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1.  Explain the stages of brand loyalty 
Stage 1: Brand awareness
The consumer becomes aware of a product or brand as a result of a company’s promotional
efforts, eg sales ppl in a store; billboards, etc. Brand awareness is used by marketers to arouse 
consumer needs and interest
by using cues transmitted by the various marketing communication vehicles, such as
television or SMS.
Stage 2: Brand trial
The consumer decides to try out the product. A business can assist the consumer in this
step by offering free samples or a discount in order to persuade customers to try the
product. Below are images of coupons and products samples that are distinguished by
their size and which marketers use to encourage brand trials. Sample products are normally
smaller than the normal size of the product, for example; Nivea cream is packaged in the
following sizes: 30 ml, 50 ml and 60 ml. When marketers provide consumers with product
samples of Nivea cream the size of the samples will be 60 g each.
Stage 3: Brand image
The consumer forms a brand image from messages and experience of the brand. Refer
to Activity 13.2, which is based on brand image. The answers provided for the activity
are based on the impression one has of the brands.
Stage 4: Brand preference
The consumer becomes familiar with a particular brand and chooses it from a set of
alternative brands. The brand that the consumer chooses above others is the brand to
which he or she has a positive attitude.
Stage 5: Brand habit
The consumer purchases the brand habitually, meaning that the consumer purchases the
brand regularly. An example of brand habit is when a customer who regularly purchases
Stimorol chewing gum, buys his or her next best brand, such as Dentyne or Eclipse
chewing gum when Stimorol is not available.
Stage 6: Brand loyalty
The consumer is now committed to the brand and displays repeat purchase behaviour.
Consumers who are loyal to the brand are those who will wait for the product to be
available if it is out of stock.
It is important for brand managers to understand the stages of brand loyalty in order to
develop strategies for creating consumer loyalty that are relevant to each stage.

2.  Discuss 3 Theories of Learning 
• Classical conditioning refers to the phenomenon whereby a person tends to relate
two stimuli to each other if the association between them is shown continuously. For
example, MTN has been projecting to teenagers that owning a cellphone leads to
wide acceptance and praise within the peer group, which will over time establish a
subconscious association between a cellphone and status.
• Instrumental conditioning is when learning occurs while the consumer is being
conditioned to believe that a specific response to a stimulus will lead to a positive
reward.
• Cognitive theory is when learning involves the internal mental processes, whereby the
consumer actively participates by acquiring information, interpreting and evaluating
it and then taking action on the basis of the acquired knowledge. For example: the
consumer needs economical transport and actively collects information to fulfil this



need. The consumer collects information on reliable vehicles that are low on fuel
consumption by visiting various dealers and speaking to friends. During this process
of collecting information the consumer is actively seeking information that might fulfil
his or her transport needs. 

3. Discuss segmentation variables 
• Usage or behavioural segmentation
The market can be divided into segments according to regular users, potential users and
non-users, as well as heavy, moderate or light users. It is essential for businesses to apply
frequent user incentives in order to get heavy and regular users to continuously purchase
their products, since it is up to five times more expensive to attract a new customer than
it is to satisfy existing customers.
• Demographic segmentation
Marketers often segment markets on the basis of demographic information because it is
widely available and often related to consumers’ buying and consuming behaviour. This
divides the market into segments according to age, sex, fertility rates, migration patterns,
mortality rates, ethnicity, income, education, occupation, family life cycle, family size,
religion and social class. For example, children between the ages of four to twelve have
a big influence on family consumption of products and services such as toys, beverages
and movies.
• Lifestyle and psychographic segmentation
Marketers must be aware of changing lifestyles, social class, personality, activities, interest,
opinions and motives and should market products accordingly. SABMiller is a South African
company that uses psychographic and lifestyle segmentation particularly well to guide
its entire marketing strategy.
• Geographic segmentation
This form of segmentation divides the market into segments according to geographical
location and includes elements such as countries, regions, rural, urban, climate, terrain,
natural resources, population density, sub-cultural values and different population
growths in different areas. For example, a more regional approach allows consumer goods
companies to react quicker to competition. Uniliver concentrates on rural areas for some
of its product categories. Employees marketing Omo in these regions go on “roadshows”
to demonstrate the use of this specific washing powder.
• Needs or benefits segmentation
When applying this kind of segmentation, marketers divide consumers according to their
specific needs or the benefits they require from a product or service.
When it comes to segmenting consumers it is essential to know how they differ. Is it
geographic area, demographic characteristics, social class, the stage in family life cycle,
personality, or required benefits, such as convenience, saving time and simplifying chores?
Marketers must also look at the regularity of purchases, number of purchases, brand
loyalty, attitudes, payment with cash, debit or credit cards, and whether the consumer
has a need to form a relationship with the business. 
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1.1 Discuss the five categories in the adoption of a new or innovative product:
Innovators. Innovators are the risk takers and are enthusiastic about purchasing new products, as they 
want advanced technology and performance. Given the product features, these young, educated 
consumers, who have networking connections, will be the first to purchase the product. The impersonal, 
scientific sources they will use to obtain information would be the Nokia website and magazines which 
they need to subscribe to, such as Wired, and Stuff, which are niche-market magazines.
•• Early adopters. These are consumers who adopt innovation once the innovators have taken the risk. An 



example of a social risk is when a consumer’s self-esteem is tarnished by identifying and using a 
particular product. Early adopters are the opinion leaders who spread word-of-mouth communication and 
recommend, for example, a particular cellphone to other consumers. They are self-confident, educated 
and have contact with salespeople, such as representatives from Nokia or consultants at the major 
service providers (eg Vodacom, MTN, CellC). They also gather information from the mass media, such as 
television and the internet.
•• Early majority. These consumers are pragmatists who purchase the products once the innovators and 
early adopters have used them. They will, for example, purchase the product once opinion leaders, such 
as doctors, lawyers and managers, have convinced them that there are no financial risks with regard to 
the quality of the product and that the benefits are worth the price of the product. These are 
middle-class consumers, such as teachers, policemen and nurses, who will purchase the cellphone by 
signing a contract with the service provider.
•• Late majority. These are consumers who are suspicious of innovation. They will only use the product 
once they are satisfied with the value and the benefits the item offers, such as 110 MB of internal 
memory and a cellphone navigator. They rely on information provided by their peers and do not rely on 
opinion leaders’ and early adopters’ views. These are consumers who are older, less educated, retired 
and financially stable.
•• Later adopters, laggards or non-adopters. These consumers prefer things to be done as they were in 
the past and are disbelievers. They tend to be senior citizens in the lower socioeconomic class and 
would rather use normal cell phones than the new advanced products and might even prefer traditional 
landlines

