to distinguish between the different roles in both consumer and 
business decisionmaking and identify examples of these roles in a case study.
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Table 4.1:  comparison of buying centres in consumer markets and organisational 
markets

role consumer example organisation example

User/ initiator A child pesters his parents for a new 
bike. The child initiates and is the 
user.

A machine breaks down; the operator 
reports it, thus initiating the process. 
The operator may also be asked to 
help with specs for replacement. The 
operator is the user.

Influencer The child’s mother thinks about 
it and says:”Well, perhaps he has 
grown out of the old one ...”’

The user may be the influencer; also 
R&D staff, accountants, suppliers, sales 
reps and external consultants may be 
involved.

Decisionmaker The child’s father agrees and they 
all go to Toys ̀ `R’’ Us where the child 
will make the final decision subject  
to restraints imposed by parents’ 
credit limit.

The decider may be a senior manager 
with either an active or a passive role 
in the whole process or even the buyer 
and/or influencer.

Purchaser The parents pay the bill. The buyer handles the search for and 
negotiations with suppliers.

Gatekeeper The mother and father restrict the 
time the child can spend on the 
internet looking at different bikes. 

Secretarial staff may prevent the 
influencers reaching the decision-
maker; R&D staff could withhold 
information.

Note that a buying centre is not necessarily a fixed entity from transaction to transaction 
or even within a single transaction. When analysing the make-up of the buying centre, 
we should look not only at the allocation of roles to the different functional areas of the 
organisation, but also at the seniority of the members. Also, an individual’s contribution 
to the buying centre may not be limited to one role. Whatever the structure, however 
fluid the buying centre is, it is still necessary for the aspiring supplier to attempt to identify 
the pattern in the target organisation in order to create effective communication. Having 
established decisionmaking structures, we can now examine the buying decision process.

4.5.2  buying decisions

Read section 4.5.4 in the prescribed book.

The organisational buying process consists of the following eight stages:

•	 problem recognition
•	 general need recognition
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•	 product specification
•	 supplier search
•	 proposal solicitation
•	 supplier selection
•	 order routine specification
•	 performance review

In the same way that consumers progress through the consumer decisionmaking process, 
organisations follow the steps outlined above.

You should read through this section carefully to gain an in-depth knowledge of the 
different decisionmaking procedures.

Activity 4.4 

When you have studied the eight stages in the organisational buying process, read the 
following scenario and answer the question that follows: A compact disc (CD) player 
manufacturer, Loud Boyz, wants to buy headphones for its units from a supplier. Explain 
how Loud Boyz progressed through the stages in the organisational buying process.

7Feedback

You should have followed the following steps, and made assumptions where necessary:

 • Problem recognition. This is the stage of the organisational buying process in which 
someone in the company recognises a problem or need and that this can be met by 
acquiring a product or service. Marketing research and sales observe that competitors 
are including headphones on their models. Loud Boyz decides to include headphones on 
its own new models, which will be purchased from outside suppliers.

 • General need recognition. In this stage in the organisational buying process, the company 
describes the general characteristics and quantity of an item it needs. Five hundred reliable, 
durable, top-quality, affordable sets of headphones would be required.

 • Product specification. In this stage, the buying organisation decides on and specifies the 
characteristics of the best technical product for a required item. Design and production 
engineers draft specifications for headphones.

 • Supplier search. The buying organisation tries to find the best supplier. The purchasing 
department identifies suppliers of CD player headphones.

 • Proposal solicitation. At this stage, the buyer invites qualified suppliers to submit proposals. 
Purchasing and engineering personnel invite proposals from each potential supplier. Then 
they visit suppliers and assess facilities, capacity, quality control and financial status. They 
discard any supplier that is below par in these requirements.

 • Supplier selection. The buyer reviews proposals and selects a supplier or suppliers. Buyers 
use quality, price, delivery and technical capability as key buying criteria to select one or 
more suppliers (multiple sourcing). Having multiple sources of supply would benefit Loud 
Boyz should anything happen to prevent the supplier from delivering.

 • Order routine specification. At this stage, the buyer writes the final order for the supplier(s) 
that have been selected, listing the technical specifications, quantity needed, expected 
time of delivery, return policies, warranties, et cetera. Loud Boyz negotiates terms (listing 
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technical specifi cations, quantity needed, delivery time, warranties, etc) and then awards 
a contract.

 • Performance review. At this stage, the buyer rates its satisfaction with the suppliers, 
deciding whether to continue, modify terms or discard them. Loud Boyz now evaluates 
suppliers using a formal vendor rating system and notifi es the suppliers if the headphones 
do not meet its quality standard. If the problem is not corrected, they remove the fi rm as a 
supplier. Note that the eight stages above would operate in a new-task buying situation. 
In the modifi ed or straight rebuy situation, some of these stages may be compressed or 
bypassed. The eight-stage process provides a simple view of business buying behaviour. 
In reality, however, the process is usually more complex. Each organisation buys in its 
own way, and each buying situation has unique requirements. Diff erent buying centre 
participants may be involved at diff erent stages of the process.

134.6  REFLECTION

Think back on the last major decision you made to purchase something and analyse 
what you did using the concepts we have introduced in this study unit. Note how much 
richer your analysis is and how much more understanding you have gained in terms of 
why and how you behave when you purchase something.

144.7  SELF-ASSESSMENT QUESTIONS

Log on to myUnisa and complete self-assessment test 4.

154.8  SUMMARY

In this study unit we examined how complex consumers really are and how 
much they put into making even the most simple purchase decision. It is 
essential for us as marketers to understand consumer behaviour so that we 
can adapt our products, prices and communication strategies to appeal to our 
specifi c target market. The next two study units focus on the identifi cation of 
specifi c target markets.
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5.6 Self-assessment questions

5.7 Reflection

5.8 Summary
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Learning outcomes

After working through this study unit, you should be able to:

•	 define the term “segmentation”
•	 identify the advantages and disadvantages of using segmentation
•	 explain the criteria used to ensure effective segmentation
•	 explain and apply in practice the segmentation bases used to segment consumer and 

industrial markets

Key concepts

On completion of this study unit, you should be able to explain/define the following 
concepts:

•	 segmentation
•	 segment
•	 prerequisites
•	 consumer segmentation bases
•	 demographics
•	 psychographics
•	 behaviouristic segmentation
•	 industrial markets segmentation bases

getting An overview
Consider the South African financial services environment – it is dominated by the four 
big  retail banks – Absa, Standard Bank, Nedbank and First National Bank (FNB). This is 
a business sector with large, well-entrenched successful brands competing strongly for 
their share of the retail banking business. Now imagine you were tasked with entering this 
strongly competitively environment – who would you choose as your customers? Your 
initial thought may be that these big four brands already have targeted all the customers, 
since they offer a wide range of products and services to all spheres of society – yet this 
question was exactly the one that faced by Capitec bank when it decided to take on the 
established players in a sector that many feel is already overcrowded with competitors. 
In fact, the key to Capitec’s success was the clear choice of a well-defined target market 
which the organisation took great effort to understand so that it could better meet the 
customers’ needs and requirements. This has been instrumental in Capitec’s subsequent 
success – and the marketing activities of segmenting, targeting and positioning were 
crucial to the establishing of the foundation for this success. Let us now investigate these 
activities further. Market segmentation, along with targeting and positioning (discussed 
in the next two units), is the next brick in the marketing pyramid.
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16Reflection

Before you read further, write down what you think the terms “segmentation”, “targeting” 
and “positioning” mean. Return to your own definitions after you have studied this study 
unit and compare your answers with the definitions in the prescribed book.

5.1  segmentAtion defined

Study section 5.2 in the prescribed book.

Segmentation is a marketing term that can be summarised as the identification of groups 
of consumers (segments) with similar needs, allowing the organisation to create individual 
marketing strategies to address the needs of each group.

As you can imagine, creating individual marketing strategies for different groups of 
consumers is no easy task – and it is extremely expensive. Let us consider the advantages 
and disadvantages of market segmentation.

5.2   AdvAntAges And disAdvAntAges of mArket 
segmentAtion

Study section 5.3.1 in the prescribed book.

As with all business techniques, there are specific advantages and disadvantages to 
market segmentation. The main advantage is that it focuses the marketer on the needs 
of the customer segments chosen. Consider Pep clothing stores. Pep targets the lower-
income levels of the South African population offering excellent value. By understanding 
its customers well, Pep has been able to tailor its whole retail offering and endeavourss 
to meeting the needs and preferences of this chosen segment – its decor, layout, pricing, 
communication, in-store music are all chosen to please this segment – even if it may make 
some higher-income consumers uncomfortable.

?
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Visit your nearest Pep store and see how its layout and operations are aimed at 
lower-end customers – then visit your local Woolworths and compare its layout and 
operations to what you saw at Pep.

After examining the advantages, one could ask what the possible disadvantages are for 
a company as a result of segmentation?

One possible disadvantage is the cost. It is more expensive to try to develop products and 
marketing mix offers for a number of segments than only one segment. Woolworths, in 
our example above, has a number of price points which it uses, and products that reflect 
those price points. An example of this is the Woolies women’s clothing range, which 
includes the W collection, as well as the higher-priced Tenery range. This is costlier than 
the strategy followed by Pep, which aims at one segment, as explained above. 

Another major disadvantage is that if an organisation differentiates too much as a result 
of segmentation, there is a chance that the company could “cannibalise” its own products. 
When this happens, too many of the organisation’s own products compete against each 
other, thus reducing overall sales.

Make sure that you can discuss both the advantages and disadvantages of segmentation 
before moving on to the next section on the prerequisites for effective segmentation.

5.3  prerequisites for mArket segmentAtion

Study section 5.3.2 in the prescribed book.

This section in the prescribed book explains the prerequisites for effective market 
segmentation as follows:

Market segmentation must be:

•	 measurable
•	 large enough
•	 accessible
•	 actionable
•	 differentiable

When you study this section in the prescribed book, make sure you understand the 
prerequisites and can discuss them in depth. Bear in mind that this question is often 
asked in marketing examination papers.

Activity 5.1

In your own words, describe the prerequisites for effective segmentation.
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8Feedback

Did you see that if a segment meets these criteria then it might be viable for the organisation 
to develop a marketing strategy for the segment?

 • Measurable. This is necessary because the marketer needs to compare the segments to see 
where to allocate the scarce marketing resources to best achieve the marketing objectives.

 •  Large enough. This ensures that the segment is large enough to achieve the profitability 
objectives. Even a small segment may be profitable.

 • Accessible. The marketer has to be able to reach the market somehow to be able to 
communicate and distribute its products and services. The rural market is often deemed 
to be as difficult to reach, but with modern technology and social media such as cell 
phones and Facebook, this gap can now be bridged. 

 • Actionable. This means the company has to be able to put together separate offerings 
that would be attractive to the different segments. Note that this also increases the costs 
of segmentation. 

 • Differentiable. This means that the segments respond differently to the specific offers, in 
that they have different needs. If the segments respond in the same way, the marketer 
should perhaps reconsider the segmentation and look at combining segments. 

Now that you understand segmentation and how it can benefit the organisation, let us 
look at how to go about segmenting the actual market.

5.4  bAses for consumer segmentAtion

Study section 5.3.3 in the prescribed book.

This section in the prescribed book introduced the four bases for segmenting consumer 
markets. Once you have studied this section in the prescribed book, attempt the activity 
below to see if you can apply these bases in a practical situation.

Activity 5.2

Apply the four bases of segmenting consumer markets to describe two segments for 
women’s perfume. You may make any assumptions that you feel are necessary to identify 
the characteristics of the two segments.

9Feedback

Let us work through the bases and apply them to the women’s perfume market. Yours could 
look different, but you should have applied the bases in a similar fashion.
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Base Segment A Segment B

Geographic – we assume 
that women in similar 
geographic locations have 
similar perfume needs.

National, urban National, urban

Demographic – we believe 
that women with similar 
demographic profiles have 
similar perfume needs.

18 to 25, female, medium-
income levels

25 and older, female, higher-
income levels

Psychographic – we as-
sume that women with 
similar lifestyles and beliefs 
have similar perfume 
needs.

Active lifestyle, outgoing, 
middle class

Executive type or high status, 
high visibility, upper social 
classes

Behavioural – women 
who behave in a similar 
way towards the perfume 
have similar needs.

Regular use, value for 
money, desirous state, 
enthusiastic about product

Regular use but also for 
special occasions, wants 
to feel special, seeks status, 
interested and desirous, 
knowledgeable about 
choices and options

We can now profile the segments we have. It is obvious that we are looking at urban women 
because these are common to the identified segments – if we thus remove them, we have a 
choice of two segments; segment A is a young middle-class woman, who is energetic and 
wants a perfume she can use often that is easy to use and is light enough for everyday use  - 
and it offers her value for money. 

Segment B is an older woman, who has achieved status in life or wants something special 
for a particular occasion. She would prefer something that reflects her status, and she is 
knowledgeable about perfume and brands that can meet her needs - and is willing to pay for it. 

It will be up to the marketer to decide what specific segment(s) to select, and there will be 
additional criteria that should be examined in deciding which segments to target. This will 
be discussed in the next study unit.

Examination hint: If there is a question on the bases of segmentation in the examination, 
you must first read the question carefully to see exactly what it requires you to do – to 
only explain the bases or to explain and apply the bases. Always look at the number of 
marks allocated to a question to see what the examiner wants and how many marks 
are allocated to judge the depth of answer required.



44

5.5  bAses for segmenting industriAl mArkets

Read section 5.3.5 in the prescribed book.

The bases for segmenting industrial markets are similar in a way to consumer markets, 
but refl ect the specifi c characteristics of industrial markets in how they buy products/
services and what the typical industrial organisations use the products for. These bases are:

•	 demographic variables
•	 operating variables
•	 purchasing approaches
•	 situational factors
•	 personal characteristics

You should read up on these variables to understand how the industrial market 
segmentation process diff ers from consumer market segmentation.

175.6  SELF-ASSESSMENT QUESTIONS

Log on to myUnisa and complete self-assessment exercise 5.