1.2 Discuss any five factors that affect the diffusion (spread) of innovation. 
(1) rela�ve advantage, (2) compa�bility, (3) complexity, (4) trialability, and (5) observability. Rogers (2003) stated that 
“individuals’ percep�ons of these characteris�cs predict the rate of adop�on of innova�ons”

• Complexity. 
This factor refers to the degree of difficulty in terms of the level of understanding and the use of 
the new product. Products that are complex and difficult
to use and understand tend to spread slower in the market. Let us take Moirs’s two
custard products as an example. Moirs instant custard is easy to make and ready to
eat within a minute, as consumers only need to add milk and stir. When using Moirs
custard powder, on the other hand, consumers have to warm the milk first, measure
and add the custard power carefully and add sugar while stirring to reach the right
consistency. If done incorrectly the custard’s consistency may be too thin or too thick.
Consumers will adopt the instant custard easily, since it is easy to prepare and does
not require much effort.
• Compatibility. This factor refers to whether the product is compatible with the
consumers’ values, beliefs and objectives regarding its purchase and use. Let us take
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religion as an example. Muslims and members of the Zion Christian Church (ZCC) are
not allowed to eat pork as it is against their beliefs. This means that new food products
(eg Escort polony), which contains pork, will be adopted at a slow rate or may not
even be adopted at all.
• Relative advantage. This factor relates to consumer needs, which are met by
innovation, such as reduced costs or new methods of doing things. For example, First
National Bank (FNB) has introduced cellphone banking to perform transactions such
as payments and purchases. This innovative service is cheaper than the traditional
over-the-counter transactions and consumers do not have to physically go into the
bank. They also have an in-contact service that informs consumers of account activity
via SMS. Consumers will adopt this innovative banking service quickly, owing to its
convenience and the difference in bank charges.
• Observation. This factor deals with the extent to which the potential adopter has
had the opportunity to monitor the positive effects of the product or service when



accepting the innovation. If the adopter has had an opportunity to see the use and
benefits of the product, the possibility of a more rapid diffusion is feasible. For example,
a consumer can see how a Phillips vacuum cleaner functions by observing an in-store
demonstration by a salesperson. A Phillips washing machine, on the other hand, cannot
be demonstrated in store and the salesperson can only explain the use and function
of the machine. Consequently, consumers who buy the washing machine can only
observe the use of the machine once they have purchased the product. Consumers
will, therefore, adopt the vacuum cleaner quicker than the washing machine owing
to the fact that they were able to see the benefits offered.
• Trial. The easier it is to have a low-cost or low-risk trial of the innovation, the more
rapid its diffusion. An example of this is the introduction of a new flavour of Jacobs
Kronung coffee, where consumers are given sample sachets in order to try out the
product. In trying out the product, consumers run no risk of losing money as the trial
sachets are free. This increases the speed of diffusion as consumers can taste the new
product and will purchase it if they are satisfied.
• Perceived risk. Should the risk of trying out the innovative product or service be
high, diffusion will be slow. These risks can be psychological or financial. Financial
risk occurs when the product is expensive and consumers cannot be refunded. A
product that involves high financial risks is, for example, the purchase of a luxury car
(eg Mercedes-Benz). Once the consumer drives it out of the showroom it loses value
and the money the consumer paid for it will not be refunded and it can only be resold
or traded in at a lower value. The same applies when purchasing a less expensive
car, such as a Toyota Corolla, where consumers are still faced with the financial risk,
although this is less in comparison to a Mercedes-Benz, as the purchase price is lower.
The speed with which the Toyota will be adopted will, therefore, be faster compared
to the Mercedes-Benz.
• Marketing effort. The marketing mix consists of 7 Ps, which are activities executed by the
organisation to influence the rate of diffusion. Marketers are expected to communicate
product attributes, such as features, quality and benefits to consumers, using, for
example the 7 Ps: price, place (eg CNA), promotion (eg TV, magazines), product (eg
Nintendo WII), people (eg teenagers, young adults and the internal staff), process and
physical evidence (eg layout, displays in store) to communicate the Nintendo WII, for
example, to the target market to increase the spread of innovation.
Type of group. The target market determines the rate at which innovation will be
diffused, as some groups are more accepting than others. The young, affluent and
highly educated market segments tend to accept change and new products eagerly
and will, therefore, buy the Nintendo WII, unlike the older generation which may be
sceptical about the new product.
• Type of decision. Decisions are made collectively or individually. Collective decisions
are those made by more than one consumer, for example, family members (mothers,
fathers and children). Collective decisions may result in slow rates of diffusion, since
family members may not have the same opinion about buying a new product, such
as a Nintendo WII or a Sony play station. Individual decisions are only made by the
actual buyer, who does not have to deliberate with other consumers, such as family
members or friends. The speed of diffusion in such a case is, therefore, more rapid
because less decision-making consultation is required.
• Fulfilment of perceived need. When the satisfaction that will be derived from the
innovation is obvious in terms of meeting the need, the diffusion is more rapid. For
example, the Nintendo WII offers features such as powerful new motion-sensing
controllers and uses Bluetooth, as opposed to other game stations, such as the Sony
playstation. Consumers will, therefore, perceive the Nintendo WII as more capable of
satisfying their needs and it will be adopted quicker by the consumers. 