185.7  REFLECTION

Think about the products you buy on a regular basis. Do the advertisements appeal to 
you, and if so, what segment do you think you belong to? Do you think that you have 
similar needs to other people in the same segment? Draw up a consumer profi le of yourself, 
outlining your geographic, demographic, psychographic and behavioural characteristics.

195.8  SUMMARY

You can now appreciate that segmentation is not a science because diff erent 
marketers may segment the same market diff erently. This does not mean 
your segmentation is wrong, but it is always benefi cial to analyse how the 
competition segments markets, to see if there is something that you perhaps 
missed. The trick is to meet the criteria for eff ective segmentation and to be 
sure you know and understand the needs and expectations of the segments 
you have identifi ed. 

Once marketers have identifi ed the segments, the next logical step is to select 
an appropriate segment(s) to target. This is known as targeting and is the 
subject of the next study unit.
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study unit 6

Market targeting

contents

Learning outcomes

Key concepts

Getting an overview
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6.2 Market targeting approaches

6.3 Self-assessment questions

6.4 Reflection

6.5 Summary
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Learning outcomes

After working through this study unit, you should be able to:

•	 define the term “target marketing”
•	 identify and discuss the evaluation criteria against which a segment must be evaluated
•	 explain the segmentation approaches that an organisation could consider when 

targeting a specific segment

Key concepts

On completion of this study unit, you should be able to explain/define the following 
concepts: 

•	 segment
•	 targeting
•	 segment size
•	 growth possibilities
•	 attractiveness
•	 compatibility
•	 reaching the target market
•	 concentrated targeting
•	 differentiated targeting
•	 undifferentiated targeting

getting An overview
Imagine a scenario in which a company like Coca-Cola identifies so many segments that 
it cannot possibly create marketing strategies for each one. In situations such as this, the 
organisation has to carefully select which of the segments it wishes to address. 

The process of segment selection is known as market targeting. Market targeting can be 
defined as the selection of one or more segments on which to focus the organisation’s 
marketing offering. But how can an organisation decide this? On what should the 
organisation base its selection? In this study unit, we will look at the criteria for evaluating 
specific segments as well as the approaches to targeting market segments. Market 
targeting, along with segmentation, is an additional building block in the marketing 
pyramid:

?
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6.1  evAluAting mArket segments

Study section 5.4 in the prescribed book)

Organisations want to select viable segments – in other words, segments that will be 
profitable for them to target with their market offering. The segment’s needs and demands 
must also suit the organisation’s resources and skills and “match” its objectives, and not 
be too expensive to reach.

When studying this section in the prescribed book, you will notice that an organisation 
must carefully select its potential target market on the basis of all the evaluation criteria, 
and not merely select the largest segment. Can you see why all five evaluation criteria 
are important?

Make sure that you are able to discuss each of the criteria in detail and provide practical 
examples to illustrate each.

evaluation criteria

•	 Segment size and growth possibilities. For example, a segment that is too small to 
be profitable and does not show any growth potential should be ignored.

•	 Attractiveness and potential profitability. An unattractive segment could be one 
that consists of hard-to-reach individuals or even people with unstable financial 
situations.

•	 Resources and skills of the organisation. If the organisation does not have enough 
capital or salespeople to address the needs of the segment then it should be 
ignored.

•	 Compatibility with the organisation’s objectives. If the segment does not have similar 
long-term objectives to the organisation, then the segment will not be viable. 
Segments that are only seeking low prices, for example, may not be in agreement 
with the organisation’s long-term profitability objectives.

•	 Cost of reaching the target market. An organisation must determine whether the 
costs of reaching the particular segment are affordable. If the costs are too high, 
then the organisation will probably not select that particular segment.
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6.2  mArket tArgeting ApproAches

Study section 5.4.2 in the prescribed book.

As illustrated in figure 5.4 in the prescribed book, an organisation can follow three broad 
approaches to market targeting, namely undifferentiated, differentiated and concentrated 
marketing. 

After studying this section, you should be able to differentiate between the three 
approaches and explain each in detail. You should also be able to identify the targeting 
approaches in a practical case study and recommend which approach would be most 
appropriate for the given scenario.

Activity 6.1

Assume that you are employed at Ford Motors SA, an organisation which is about to 
launch a new, entry-level vehicle, the Mazflo, in the market. The marketing department 
has been through a segmentation exercise and has identified three possible market 
segments, based on the geographic, demographic, product-related and psychographic 
segmentation variables discussed in study unit 5. These possible segments are indicated 
below:

Bases Segment a Segment B Segment c

Geographic

Region All main cities 
and large towns

Small towns Main cities

Demographic

Age
Gender
Income
Education
Occupation
Family size

18 to 30; 40 to 50
Male/female
R3 000 pm
Matric; tertiary
Students
None/one

60 to 80
Male
R4 000 pm
Matric; tertiary
Retired
None/one

18 to 30
Male/female
R5 000 pm
Matric; tertiary
Students; young professionals
None/small

psychographic

Social class
Lifestyle

Middle
Quiet

Middle
Quiet

Middle/upper
Sport

product related

Benefits sought
Price

Economy
Price conscious

Economy
Price onscious

Quality
Not price conscious
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Based on the above information, indicate which market targeting approach you would 
recommend that Ford follow, and identify the segment(s) you suggest  the company 
should target.

10Feedback

Before a segment is selected as a target market, it must be evaluated according to vital 
evaluation criteria. Remember, one cannot simply select a target market without taking 
these criteria into account. Each of the three market segments was evaluated by analysing 
the following:

 • present size, future growth potential attractiveness and potential profitability
 • the resources and skills of Ford 
 • compatibility with Ford’s objectives
 • the cost of reaching the segment

Ford could have used any one of the three market targeting approaches. If the company had 
elected to use concentrated targeting, then it would probably have selected only one of the 
three segments (possibly segment A).

If Ford had elected to use differentiated targeting, then it could have selected two of the possible 
segments and would have created a different marketing strategy for each one. Let us assume 
that the company had selected segments A and B. It would have to have created two different 
strategies, one of which would appeal to older retired people and another which would also 
appeal to younger consumers.

The last market targeting approach available to Ford is undifferentiated targeting. Using this 
approach, Ford would create one marketing strategy that appeals to all three segments. The 
segments differ enough to make this option unviable. 

Which market targeting approach did you select?

Examination hint: When you answer this type of question in the examination, you must 
first explain the evaluation criteria in detail so that anyone who reads your answer 
will have a comprehensive understanding of the criteria. Secondly, you will have to 
provide applicable practical examples to illustrate the theory you discuss.

206.3  SELF-ASSESSMENT QUESTIONS

Log on to myUnisa and complete self-assessment exercise 6.

216.4  REFLECTION

Think about the products and services being marketed to you on a daily basis. Can you 
identify which market targeting approach the companies are using? Do you agree with 
their approach? Which market targeting approach would you advise them to use? Weigh 
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up the pros and cons of undiff erentiated market targeting in a South African context. 
Do you think that undiff erentiated marketing can work in South Africa, and if so, for 
which products?

226.5  SUMMARY

In the preceding three study units, we examined the consumer in detail. In 
study unit 4, we identifi ed the factors that infl uence consumer behaviour and 
the consumer decisionmaking process. In study unit 5, we identifi ed market 
segmentation as a method for dividing the overall consumer market into groups 
with similar needs. In this study unit, we considered diff erent approaches to 
selecting one or more segments to target. Of utmost importance are the criteria 
for selecting target markets and the three market targeting approaches. In 
the next study unit, we will look at how to position our products in the mind 
of the consumer, so that we can gain and maintain a competitive advantage.
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study unit 7
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Learning outcomes

After working through this study unit, you should be able to:

•	 describe the concepts of product positioning and positioning maps and show how they 
can be used to assist decisionmaking when developing marketing strategies

•	 explain the steps in the positioning process and show how they can be applied by a 
marketer when positioning an identified product or service

•	 describe the various positioning methods that can be used by a marketer when deciding 
on how to position an identified product for a specified market.

Key concepts

On completion of this study unit, you should be able to explain/define the following 
concepts:

•	 product positioning
•	 positioning maps
•	 competitive gaps
•	 positioning process
•	 repositioning
•	 determinant variables
•	 positioning methods

getting An overview
Every product or brand that we are aware of conjures up an image in our mind when it 
is mentioned. If I mention brands like Mercedes, Woolworths, Ferrari, Pep Stores, Jimmy 
Choo, PNP no name brand, SAA or even SABC 1, a certain image (positive or negative) 
will pop up in your mind. 

The way in which you (as an individual) perceive the product is referred to as product 
positioning and is based on the way in which you have understand the product’s 
characteristics and the marketing communication surrounding the product. The image 
that you perceive might be noticeably different from the image your parents have or 
even the image the marketer would like you to perceive. The main thing is that this image 
exists, and the consumer’s perception of the product needs to be fully understood. 

The image that consumers have of a specific product as opposed to its competitor’s 
product determines its failure or success. It is essential to manage the image of your 
products to ensure that the planned image by the marketer matches the consumer’s 
image of your products.

Organisations are always trying to improve the image that consumers have of their 
products. They do this by improving the quality of the product lines, offering better 
service and aftersales service, giving the organisation a quality image, adjusting the 
prices of products upwards or downwards and using marketing communication that 
conveys a particular image of the product. This study unit looks at how organisations can 
go about analysing customers’ perceptions of their products compared with customers’ 
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perceptions of their competitors’ products and how these perceptions can be changed if 
necessary. A key contribution of the positioning exercise is that its findings are presented 
as positioning maps that clearly show where the organisation’s products are positioned 
in relation to competing products. Positioning, along with segmentation and targeting, 
is an integral building block in the marketing pyramid:

7.1  product positioning

Study chapter 5 of the prescribed book.

In this brief section, you simply need to ensure that you understand the concept of 
positioning and are able to define it. For the purposes of clarity, I have included a few 
more descriptions of positioning that you can refer to when studying this section.

Positioning refers to developing a product and associated marketing mix that: (1) is 
”placed” as close as possible in the minds of target customers to their ideal in terms of 
important features and attributes; and (2) clearly differentiates the product from that of 
its competition.

The American Marketing Association refers to product positioning as follows:

  (1) The way consumers, users, buyers, and others view competitive brands or types 
of products. As determined by market research techniques, the various products 
are plotted onto maps, using product attributes as dimensions. This use of product 
positioning is perceptual, not necessarily valid as based on measured product 
attributes. Historically, the competitive product positionings were based on sales 
rank in the market, but this limited perception has long since given way to the full 
range of product assessments, including psychological ones. (2) For new products, 
product positioning means how the innovator firm decides to compare the new 
item to its predecessors. For the new item, the mental slates of persons in the 
market place are blank; this is the only chance the innovator will have to make a first 
impression. Later, after the introduction is over, the earlier definition of positioning 
will take over, as persons make their own positioning decisions. (3) For both new 
and established products, a product’s positioning may be combined with a target 
segment to integrate the marketing tool decisions. Its earlier use exclusively in 
advertising is no longer appropriate.

(Adapted from www.marketingpower.com.)
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7.2  product positioning mAps

Study section 5.5.1 in the prescribed book.

Positioning maps are a tool used by marketers to represent their products and competing 
products according to a number of dimensions in a visual representation. For the purposes 
of this module, you should ensure that you are able to describe the nature and purpose 
of the positioning map and then draw a positioning map for an identified product and 
its competitors. Of particular importance when developing the positioning map is to 
identify the most relevant or determinant dimensions that encapsulate the consumers’ 
perception of the product.

23Reflection

Do you think there is a difference between important attributes and determinant 
attributes?

7.3  the positioning process
The positioning of a product does not occur arbitrarily. There is a logical process that can 
be followed to enhance the chances of achieving the desired position in the consumer’s 
mind. This section addresses the steps in this positioning process.

You must be able to discuss the steps in this process and apply each step in practical 
terms.  This means that you should be able to use an identified product to explain how 
you would go about positioning that product in the market. In this type of question, it is 
essential that you clearly explain all the relevant theory and then apply it to the identified 
situation.

When discussing this topic, it is vital that you understand a number of key terms. Two in 
particular are mentioned in the prescribed book, namely competitive gaps and determinant 
variables. Study these terms carefully and contact your lecturer or tutor if you still do not 
understand them.

7.3.1  repositioning a product
Another concept that you should note  is product repositioning. The images consumers 
have of brands change over time. The evolution of images and product positions over time 
is natural and to a certain extent inevitable. Product repositioning refers to a deliberate 
decision to significantly alter the way the market views a product. This could involve its 
level of performance, the feelings it evokes, the situation in which it should be used or 
even who uses it. 

The perceptual position of a product can usually be improved, even if its current position 
is merely strengthened. The organisation should therefore decide what position it wishes 
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to hold on the positioning map. Those characteristics of the product offering which must 
realise the new perceptual position should then be worked on. For example, if marketers 
wishes to improve the perception of their product quality, they should look at those factors 
that influence quality. Shoprite, for example, has focused on product quality to improve 
the public’s perception of the retailer. The price could be raised to project a perception 
of better quality, or the packaging of the product could be made more durable.

7.4  positioning methods

Study section 5.5.3 in the prescribed book.

The final element addressed in this study unit is the selection of a positioning or a 
repositioning strategy. A number of positioning methods may be used to establish a 
specific perceptual position of a product, to strengthen the existing perceptual position 
of a current product or to reposition a product that has an unsatisfactory perceptual 
position. It is extremely important that you are able to identify and explain the various 
methods that can be considered by a marketer and then supply practical example to 
illustrate their use of each method.

These methods will be highlighted using practical applications in the activity that follows 
in section 7.5.

Activity 7.1

You are required to do research on the internet or in the printed media on Woolworths. 
Describe in detail the process you would follow to position Woolworths in the selected 
target market.

11Feedback

In approaching this activity, you would have realised that it covers all the components addressed 
in the study unit. It is essential that you apply each step to Woolworths in practical terms. Make 
sure that you do not give superficial answers but try to apply your answer to all elements of 
the theoretical discussion in the prescribed book.