2.1 Discuss the six Stages of Brand Loyalty 
Stage 1: Brand awareness
The consumer becomes aware of a product or brand as a result of a company’s promotional
efforts, eg sales ppl in a store; billboards, etc. Brand awareness is used by marketers to arouse 
consumer needs and interest
by using cues transmitted by the various marketing communication vehicles, such as
television or SMS.
Stage 2: Brand trial
The consumer decides to try out the product. A business can assist the consumer in this
step by offering free samples or a discount in order to persuade customers to try the
product. Below are images of coupons and products samples that are distinguished by
their size and which marketers use to encourage brand trials. Sample products are normally
smaller than the normal size of the product, for example; Nivea cream is packaged in the
following sizes: 30 ml, 50 ml and 60 ml. When marketers provide consumers with product
samples of Nivea cream the size of the samples will be 60 g each.
Stage 3: Brand image
The consumer forms a brand image from messages and experience of the brand. Refer
to Activity 13.2, which is based on brand image. The answers provided for the activity
are based on the impression one has of the brands.
Stage 4: Brand preference
The consumer becomes familiar with a particular brand and chooses it from a set of
alternative brands. The brand that the consumer chooses above others is the brand to
which he or she has a positive attitude.
Stage 5: Brand habit
The consumer purchases the brand habitually, meaning that the consumer purchases the
brand regularly. An example of brand habit is when a customer who regularly purchases
Stimorol chewing gum, buys his or her next best brand, such as Dentyne or Eclipse
chewing gum when Stimorol is not available.
Stage 6: Brand loyalty
The consumer is now committed to the brand and displays repeat purchase behaviour.
Consumers who are loyal to the brand are those who will wait for the product to be
available if it is out of stock.
It is important for brand managers to understand the stages of brand loyalty in order to
develop strategies for creating consumer loyalty that are relevant to each stage.

2.2 Discuss the three types of Brand names people recognise
• Manufacturer brands
Manufacturer brands are created by manufacturers and their products depict their brand
name. Manufacturers are responsible for marketing their brand and they can capitalise on
widespread distribution of the product and build customer loyalty when retailers want to sell their 
brand. Many successful clothing designers have licensed their manufacturer’s
brand name beyond the clothing category to include cosmetics, perfume and jewellery.
• Store brands
Store brands are specific to retail and chain stores and the producers of these products
are unknown to consumers. Store brands are also known as private brands, and include
PicknPay No Name Brand, Shoprite’s house brand and Edgars’ house brand.
• Generic brands
Generic brands are distinguished by the absence of a specific brand name and are identified
by product characteristics. They are usually lower priced than store-brand products sold
by supermarkets and imitate more expensive brands, but their pricing is very competitive
and they are usually sold in supermarkets as well. 



3.1 Explain the four prerequisites for implementing CRM. 
• teamwork and processes
• support at executive level
• consumer service
• technology 

For example, a leading retail bank wanted to boost the effectiveness of its activities and
was particularly interested in identifying and reaching out to consumers who could benefit
from higher-value products, such as accounts, credit cards and home loans. Management
decided to transform its marketing policy and changed from transaction marketing to
relationship marketing. It implemented a CRM programme that would get results within
three to six months.
The CRM programme was implemented as follows: Management liaised with consumers
to understand their consumer segment groups and the historic preferences each segment
had. It worked in teams to develop consumer profiles based on its assessments and
profitability analysis, which resulted in listing opportunities.
Management then developed support tools for frontline staff and each product type
was tailor-made. The focus was on the specific needs of the different consumer groups
and employees were appropriately briefed and trained to deal with customers in a
satisfactory way. Employees who had to phone consumers were given a script to use,
strategies for professional and effective conversations with consumers were developed
and implemented and a tracking system to record contact rates and rates of follow-up
appointments were all part of the transformation policy. The team held meetings every
week with area and branch managers where they shared results, discussed the best
practices and provided support. The business made use of the latest state-of-the-art
technology to better understand its customers and attend to their needs. 

3.2 Discuss the limitations of implementing CRM 
Thorough research is essential for successful CRM implementation. Factors that can
complicate such implementation are: 
low added value; 
insufficient lifetime value; 
high investment costs related to product design and development; 
and the inability to implement CRM.

2015 October 
1.1 Discuss developing trends that will influence consumer behaviour: 
• 1. Green marketing aims:
• Developing and manufacturing products whose production, use or disposal is less harmful to the 
environment than the traditional versions of the products.
• Producing products that have a more favourable impact on the environment.
• Linking the purchase of a product to an environmental organisation or event. 

• 2. Cause‐related marketing
– An activity whereby a company links the sale of its products to an issue or cause.
– Can be direct to the individual, like a “stop smoking” campaign
– Can be indirect, like creating a better society for all to live in
– Companies engage in cause‐related marketing for the purpose of improving their sales or their corporate
image while providing benefits to the cause.

• 3. Marketing to gay and lesbian consumers



– There is a trend in society to move away from valuing uniformity to valuing diversity in terms of ethnicity, 
religious beliefs and race.
– Number of questions to ask:
– Is it necessary that we modify out product to meet the needs of this market?
– Should we use our standard advertisement in gay‐oriented media or should it be adapted?
– To what degree should we participate in activities related to this community?
– Should our major media advertisements include advertisements with gay/lesbian themes?

• 3. Gender–based marketing
– The role of women has changed.
– Considerations of marketers:
– Market segmentation – Female market can be segmented into: traditional housewife; trapped housewife; 
trapped working woman and career‐driven working woman.
– Product strategy ‐ Many products are losing their gender typecasting and is designed with women in mind.
– Marketing communication ‐ Different communication and retail strategies for male and female.
– Retail strategy – Males and females respond differently to the retail environment.
• 4. Black diamonds
– The growing affluent black community
– A complex and diverse group that consists of exciting, savvy, influential and up‐and coming individuals

1.2 Explain the ABC Model of A�tude & it’s 3 components
According to the ABC model of attitude, attitude consists of the following three main
components (as discussed in the prescribed book):
• Cognitive component (C)
The total configuration of beliefs about any product or retail store, for example, represents
the cognitive component of the consumer’s attitude towards the particular product or
store. Customers’ beliefs about a brand are, therefore, the characteristics they ascribe to it.
• Affective component (A)
The affective component of an attitude involves a consumer’s emotions or feelings
about a particular product, brand or retail store. The statement, “Coffee X is overpriced”,
therefore, implies a negative affective reaction to a specific aspect of the product, which
combined with feelings about other attributes, will determine the overall reaction to this
brand of coffee.
• Behavioural component (B)
This represents the outcome of the cognitive and affective components – to buy or not to
buy a product or patronise a particular store. What consumers do with their knowledge
of, and feelings towards, a product is very important to a company. The customer may
have positive information about a product and may like it, but may not actually buy it
for a variety of reasons. Habit in respect of another brand may be strong, there may be
other brands that the customer likes better or the preferred brand may be unaffordable.