The positioning process consists of the following basic steps which should form the basis of 
your discussion:

Step 1: identify a relevant set of competitive brands
You need  to identify a complete set of competitive brands. Do not define competitors too 
narrowly because you may exclude a number of significant competitors that have a vital 
influence in the competitive environment. In the case of Woolworths, the company competes 
against various competitors in different product categories. The main competitors in the 
supermarket field are Spar, Checkers, Pick n Pay, Shoprite and Massmart, while the main 
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competitors in the clothing market are Truworths, Foschini, Edgars, Mr Price, Jet, Pep and 
Ackermans. 

Step 2: identify relevant determinant or differentiation variables
In this step, you must select the determinant variables. It is necessary to select those variables 
that play a key role in helping customers differentiate from alternative brands. It is here that it 
is necessary to distinguish between important variables and determinant variables. In many 
instances, important variables are assumed to exist across all brands, and therefore do not 
determine consumer choice. Woolworths uses innovation as a differentiator. Innovation is at 
the core of its product development philosophy, alongside quality and value. The company 
ensures that the most recent international technology is applied and believes that sustainability 
is fundamental to this technological development. 

Step 3: determine consumers’ perceptions
This step entails the formal or informal collection of data to ascertain the consumers’ current 
perception of the competitive brands in terms of the determinant variables identified in the 
previous step. This is a significant step and should thus be followed with extreme care and 
diligence.

Step 4: analyse the intensity of a brand’s current position
Based on the data collected in the previous step, the marketer can ascertain the levels of 
awareness of the Woolworths brand, and how it is perceived in relation to its competitors’ 
brands. It is obviously necessary for consumers to be aware of the Woolworths brand, but 
simple awareness is not enough.  To succeed, the brand needs to move from the awareness 
set to the consideration set and ultimately to the preferred choice. This step therefore seeks to 
identify the consumers’ level of awareness – in other words, do they simply know the name 
or is it their preferred choice?

Step 5: analyse the brand’s current position
This step would entail the development of the positioning map. An evaluation is done to 
establish how strongly the Woolworths brand is associated with the identified determinant 
variables. The data are plotted on the positioning map, which presents a picture of where 
Woolworths stands in relation of its competitors. The close rivals are obviously located close 
together on the map.

Step 6: determine the customers’ most preferred combination of attributes
The actions in step 5 simply plot the various competitors on the positioning map and illustrate 
who the close competitors are and those where rivalry is not as intense. However, in terms 
of positioning, we need to not only understand who the competitors are, but also where we 
(Woolworths in this case) stand in terms of the determinant attributes. It is pointless occupying 
a position on the positioning map that is far removed from other competitors, but equally far 
removed from the consumers’ most preferred combination of attributes. In order to obtain the 
ideal or desired position for your product, it is necessary to occupy a position on the positioning 
map that matches the consumers’ determinant attributes.

Step 7: select the positioning strategy
In this final step, the marketer needs to take the information from the previous steps and decide 
where the brand will be positioned or what needs to be done to reposition it.

The following are the most commonly used positioning methods:

 • Attribute positioning.  Woolworths could position itself in terms of the quality and value 
of its products.
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 • Benefi t positioning. Woolworths could position itself in terms of its organic foods, which 
(in the company’s words) taste better, tend not to cause allergies in hypersensitive people 
and the production of these products is friendlier towards the environment. 

 • Use/application positioning. Woolworths could position itself in terms of its product use 
or application possibilities. The company stocks a number of gift hampers that can be 
purchased for any occasion such as a birthday, baby shower or business function. 

 • User positioning. Woolworths could position its products by keeping the user in mind and 
off ering its organic products to appeal to those who seek fresh or minimally processed food.

 • Competitor positioning. Woolworths could tackle its competitors head-on and position 
itself directly against them by competing on exactly the same points of advantage.

 • Quality/price positioning. Woolworths could position itself as a retail outlet that sells 
high-quality food at a competitive or lower price. When Woolworths lost market share in 
2008, it adopted a more aggressive pricing strategy, making short-term margin sacrifi ces 
to off er sharper prices on known value items. The fi rm reduced the prices on 245 lines and 
introduced more promotions.

247.6  SELF-ASSESSMENT QUESTIONS

Log on to myUnisa and complete self-assessment test 7

257.7  REFLECTION

Look critically and carefully at the advertising that you are exposed to on a daily basis. 
Can you see the positioning process in action? What are the marketers trying to tell you 
about their products? Can you identify the diff erent positioning methods? What positioning 
methods are companies like Nandos and Mercedes Benz using?

267.7  SUMMARY

This study unit focused on the concept of product positioning. We examined 
the concept as a process in which the organisation endeavours to determine 
the existing image of its product in the minds of customers and then decides 
how these perceptions should be altered to correct any misinterpretation, or to 
reposition the product in a diff erent product space. The fi nal section of the study 
unit investigated the various positioning methods available to the marketer for 
consideration in the development of marketing strategy. Positioning decisions 
form the basis of the marketing strategy and it is essential for the marketer to 
understand  the consumer to ensure that the consumer perceives the desired 
imag e. The basis of the marketing strategy is the traditional marketing mix, also 
kno wn as the four Ps. In the next study unit we will look at the marketing mix.
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topic 4
the mArketing strAtegy

In this last topic of the module, we will try to put all of the theory together into one collated 
whole. Study units 1 and 2 introduced you to the concept of marketing and the marketing 
environment. Study unit 3 used marketing research methodology to gather relevant 
information on the consumer and the environment to assist in marketing decisionmaking. 
Study units 4, 5, 6 and 7 introduced you to the consumer. Now, in study units 8 and 9 we 
will try to combine it all into a “marketing strategy”. A marketing strategy consists of a 
well-chosen target market and a marketing mix that is relevant to the target market. Can 
you see that it is extremely unwise to develop a marketing mix before you know who 
exactly your target market is? This topic comprises two study units:

Study unit 8: The marketing mix (developing the total market offering)
Study unit 9: The planning, implementation and control process

On completion of this topic, make sure that you are able to:

•	 discuss the meaning of the marketing mix
•	 discuss the function of each of the four marketing instruments comprising the marketing 

mix
•	 give examples of how the marketing mix can add value to the product for the consumer
•	 explain the importance of strategic marketing management
•	 discuss the nature of planning
•	 explain the significance of strategy implementation for the success of an organisation
•	 discuss the steps in the evaluation and control process
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study unit 8

The marketing mix (developing the total market 
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Learning outcomes

After working through this study unit, you should be able to:

•	 discuss the meaning of the marketing mix
•	 discuss the function of each of the four marketing instruments comprising the marketing 

mix
•	 give examples of how the marketing mix can add value to the product for the consumer

Key concepts

On completion of this study unit, you should be able to explain/define the following 
concepts:

•	 marketing mix
•	 product decisions
•	 distribution decisions
•	 price decisions
•	 promotion decisions

getting An overview
A company such as Nokia sells cell phones to the consumer market. The company charges 
a certain price for these phones and makes sure that they are available at all cell phone 
shops or outlets. Lastly, Nokia informs the consumers about the availability of the phones 
by using television advertisements and road-show promotions. Each of these tasks 
represents one of the marketing mix elements.

The development of the marketing mix can be compared to the assembly of all the 
parts of a motor car. You have studied many principles of marketing and will now put 
that all together in the assembly (or development) of the marketing mix. The marketing 
mix embraces the four well-known traditional marketing instruments, namely product, 
place (distribution), promotion and price. This is also known as the four Ps as you can see 
from the names of the instruments. These marketing instruments must be developed 
in synergy in order to serve the same marketing objectives in the same target market.

The basis of any effective marketing strategy consists of a good market offering that 
meets a well-identified target market’s needs. If you refer back to the marketing process in 
study unit 1, you will see that the market offering consists of four components, commonly 
referred to as the four Ps (or as we refer to it, the marketing mix). The four Ps are the basis 
of a marketing strategy which represents the pinnacle of the marketing pyramid.
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8.1  the mArketing mix

Study chapter 6 in the prescribed book.

It is already clear from our discussion thus far, that marketing management wants to serve 
the customer by providing a need-satisfying product. Once the marketer has decided on 
which target market to serve, it should start developing the “product offering” that will 
be presented to the consumers.

This product offering is also called a market offering and is a “benefit package” that is 
more than just the physical product and is seen as a bundle of need-satisfying benefits. 
These benefits are provided through the marketing mix consisting of four marketing 
instruments or decisions. These marketing instruments must be formulated in a way that 
will enhance the value of the total market offering to the customer. Let us briefly look at 
these decisions.
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If you study this advertisement on Toyota’s website, you will see that different product-
related features are offered as well as a price and a method to locate a dealer close to 
you (distribution), and you read all of this on promotional material. Another promotion 
technique is evident in the invitation to book a test drive. You will find vastly different 
market offerings by other car manufacturers.

8.2  product decisions
Deciding on the exact dimensions of the product that is to compete in the marketplace 
against competitors’ products is a vital and ongoing exercise. These dimensions include 
the physical and psychological attributes and characteristics of the product.

The physical dimension includes the core features of the product (its performance level, 
quality, technology, physical dimensions, pre- and post-sale service, guarantees, packaging 
and brand name). All these physical features contribute to the intangible benefits of the 
product manifested in the image of the product in the eyes of existing and potential 
consumers.

If the product that is offered by the marketer is manufactured by a large national or 
international company such as Toyota, the local marketer does not have much say in terms 
of the physical features of the product. There might, however, be certain aspects of the 
product that the marketer could adapt to the unique requirements of its target market. 
There are also various models of the Yaris available to ensure consumer satisfaction.

Here one can see some product features offered by Toyota in terms of one of the Yaris 
models in order to offer different customers need-satisfying benefits. The basic need 
is for transport, but there are many other associated needs. The marketer can use this 
to differentiate the product from other similar products.
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8.3  price decisions
Setting the price of a product requires integrating a number of inputs. Consumers have 
a certain perception of what the price of a product should be, given its specific quality 
level and image; competitive prices dictate what price is realistic for the product; the profit 
objectives and market share of the organisation necessitate setting the price at a specific 
level; and finally, the image the firm wishes to convey of the product would dictate a 
certain price. Price is a key consideration for the target market the marketer aims to serve. 
The marketer will either have to ensure that its price is highly competitive, or else it will 
have to convince the customer that its product is of exceptional quality. 

27Reflection

Note the various brands of cell phones available and their prices. Have you noticed that 
some of the prices are higher than others even though the features on the phone do not 
seem to warrant the price difference? In most cases, marketers use price as an indicator 
of quality, so even if they are a bit more expensive than their competitors, they believe 
that they have positioned themselves as offering a higher-quality product.
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8.4  distribution decisions
The distribution or place decision is the third “P” in the marketing mix (place) and addresses 
the issue of how the product should be supplied to the target consumers. The main 
decision areas here are the establishment and management of a distribution channel 
and the performance of physical distribution activities such as transport, warehousing, 
packaging and stock control. 

The distribution channel consists of all those intermediaries that ensure that the product 
is available to the consumer, and includes participants such as wholesalers, agents and 
retailers. The stronger the relationship that is established with these players, the better 
the consumers will be served. If you buy a DSTV system (consisting of a decoder and a 
satellite dish), you will have to decide whether you are going to install the system yourself 
or with the help of a friend or whether you are going to use an outside contractor. You 
will also have to decide where you will buy the product. Different outlets have different 
services and prices and aftersales service and guarantees.

Activity 8.1

You must surely have noticed that one can buy small items such as cell phone chargers, 
licence holders, teddy bears, cold drinks, bookcases, fresh fruit, a windscreen wash and 
many other items on a street corner or at a traffic light? It is remarkable that even these 
sellers have become part of the distribution chain.

What distribution principles can you derive from this situation?

12Feedback

The following factors are clear in this situation:

 • The nature of a product makes a difference. These are mainly small low-priced items.
 • These are all products that a wide variety of people may need at regular intervals or even 

daily, in the case of fruit or cold drinks.
 • This set-up brings the product/service to where the need and the consumers are.
 • Since these products are all relatively well known to consumers, they can make a quick 

decision about them.

Can you add more to this list?

8.5  promotion decisions
Promotion is basically marketing communication. The marketer of a product always needs 
to communicate with the target market in order to:

•	 inform them about the existence of the product and its need-satisfying benefits
•	 convince them about the needs that the product can fulfil and to buy it 
•	 reinforce existing positive attitudes by means of reminder advertising
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In all promotion actions, the marketer tries to establish a specific image of the business 
and its product in the eyes of these consumers. A wide array of communication methods 
can be used to convey information to consumers and to convince them to buy a certain 
product. These methods include advertising, personal selling, sales promotion techniques, 
publicity and public relations. Over and above choosing which communication methods 
to use, the marketer should also develop an effective campaign for each of these methods. 
The advertising that we see on television or listen to on the radio involves all forms of 
marketing communication designed to influence us to purchase certain products or to 
position the brands in our minds.

28Reflection

How many of the advertisements that you saw today can you still remember? Which ones 
can you remember, and why? Can you remember which product was being advertised 
by each advertisement?

When you have finished studying this section, make sure that you can discuss each of 
the four marketing mix elements in some detail and explain how they can be integrated 
to present a unified message to the consumer.

Activity 8.2

Conduct an in-depth analysis of SANParks and how all the different marketing instruments 
are used. You need to do additional research on the internet or in the printed media to 
fully understand and report on the variables.

13Feedback

Before we provide an analysis on the marketing instruments, a brief overview of the company 
and its target market needs to be provided.

South African National Parks (SANParks)

The South African National Parks (SANParks), established in 1926, is the leading conservation 
authority in South Africa. They are responsible for 3,751,113 hectares of protected land in 21 
National Parks across South Africa which represents the indigenous fauna, flora, landscapes 
and associated cultural heritage of the country. Of all the national parks, most have overnight 
tourist facilities, with a variety of accommodation in arid, coastal, mountain and bushveld 
habitats. 

Vision: 
“National Parks will be the pride and joy of all South Africans and of the world.”

Mission: 
“To develop and manage a system of National Parks that represents the biodiversity, landscapes 
and associated heritage assets of South Africa for the sustainable use and benefit of all.”