2.1 Discuss the three strategies to consider when selecting target markets
• Undifferentiated targeting
This strategy views the market as one big market in which consumers have similar needs,
and the business uses a single marketing mix for the entire market. This entails one pricing
strategy and promotional programme, a single product with little or no variation and
one distribution system aimed at the entire market. Examples include staple foods such
as sugar and salt. The original Coca-Cola soft drink was marketed to everyone and the
focus was on what consumers have in common rather than how they differ.
• Concentrated targeting
This strategy focuses on the needs of a single segment and develops a highly specialised
marketing mix. This allows a business to specialise and focus all its energy on satisfying
one particular group’s needs. One example is Rolex watches, which aims its product at a
single-market segment, more specifically consumers in the upper social class category. 



• Multisegment targeting
This strategy serves two or more well-defined segments and develops a distinct marketing
mix for each. This approach combines the best attributes of undifferentiated marketing
and concentrated marketing, for example Marriott International is a company in the
leisure industry that offers the following to its customers: Marriott Suites for permanent
vacationers, Fairfield Inn for economy lodging, Residence Inn for extended stay and
Courtyard hotels for business travellers. The core product is the same but the company uses 
different brand names, pricing and advertising to differentiate between the target
groups. 

2.2 Explain the Five steps in the Consumer Decision Making Process in sequence
i.) Need or problem recognition
Need or problem recognition occurs when the buyer becomes aware of a difference between a 
desired or an ideal situation and an actual situation. The difference should be big enough to 
trigger a decision. This can be as simple as realising that you need your own car, since your 
parents will not be able to drive you around anymore. Marketers or
salespeople can activate the process. For example, an advertisement for a small affordable car 
could stimulate problem recognition because it emphasises the affordability of a car for 
first-time buyers. Problem recognition may vary widely, depending on the following: the 
information stored in the individual’s memory; individual differences; environmental influences; 
and social influences. Note that problem recognition can take place during all stages of the 
decision-making process. Most consumers’ problems arise as a result of internal and external 
barriers, assortment inadequacies, new information, expanded desires, and expanded or reduced 
means.
ii.) Search for, and processing of, information
After recognising the problem or need, buyers do research and obtain information on products to 
help them resolve the problem or satisfy their need. The internal search involves a buyer 
scanning his or her memory for previous experiences or knowledge, which may be insufficient. 
Then external sources need to be consulted. This type of search is affected by individual 
differences (consumer resources, motivation, involvement, knowledge, attitudes, personality, 
lifestyle, and demographics) and environmental influences. You would probably tap the following 
information sources:
- personal sources (friends and relatives)
- public sources (eg a comparative evaluation consumer report published by a product testing 
organisation)
- marketer-dominated sources (eg CD player advertisements or CD player demonstrations in 
shops that sells CD players when you want to buy a CD player)
From the information gathered from different sources, you would then narrow down your options 
to an evoked set or consideration set, for further evaluation. At this stage, the following factors 
also need to be looked at:
- Consumer involvement in decision-making
When consumers make purchases in order to solve their problems, they engage in different 
problem-solving processes. The effort, both mental and physical, that buyers expend on these 
processes varies considerably. A major determinant of the type of problem-solving process 
employed is the consumer’s involvement – the consumer’s degree of interest in a product and the 
importance he or she attaches to it. Note that high involvement is associated with products that 
are expensive and visible, and that could have serious personal consequences or carry high risk 
and also reflect on one’s image. Examples of high-involvement products are cars, health care, 
stocks and bonds. Low-involvement products, such as grocery items, on the other hand, tend to 
be less expensive and carry less social risk. It is also worth noting that an ongoing and long-term 
interest is referred to as enduring involvement, while a situational involvement, by contrast, is 
temporary and dynamic and results from a particular set of circumstances. Also take a look at 
the types of decision-making process that are discussed in the prescribed book.
iii.) Evaluation of alternatives



To evaluate the products in the evoked set, a buyer of a car establishes certain criteria by which 
to compare, rate and rank different products (brands). For example, you may use two criteria to 
establish the brands in your evoked set (eg a pricelist under R100 000 and good fuel 
consumption). The criteria may result in only three models in your evoked
set (eg Volkswagen, Tata and Opel). Note that the perceived risk associated with buying a 
product also impacts on the evaluation process, while the evaluation of alternatives depends on 
the buyer’s personality (or orientation), for example an economical, passive, emotional or 
cognitive individual. Although the evaluation happens in the mind of the consumer and can 
therefore not be seen, marketers can try to identify and capitalise on the types of evaluation 
criterion to create the best value for money. Evaluation brings a consumer to the point of making 
a decision on a specific course of action.
iv.) Response or buying decision
Consumers now select products or brands on the basis of the results of the evaluation stage as 
well as other dimensions. Buyers choose the seller from whom they will buy the product, as well 
as the time to buy. The choice of seller depends on a number of considerations, such as the 
terms of sale, past experience with the seller and the service plan offered. For example, you may 
choose the second choice brand (Tata) at a dealer with an excellent
service plan (eg Tata Menlyn) over the most preferred car brand (eg Volkswagen) at a dealership 
with no service plan (eg Hatfield Volkswagen). Other decisions include the size of the deposit, 
payment method (credit) and time (eg when the preferred brand is on sale).
v.) Post-purchase evaluation response
After the purchase, buyers evaluate the product to determine whether its actual performance 
meets expected levels. The post-purchase evaluation may result in either satisfaction or 
dissatisfaction, a neutral or indifferent behavioural response or postpurchase dissonance. Look 
at this step more in detail in the prescribed book.