See www.sanparks.org/.
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Target market

SANParks divides its market into the following three groups:

 • Primary market
This market is made up of predominantly English and Afrikaans families who visit the parks 
on a regular basis. SANParks strives to sustain and grow this market by maintaining product 
appeal and continuously delivering on brand promise.

 • Secondary market
This market predominantly comprises the black middle class. SANParks aims to continue 
developing this market since it has the potential to become a feeder to the primary market.

 • Tertiary market/international market
This market consists of current markets including countries that already contribute to SANParks 
revenue (Germany, UK, the Netherlands, France and the USA) and the investment market of 
the countries that do not currently contribute to the National Parks. 

SANParks aims to grow the current market to ensure that is does not decline and to identify 
opportunities in the investment market to reap benefits in the future.

Product/service

SANParks offers a wide range of activities, including game viewing, bush walks, canoeing, golf, 
conferencing, fishing, exposure to cultural and historical experiences and so on. 

Consumers are welcome to dine at any of the fancy restaurants or have a picnic. 

Shops of some size are found in virtually all the parks and in adjacent towns or urban settlements.

Consumers have access to beaches available at Addo Elephant, Agulhas, Knysna/Wilderness, 
Namaqua, Table Mountain, Tsitsikamma and West Coast.

The organisation has managed to transform itself, meet its high research and management 
standards and expand the land under its protection, and has also begun to generate 75% 
of its operating revenue, which is a spectacular financial achievement compared to most 
conservation agencies in the world, including those in developed countries.

Pricing

SANParks’ pricing strategy involves the year-on-year price increases for accommodation 
(including camping), conservation fees and various tourism activities.

The organisation has given the park managers sufficient flexibility (within specifically developed 
and acceptable thresholds) to price down their tariffs during irregular off-peak periods 
and to take advantage of major local events to attract tourists to the parks for overnight 
accommodation special price deals.

Distribution

SANParks’ distribution section comprises indirect and direct marketing intermediaries including 
the following:

 • Travel trade 
This unit works with travel agents and tour operators and is responsible for organising group 
bookings. There are two offices, one in Johannesburg and one in Cape Town. 
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 • Satellite offices 
These offices are primarily managed by the regional tourism authorities and entrepreneurs. 
They are responsible for face-to-face and telephonic bookings on behalf of National Parks 
and providing regional representation. 

 • Call centre 
This unit is responsible for telephone bookings and is a key central reservation point for 
SANParks. 

 • Front office 
These offices are like walk-in satellite offices and are a face-to-face contact point for visiting 
SANParks’ clientele. 

 • Electronic reservations 
These service the general public and attend to requests made via email. 

 • Direct web reservation 
This unit is used for bookings and information dissemination about the various SANParks’ 
destinations. It is actively promoted in an effort to maximise SANParks’ earnings on bookings 
made. 

Promotion

SANParks uses a wide range of communication methods to convey information to consumers. 
However, the organisation applies different methods to target the different markets.

Print, exhibitions, television, outdoor, online and the Wild Card magazine are methods used 
to target the primary market. 

The Wild Card is a loyalty card that can be purchased prior to or during a visit to a SANParks-
run facility. Wild Card holders do not pay daily conservation fees. Instead, for the annual cost 
of a Wild Card, they receive unlimited entry to a park or group of parks for a year. 

To target the secondary market, the following marketing and media elements are used:

 • print media in high-profile publications to educate and facilitate call to action 
 • selected exhibitions to provide information and ensure presence in the market
 • radio, which is used to educate as well as initiate call to action 
 • outdoor marketing and advertising to ensure presence and brand-building 
 • online marketing using electronic communication

It is because of SANParks’ marketing strategy that it is able to keep its target market interested 
in the National Parks as well as increase potential growth markets.

298.6  Self-assessment questions

Log on to myUnisa and complete self-assessment exercise 8.
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308.7  REFLECTION

Pay special attention to the marketing off erings that are all around you every day. Can 
you identify each of the marketing mix elements and can you see how they all fi t together? 
Try to imagine how you would combine the four Ps to create an integrated marketing 
strategy for your favourite motor car. 

318.8  Summary

This study unit was the culmination of the components of a marketing strategy. 
A marketing strategy consists of the traditional marketing mix and a well-
defi ned target market. In the fi rst seven study units, we looked at the consumer 
and the selection of a target market. In this study unit, we examined the 
marketing mix comprising the four Ps. The next study unit focuses on how to 
implement the marketing strategy.
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study unit 9

The planning, implementation and control process

contents

Learning outcomes

Key concepts

Getting an overview

9.1 Strategic marketing management

9.2 The marketing planning process

9.3 Implementation
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9.5 Self-assessment

9.6 Reflection

9.7 Summary
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Learning outcomes

After working through this study unit, you should be able to:

•	 explain the importance of strategic marketing management
•	 discuss the nature of planning
•	 explain the significance of strategy implementation for the success of an organisation
•	 discuss the steps in the evaluation and control process

Key concepts

On completion of this study unit, you should be able to explain/define the following 
concepts:

•	 strategic planning
•	 consistency
•	 responsibility
•	 communication
•	 commitment
•	 implementation
•	 control
•	 evaluation

getting An overview
The importance of the strategy planning, implementation and control phases cannot 
be overemphasised because these phases can make or break an organisation. Once an 
organisation has considered its individual marketing instruments ( price, product, place 
and promotion), all four must be combined into a strategy best suited to the target market 
that has been selected (as discussed in study unit 6). The selected strategy must then 
be implemented in such as way that the intended strategy enables the organisation to 
achieve its overall objectives, which poses a huge challenge for managers. The best way 
to ensure that a specific strategy is implemented correctly is through proper continuous 
control. 

Thus far in this module, we have addressed the basics in marketing theory, we have 
considered the customer and looked at market segmentation and paid special attention 
to the marketing mix, namely product, price, place and promotion. However, merely 
knowing the theory will never work in practice. In order to understand marketing, you 
need to be able to implement a marketing strategy and then evaluate and control the 
way it is put into practice. Putting marketing theory into practice involves three main 
phases – planning, implementation and control – which will be discussed in this study 
unit. Study unit 9 represents the pinnacle of the marketing pyramid that we have been 
building throughout this module:
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9.1  strAtegic mArketing mAnAgement 

Study chapter 7 in the prescribed book.

Any business, small or large, has to try to find some way of managing itself and choosing 
how to tackle the marketing task. This aspect of running a business is referred to as the 
marketing planning process. All four instruments of the mar keting mix must be combined 
to support and reinforce one another in order to satisfy the needs of the target market. 
This is vital in developing a marketing plan. Planning has many advantages, as highlighted 
in the box below.

planning

•	 encourages systematic thinking about the future
•	 leads to improved coordination between different departments and levels of 

management
•	 establishes performance standards for measuring results
•	 provides a logical basis for decisionmaking
•	 improves the ability to cope with change and to succeed in a rapidly changing 

business environment
•	 enhances the ability to identify marketing opportunities

Let us now consider the marketing planning process in more detail.

9.2  the mArketing plAnning process

Study section 7.2 in the prescribed book.

As indicated in the prescribed book, a marketing plan is vitally important because it 
contains the guidelines for an organisation’s marketing activities over a specific period. 