3.1 CRM strategy of placing consumer groups in categories or quadrants 
These four quadrants help the business to formulate appropriate CRM strategies. A brief 
description of each category or quadrant is as follows:
• Butterflies
These customers have high-profit potential, but not too much should be invested into this 
relationship category in the long term if the profitability of such customers does not improve.
• Strangers
Any investment in this type of relationship should be avoided and a transactional approach 
should be used, since these customers are not profitable.
• True friends
Effort should be made to retain this group and increase its profitability, since it consists of the 
best customers who must be rewarded with special loyalty programmes and excellent service.
• Barnacles
Effort should be made to look at the transactions of the customers in this group to determine 
whether they could become more profitable, since customers in this category need to be nurtured 
in order to make them more profitable or properly managed. 

3.2 Discuss 4 types of online user 
Focused information seekers: Consumers who know exactly what they want.
Unfocused information seekers: Consumers who are just browsing the internet.
Directed buyers: Consumers who know exactly what to buy and what they are prepared to pay.
Bargain hunters: Consumers who are actually looking for a good bargain.
Entertainment seekers: Consumers who take pleasure in the time they spend online “surfing the 
net”. 
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1.1 Discuss six market characteristics that will influence how SA consumers will 
behave 
• Demographic Characteristics ‐ The study of people’s vital statics such as their age, race or 
ethnicity and location.
• Economic factors influencing consumer behaviour
– Inflation
– Consumer Price Index (CPI)
– Interest rates
– Currency fluctuations
– Recession
– Consumer’s decision to purchase or not to purchase
– SA as a developing country
• Governmental factors
– Marketers must comply with laws and restrictions
of the government.
– Marketers have to deal with new legislation at
both central and provincial government laws:
– Promoting competition
– Limiting competition
– Protecting consumer rights
• Physical conditions
– Marketers must be aware of the threats and opportunities associated with the physical 
environment.
– Two important aspects:

– Climate change
– The impact of climate change on the environment 

• Social factors
– Social factors such as attitudes, values and lifestyle have a great influence on the products and 
services that consumers buy and consume, the prices consumers are prepared to pay, the 
efficacy of promotional campaigns and how and when purchases are made.
– Purchasing power is directed towards certain goods and services and away from others 
according to people’s tastes and preferences.
• Technological factors
– Vital for marketers to become aware of the latest technology and how these developments 
affect their
marketing activities.
– Technological advances affect consumer behaviour in South Africa in several ways:
– Internet
– Social media
– Internet and credit card payment options
– Consumers can now purchase anything from anywhere 

1.2 Explain the two Components of Market Value 
Market value has two components, namely the universal values and the personal values. 
Universal values are linked to the expectations of the consumer in terms of the basic needs – 
things you would expect to get when you purchase a particular product or service. If you 
purchase a lawnmower, the universal value for the person mowing the lawn is that the 
lawnmower should work and actually cut the grass.
Personal values can be broken down into group-specific personal values (those of the target 
market or a specific group) and individual-specific values (those that are there for the consumer 
to enjoy as an individual and which give him or her the feeling that the product has been 
customised to satisfy their individual needs).



Use Table 2.1 in the prescribed book to describe the universal and personal values for a user and 
a buyer of a new laptop computer
The table shows that for a user there are three types of value. 
The universal value is for performance value. We would expect the laptop to function well and 
effectively every time it is switched on. The personal group value would be social value – we 
would purchase a brand or product that is congruent with our friends’ views of what is a correct 
brand, such as an Acer or a Sony. This will be explained further in a later unit under reference 
groups – they help set norms of behaviour for their members. The personal individual value 
would be emotional value
– the emotional state that the product induces in us. This could be the feeling of satisfaction and 
contentment that the Acer or Sony gives us when we use it. Using it can be such a pleasure that 
we get experiential value through its use or consumption.
For a buyer the universal value would be service value – the good advice received at the Sony 
retail outlet during the purchase, the nationwide service and parts back-up service after the 
purchase, and the Sony brand name that reduces the risk of purchasing a less-respected brand. 
The group-specific personal value would be the convenience of having a Sony outlet at all the 
major cities in popular shopping malls, and the individual specific personal value would be 
personalisation value obtained through the attention and care taken by the Sony salesperson in 
ensuring the laptop is best suited to the consumer’s requirements.
Analyse another example, such as purchasing a cell phone. In the prescribed book you will find a 
good explanation of the values of a consumer’s three roles when buying a cell phone.

2.1 Discuss the three roles a customer can fulfil during a transaction 
• Buyer  – the person who participates in the procurement of the product from the marketplace.
• Payer – the person who actually finances or pays for the purchase.
• User – the person who actually consumes or uses the product, or who receives the benefits of 
the service.

2.2 Discuss the four phases in the perceptual process in the correct sequence & give 
examples. 
The perceptual process consists of four phases, namely exposure, attention, interpretation and 
recall (or memory) 
• Exposure. Exposure is the degree to which people notice a stimulus that is within
range of their sensory receptors. The marketer, therefore, has to place the company’s
messages where targeted consumers will be exposed to them. Most of the stimuli to
which we expose ourselves are self-selected – we therefore refer to selective exposure
as a perceptual defence mechanism. A consumer can, for example, avoid unwelcome
stimuli by quickly paging through a magazine and ignoring the advertisements or by
turning off the radio or television when commercials are aired. 
• Attention. Attention refers to the extent to which processing activity is devoted to a
particular stimulus. Think, for example, about interesting and boring lectures. This
means the allocation of attention can vary according to the recipient (ie student’s
mind set at the time) and the characteristics of the stimulus (ie the lecture). In the
same way, selective attention causes a consumer not to comprehend the content of
the marketing message.
• Interpretation. When a consumer has been exposed to a marketing message, and has
paid attention to it, the message still needs to be interpreted in the way intended by
the marketer. Selective interpretation occurs when the stimuli are perceived, but the
message itself is not interpreted correctly – the consumer distorts the meaning or
misunderstands it.
• Recall (or memory). Consumers do not remember all the information they see, hear or
read, even if it has drawn their attention and they have interpreted it. Again, recall is



also selective as the consumer often remembers only certain stimuli and forgets others
which may not be important to him or her.

3.1. Discuss any 4 types of market segmentation 
Usage or behavioural segmentation
• It is possible to divide current users of a product, service or brand into categories of light, 
medium and heavy users.
• Marketers prefer to target their campaigns at the heavy users, rather than spend a lot more 
moneyj
trying to attract light users. 
• Brand loyalty is used as the basis for segmentation
• Marketers should attempt to encourage brand loyalty, as it has been found that brand loyal 
customers are also heavy users and pay less attention to competing marketing messages.
Demographic segmentation
• Demographic segmentation refers to variable such as age, family life cycle, marital status, 
gender, religion, income and education.
• Marketers rely on these characteristic because they are often closely linked to a customer’s 
product needs and buying behaviour and they can be easily measured.
• Potential users of a product, service or brand can be divided into categories consisting of 
different age groups, gender 
• Gender is the most often used demographic characteristic.
• Income is an important variable for distinguishing market segments.
• Life cycle can be used to segment markets for housing and home furnishings female) and 
income (high, medium and low).
Lifestyle and psychographic segmentation
• Psychographic segmentation involves the breaking up of the market in terms of attributes such 
as social class, lifestyle and personality.
• It refers to the analysis of consumers on the basis of their activities, interests and opinions
(AIO).
• To establish the different lifestyle categories, information concerning consumer’s activities, 
interest, opinions and lifestyles is collected and then subjected to factor analysis to identify 
separate groups.
• Psychographic segmentation based on lifestyle has become increasingly popular as it goes 
beyond demographic, geographic and social class measurements in predicting consumer 
behaviour.
Geographic segmentation
• Geographic segmentation divides the market according to cities, towns, regions and even 
countries – in geographic locations.
• Geographic segmentation is most often performed in conjunction with other types of 
measurement and is mostly useful when differences in product consumption correspond closely 
with demographic
or lifestyle types who live in different areas and suburbs.
Needs/benefit segmentation
• A market can be effectively segmented by classifying consumers into groups according to the 
specific
benefits they want from a product.
• Products and services have multiple attributes and marketers use benefit segmentation to find 
out the relative importance of one benefit over others.
• Users of benefit segmentation claim that the benefits people are seeking are the basic reason 
for buying a product and therefore the proper basis for market segmentation.
Market‐value‐based segmentation
• Market‐value‐based segmentation is similar to benefit segmentation, except that instead of



specific benefits, it uses the market value of a product.
• A broad value‐based division of the total market can be obtained by using the basic distinction 
of universal and personal values.
• For example, when both universal and personal values are of low importance, it is referred to as 
the basic‐product/economy market.

3.2 Discuss the 3 types of consumer decision making and indicate the consumers’ 
level of involvement in each. 
• Habitual decision‐making
– consumer satisfaction with a product or service may lead to repeat buying and gradually to 
buying       based on habit.
– Habitual decision‐making exists when there is low involvement with the buying process and it 
results   in repeat buying behaviour.
• Limited decision‐making
– Is closely related to habitual decision‐making.
– In limited decision‐making, consumers are not highly involved with the alternatives.
• Extended decision‐making
– Is the response to a high level of buying involvement, where internal and external information 
searcher are followed by a complex evaluation of many alternatives. For durable or expensive 
products

October 2016 
1.1 Discuss the five group factors that influence the consumer’s decision making 
process. 
Group Factors that Influence the Decision‐Making Process: Chapter 1, under ‘ Mental and 
Physical Activities’ – First edition of textbook pg 5
• Family is the primary agent for enculturation & from a marketing point of view it teaches 
consumer-related values & skills
• Culture is the modal or dis�nc�ve pa�erns of behaviour of a group of people, including the impact of cultural 
beliefs, norms, values and premises that govern conduct.
• A Social class is a group of people in a country who are considered equal in status or 
community esteem, who socialise together & who share behaviour patterns. 
• Reference groups are people or groups who serve as a point of comparison or reference for an 
individual consumer in forming certain values, attitudes & behaviour patterns.
• Opinion leaders – When the reference group consists of only one person who influences the 
customer’s purchasing decisions, that person is called an Opinion Leader

1.2 Discuss the five categories in the adoption of a new or innovative product 
Five adopter categories and their characteristics:
• Innovators. These people are the first group of consumers to adopt a new product and they are 
called the enthusiasts. They are the type of consumers who want advanced technology and 
performance, are willing to take risks, and are enthusiastic about purchasing new products. 
Innovators amount to 2,5% of the overall population. Their demographic profile indicates that 
they are young, educated and have networking connections and, therefore, fit the characteristics 
of the South African generation Y. They obtain information on products and services from 
impersonal and scientific
sources, such as the internet and niche magazines. For example, if it concerns a health product, 
they will read magazines such as Shape (women) or Men’s Health (men).
• Early adopters. These people are termed the visionaries. They account for 13,5% of the overall 
target market and only adopt a product once the innovators have used it. Early adopters form an 



influential consumer group and are the driving force behind the acceptability of new products. 
They spread the message by word of mouth. These consumers are the opinion-making leaders 
and an important group for marketers to take into account as they are held in high esteem by 
others who follow, accept and
adopt their opinions and recommendations. They also determine whether consumers will have a 
positive or negative attitude towards a product. This consumer group is also well educated and 
has self-confidence as it consists of specialists in their respective fields. They have contact with 
salespeople, read more magazines and use mass media as their source of information.
• Early majority. Consumers in this category prefer products that have been tried and tested, since 
they avoid risks (psychological, financial and performance). They are pragmatists who want 
solutions and convenience from the products they purchase. Early majorities are middle-class 
consumers who have contact with opinion leaders, salespeople and the mass media. This group 
relies on the recommendations of the early adopters and they comprise 34% of the target market.
• Late majority. These are pessimistic consumers who do not seek anyone’s opinion and only use 
the product once they have been reassured of its benefits and values. This may be due to the fact 
that they are less educated, older, financially more stable and conservative than the previously 
mentioned group. They use fewer marketing communication sources to obtain information than 
the early majority; instead, they seek information from consumers within their own group. The 
late majorities account for 34% of the population.
• Late adopters, laggards or non-adopters. The laggards are termed the sceptics, since they do 
not believe in new ideas. Instead, they are suspicious and prefer things to be done as in the past. 
They react to the new product or service and its benefits at a slow rate and account for 16% of 
the target market. They are older in terms of age and are in the lower socioeconomic class; they 
also depend on consumers within the same categories, such as the late majorities, for advice and 
information on purchasing a product. 