Strategy 
implementation 

and control

Consumer 
behaviour

Segmentation, 
targeting and 

positioning

Marketing 
research

The marketing 
environment

Essentials of 
marketing
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The specific period is important because a marketing manager needs to know for which 
period he or she is doing the planning – short, medium or long term.

When studying this section, make sure that you can discuss the benefits of the use of 
marketing plans.

Scanning the environment is an integral part of planning and a SWOT analysis is normally 
conducted. 

The SWOT analysis is a summary of the major findings of the current situation analysis 
under the headings, strengths, weaknesses, opportunities and threats. SWOT analysis is 
discussed in chapter 2 of the prescribed book, but let us examine it again.

•	 Strengths are those activities that you do well and that set you apart you’re 
your competitors, such as skilled personnel. Strengths are always inside the organisation.

•	 Weaknesses are areas in which you should improve if you do not want your competitors 
to gain an advantage – for example, not having enough working capital. Weaknesses 
are always inside the organisation.

•	 Opportunities are external factors that the organisation can take advantage of, 
such as new technology or emerging markets. Opportunities are always outside the 
organisation.

•	 Threats are those factors that can damage the business if they are ignored, such as 
increased competition or new legislation. Threats are always outside the organisation.

Activity 9.1

Consider the following statements and decide whether they are strengths, weaknesses, 
opportunities or threats:

(1) The organisation has the ability to develop new products.
(2) Top management are made up of highly skilled individuals.
(3) The internet can be used for on-line retail.
(4) International competitors are opening in South Africa.
(5) The organisation’s resources are running low.

14Feedback

Statement (1) is definitely a strength. The organisation has the ability to develop new products. 
It could have the correct technology or even have employed the right staff.

Statement (2) is also a strength. Once again, the highly skilled individuals are part of the 
organisation (internal). 

Statement (3) is an opportunity. The internet is an external technology that exists, whether 
the company uses it or not. If the organisation takes advantage of the situation, it is a benefit 
– that is, an opportunity.

Statement (4) represents a threat, since the entrance of competitors into the market is outside 
the organisation’s control. The organisation needs to be aware of the new competitors so that 
it can plan an appropriate course of action.
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Statement (5) represents a weakness. The organisation’s resources are obviously internal and 
therefore under its control.

An effective SWOT analysis helps the marketer focus on a strategy that takes advantage 
of the organisation’s opportunities and strengths, while avoiding its weaknesses and the 
threats to its success. These can be compared to the pros and cons of strategies that are 
considered.

You should be able to discuss SWOT in some detail. Make sure that you can distinguish 
between the internal strengths and weaknesses and the external opportunities and threats.

In the section that follows, the implementation of the chosen strategy will be discussed.

9.3  implementAtion 

Read section 7.3.1 in the prescribed book.

The success of a business is determined by two factors. Firstly, its marketing strategy must 
fit the needs and constraints of the external environment. Secondly, the business must 
be able to effectively implement that strategy by means of its internal structure, policies, 
procedures and resources. When it cannot effectively implement its chosen strategy – even 
if the strategy is appropriate in the circumstances – there will be problems. Worse still, 
management may conclude that the strategy is inappropriate, switch to a less desirable 
one, and ultimately further constrain the performance of the business. 

Excellent execution may offset the negative effects of a poorly conceived strategy on the 
one hand, but effective implementation of the wrong strategy may speed the business 
along the road of failure, on the other.

We will now examine the evaluation of an implemented strategy.

9.4  evAluAtion

Study section 7.4 in the prescribed book.

Computers and other types of information technology are currently speeding up the 
flow of feedback and prompting a revolution by allowing managers to improve plans and 
implementation quickly and continuously. However, the basic questions that a modern 
marketing manager wishes to answer to make better implementation and strategy 
decisions are pretty similar to what they have always been. A good manager wants to 
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know which products’ sales are highest and why, which products are profitable, what is 
selling where, and how much the marketing process is costing. 

Managers need to know in detail what is happening and  to improve the bottom line, 
and this is why evaluation of the implemented strategy is so important.

Traditional accounting reports are usually too general to be of much help in answering 
the specific questions marketing managers are asking. A company may be showing a 
profit, while 60% of its business comes from only 20% of its customers. The other 80% 
may be unprofitable. However, without special analyses, managers will not know this. In 
order to conduct these special analyses, the steps in the evaluation and control process 
can be utilised. These steps will now be discussed.

After studying this section, you should be able to discuss each of the steps in the evaluation 
and control process in some detail and provide practical examples that illustrate your 
understanding.

Step 1: establish performance criteria

Planning and control are closely linked because the performance standards set during 
the planning process are measured during the control and evaluation process.

The following are examples of performance standards:

•	 Customer complaints are reduced by 20%.
•	 A monthly sales quota of R250 001 is achieved.
•	 A 10% increase per month in new customer accounts is achieved.

Step 2: develop performance projections

Once a company has established the criteria for evaluating performance, it develops 
performance projections for products in the form of a profit-and-loss statement, where 
budgets for possible costs and income are prepared. A company could, for example, 
project that in order to reduce customer complaints by 20%, it would have to spend an 
additional R300 000 on staff training.

Step 3: develop a marketing organisation

Companies need to establish an organisational structure that supports the implementation 
of the marketing strategy. The company in question could, for example, ensure that there 
are line managers whose sole responsibility is to manage customer complaints.

Step 4: develop the marketing plan

The implementation of the marketing strategy would most definitely be based on a 
marketing plan, but the processes need to be mapped out, taking into account the 
human resources involved in implementing the strategy. A company that aims to reduce 
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customer complaints may, for example, have to employ counsellors to help customer 
service staff  deal with the complaints.

Step 5: evaluate marketing performance

In this step, the marketing manager evaluates whether actual performance measures up 
to the set performance standards. Marketing managers must use performance evaluation 
methods such as a marketing audit to compare actual performance with performance 
criteria. During this step, the company could compare the previous months’ complaints 
with the current period to establish whether or not the strategy is working.

Step 6: take corrective action

When there are signifi cant discrepancies between actual performance and the set 
performance criteria, managers should take corrective action. The corrective actions 
should eliminate the cause of the deviation by, say, redirecting the company’s resources 
in order to reach the standard that was set in the marketing plan. A possible solution 
would be to increase the number of customer service staff  to help with the complaints, 
or better still, provide staff  training.

329.5  Self-assessment

Log on to myUnisa and complete self-assessment exercise 5.

339.6  REFLECTION

Can you see how the implementation and control process will infl uence the success of 
the marketing strategy? Can you identify other areas in your life where a similar process 
would help you to achieve your personal goals and objectives?

349.7  Summary

In this study unit, we considered the planning, implementation and control of 
marketing strategy, which is vital to the success of an organisation in the long 
run. The marketing strategy is the fi nal product of all the marketing decisions 
that we have considered in this module. You cannot create a strategy without 
the correct information (study unit 3) on the environment (study unit 2), the 
consumers (study units 4–7), the marketing mix that will meet their needs 
(study unit 8) and an implementation plan (study unit 9).

We trust that you have enjoyed this module and have found it benefi cial to your 
understanding of the business environment. We look forward to joining you 
as you continue your studies in the exciting fi eld of marketing management.