2.1 Discuss the four types of arousal that causes the recognition of a need 
• Needs arousal
– Begins with the presence of a stimulus that causes the recognition of a need
– Various types:
• Physiological arousal: a stimulus that comes from inside the customer – eg hunger is an 
internal stimulus that can result in the recognition of a need to eat.
• Emotional arousal: thinking or daydreaming can result in  the arousal of unconscious needs 
(e.g. daydreaming about become a pro golfer and using the products pro golfers endorse
• Cognitive arousal: Cognitive awareness of a need may be triggered by a stimulus in the 
environment. (e.g. elderly couple holding hands – need of being in a relationship)
• Environmental arousal: The needs activated at a specific time are are often determinedby 
specific cues in the environment.  (e.g. smell of food – arouses ‘need’ for food) 

2.2 Discuss the four types of post-buying evaluation responses that a consumer can 
experience after purchasing a product. 
• Post‐buying satisfaction
– A positive assessment of the purchase decision results in post‐buying satisfaction.
– Satisfaction occurs when the outcome, which may be a product, brand or store, and the 
conditions
surrounding its purchase, are matched with the consumer’s expectations.
• Post‐buying dissatisfaction
– A negative assessment results in post‐buying dissatisfaction.
– Consumers encounter dissatisfaction when their experience with the product is not equivalent 

to their expectations. Complaint behaviour can be private such as warning friends or switching 

products. Also, consumers may take public action, such as demanding redress from the 



company involved, complaining to the firm or to a consumer watchdog, or taking legal action 
against the firm. 
• Neutral or indifferent behavioural response
– A neutral assessment results in post‐buying indifference.
• Post‐buying conflict
– Sometimes consumers experience post‐buying conflict, where they are uncertain whether or not
they made the correct purchase decision or should have bought some other alternative. A form of 
cognitive dissonance. 

3.1 Discuss the five stages of the traditional household life cycle. 
• Stage 1 ‐ Bachelorhood
– Consist of young single men and women who have established households away from their 
parents.
• Stage 2 ‐ Honeymooners
– Starts after consenting young adults agree to live together, and continues until the arrival of the
couple’s first dependent or child.
• Stage 3 ‐ Parenthood
– Characterised by the arrival of a dependent or child, also referred to as the ‘full nest stage’.
• Stage 4 ‐ Post parenthood
– Also referred to as the ‘empty‐nest stage’ starts once the last dependent has left the household.
• Stage 5 ‐ Dissolution
– Ensues with the death of a spouse.

3.2 Discuss in sequence the three elements of learning 
• Stimulus
The first requirement of learning is a stimulus, which is something that stimulates the
learner’s interest. Marketers can stimulate consumers by using physical things, such as
products, brands and size, or intangibles, such as service, quality and satisfaction. 
• Response
A response is any action, reaction or state of mind resulting from a particular stimulus or cue. 
Motives stimulate learning, while cues are the stimuli that give direction to the motives. For 
example, the Coca-Cola advertisement is the cue or stimulus that suggests a specific way to 
satisfy a particular motive, which is to quench thirst by buying and drinking the soft drink. As 
soon as the consumer buys the soft drink he or she will respond to the Coca-Cola stimuli.
• Reinforcement
Reinforcement involves an action by the marketer that will stimulate the consumer to buy more 
of the product or to test the product. It is an inducement, which means there is a probability that 
a given response to a specific stimulus will reoccur, given the same stimuli and situation. This 
means that reinforcement is the “thing” that causes the individual to relate the response to the 
stimulus correctly, resulting in repetitive behaviour that establishes future behaviour.

2017 June 
1.1 Discuss the individual factors that influence a customer’s decision whether they 
will buy a product or not. [8]
 
Individual Factors that Influence the Decision‐Making Process:
• Motivation is the driving force within individuals that pushes themto action 
• Perception refers to the entire process that causes a person to become aware of their 
environment and interpret it in such a way that it will fit into their frame of reference.
• Learning describes the process whereby individuals acquire purchase and consumption 
knowledge, as well as the experience, that they apply to future-related behaviour.
• Attitude can be described as the learned predisposition to behave in a consistently favourable 



or unfavourable way toward market-related objects, events or situations.
• Personality and lifestyle. Personality refers to a customer’s psychological characteristics that 
determine and reflect how he or she responds to the environment. Lifestyle is the customer’s way 
of living.

1.2 Discuss five factors that influence the diffusion (spread) of innovation. 

(1) relative advantage, (2) compatibility, (3) complexity, (4) trialability, and (5) observability. 
Rogers (2003) stated that “individuals’ perceptions of these characteristics predict the rate of 
adoption of innovations”

• Complexity. 
This factor refers to the degree of difficulty in terms of the level of understanding and the use of 
the new product. Products that are complex and difficult
to use and understand tend to spread slower in the market. Let us take Moirs’s two
custard products as an example. Moirs instant custard is easy to make and ready to
eat within a minute, as consumers only need to add milk and stir. When using Moirs
custard powder, on the other hand, consumers have to warm the milk first, measure
and add the custard power carefully and add sugar while stirring to reach the right
consistency. If done incorrectly the custard’s consistency may be too thin or too thick.
Consumers will adopt the instant custard easily, since it is easy to prepare and does
not require much effort.
• Compatibility. This factor refers to whether the product is compatible with the
consumers’ values, beliefs and objectives regarding its purchase and use. Let us take
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religion as an example. Muslims and members of the Zion Christian Church (ZCC) are
not allowed to eat pork as it is against their beliefs. This means that new food products
(eg Escort polony), which contains pork, will be adopted at a slow rate or may not
even be adopted at all.
• Relative advantage. This factor relates to consumer needs, which are met by
innovation, such as reduced costs or new methods of doing things. For example, First
National Bank (FNB) has introduced cellphone banking to perform transactions such
as payments and purchases. This innovative service is cheaper than the traditional
over-the-counter transactions and consumers do not have to physically go into the
bank. They also have an in-contact service that informs consumers of account activity
via SMS. Consumers will adopt this innovative banking service quickly, owing to its
convenience and the difference in bank charges.
• Observability. This factor deals with the extent to which the potential adopter has
had the opportunity to monitor the positive effects of the product or service when
accepting the innovation. If the adopter has had an opportunity to see the use and
benefits of the product, the possibility of a more rapid diffusion is feasible. For example,
a consumer can see how a Phillips vacuum cleaner functions by observing an in-store
demonstration by a salesperson. A Phillips washing machine, on the other hand, cannot
be demonstrated in store and the salesperson can only explain the use and function
of the machine. Consequently, consumers who buy the washing machine can only
observe the use of the machine once they have purchased the product. Consumers
will, therefore, adopt the vacuum cleaner quicker than the washing machine owing
to the fact that they were able to see the benefits offered.
• Trialability. The easier it is to have a low-cost or low-risk trial of the innovation, the more
rapid its diffusion. An example of this is the introduction of a new flavour of Jacobs
Kronung coffee, where consumers are given sample sachets in order to try out the
product. In trying out the product, consumers run no risk of losing money as the trial
sachets are free. This increases the speed of diffusion as consumers can taste the new
product and will purchase it if they are satisfied.



2.1 Identify and discuss all four functions of attitudes. 
Attitudes perform four important functions: 
• Utilitarian function 
– Deals with the fact that people make their feelings known in such a way as to maximize the 
reward
they can secure and to minimize the punishments they receive from others.
• Ego-defensive function
– People use these attitudes to protect themselves from truths about themselves or the realities 
associated with living in the real world.
• Value expressive function
– Refers to how people express their central values to others.
• Knowledge function
– Attitudes can be a main contributor to a person’s understanding of the environment and they 
can
be a means of placing this environment in perspective.

2.2 Discuss any four types of reference groups a customer can refer to in helping 
with a buying decision and provide an example of each. 

Types of Reference Groups: 
Formal reference groups. A formal reference group could be the people who work with you or the 
people who you with are in your dance class. 
Informal reference groups. An informal reference group could be your family and friends.
Primary reference groups. A primary reference group could be people in the same class at school 
or university, and with whom you have contact on a daily basis.
Secondary reference groups. A secondary reference group could be a group in another country 
with whom you do not have face-to-face contact, but which still exerts an influence on your 
buying behaviour.
Membership and non-membership reference groups. An example of membership would be 
members of a church, while a nonmembership reference group would not necessarily be 
members of a particular church but people who still model their behaviour on that of the 
members of the church.
Aspirational reference groups. These are groups that people aspire to belong to. You may, for 
example, want to belong to the group of graduates from Unisa who are also future professionals.
Dissociative reference groups. These are groups that you avoid or reject. An example could be 
smokers if you are a non-smoker. 

3.1 Discuss the four personality theories which have played a prominent role in the 
study of the relationship between consumer behaviour and personality. [8] 
• Freud’s Psychoanalytic Theory of personality
– This theory operates on the premise that human drives are largely unconscious in nature and 
serve to motivate many consumer actions.
– Emphasis in motivational research studies is on discovering the underlying motivations for 
specific consumer behaviour.
– Tends to focus on what consumer wear and the images they display often reflect their 
personalities.
– For example, the use of a particular product such as an expensive car enhances a person’s 
self‐confidence.
• Neo‐Freudian theory
– This theory tends to emphasises the fundamental role of social relationships in the formation 
and



development of personality.
– For example, a person’s desire to overcome feelings of inferiority, to strive for superiority and 
conquer feelings of anxiety.
– Marketers who position their products as being unique or for non‐conformists, seem to be 
guided by
the neo‐Freudian theory’s characterisation of a ‘detached individual’ ‐ a person seeking 
independence and individuality.
• Trait theory
– Focuses on the measurement of personality in terms of specific individual psychological 
characteristics called traits.
– Trait – any distinguishing, relatively enduring way in which one person differs from another.
– The theory states that individuals possess innate psychological traits – such as 
self‐confidence,
aggression, responsibility or curiosity ‐ to a greater or lesser degree and that these traits can be 
measured by specially‐designed scales.
• Gestalt theory
– This theory is generally used as basis for evaluating consumer personality
– The theory states that people do not experience the numerous stimuli they select from the
environment as separate and discrete sensations, rather, they tend to organise them into groups 
and
perceive them as unified wholes. 

3.2 Identify and discuss the four dominant types of households.  
– The one‐person household consists of one independent person.
– The nuclear household consist of a single family nucleus. This can be further classified as a 
married couple with or without children.
– The extended household can be classified as a basic household including the nuclear family as 
well as other relatives such as ancestors, grandparents, uncles, aunts, cousins and parents‐in‐law.
– The single‐parent household consist of one parent and at least one child. 

3.3 Name and discuss the three different types of brand 
• Manufacturer brands
Manufacturer brands are created by manufacturers and their products depict their brand name. 
Manufacturers are responsible for marketing their brand and they can capitalise on widespread 
distribution of the product and build customer loyalty when retailers want to sell their brand. 
Many successful clothing designers have licensed their manufacturer’s brand name beyond the 
clothing category to include cosmetics, perfume and jewellery.
• Store brands
Store brands are specific to retail and chain stores and the producers of these products are 
unknown to consumers. Store brands are also known as private brands, and include PicknPay 
No Name Brand, Shoprite’s house brand and Edgars’ house brand.
• Generic brands
Generic brands are distinguished by the absence of a specific brand name and are identified by 
product characteristics. They are usually lower priced than store-brand products sold by 
supermarkets and imitate more expensive brands, but their pricing is very competitive and they 
are usually sold in supermarkets as well. 


