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ABSTRACT 

 

The primary objective of this study was to investigate the relationship between 

marketing effectiveness and the marketing mix of guesthouses in the Vaal 

Region. This goal was achieved by firstly exploring the application of marketing 

and marketing effectiveness in the tourism industry through a literature study. 

Based on the literature study a questionnaire was developed and a survey 

conducted to analyse the marketing mix as well as marketing effectiveness of 

guesthouses and the relationship between these two as possible factors 

influencing both.  

 

Marketing is a very important management function in any business. It is a 

process focused on matching the right customer with a certain product or 

service in order to satisfy their wants and needs. Marketing can create a 

competitive advantage for organisations which influences the success and long-

term profitability of the organisation. The marketing approach for small 

organisations differs from that of larger organisations due to limited resources, 

lack of specialist expertise and a limited impact in the marketplace. Smaller 

organisations such as guesthouses seem to handle marketing in a more 

informal and unstructured manner and thereby underestimating the value and 

role of marketing. Marketing is directly influenced by the application of the four 

Ps, namely product, price, place and promotion. The planning and application of 

the four Ps, however, contributes to successful marketing. The question is 

whether guesthouse owners realise this. 

 

Research was undertaken at the guesthouses in the Vaal Region to determine 

the relationship between the marketing mix and marketing effectiveness through 

the eyes of the consumer, since they need to react to the marketing material. A 

total of 500 questionnaires were distributed of which 451 were completed by the 

visitors.  
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Firstly, the data was used to compile tables and graphs to interpret the 

descriptive data: demographic profile of respondents, travel preferences of 

respondents, a descriptive view of the marketing mix elements and the 

effectiveness of marketing for guesthouses. 

 

Secondly, by means of a factor analyses, the marketing mix elements were 

grouped according to price, place, product, promotion (advertising) and 

promotion (contact), and the marketing effectiveness elements were grouped 

according to quantity control and quality control. Product was found to be the 

most important element of the marketing mix and quality control was found to be 

the most important element of marketing effectiveness.  

 

Thirdly, no significant differences were found on the marketing mix elements and 

the marketing effectiveness factors and gender and marital status. The 

spearman rank order correlations revealed that older people consider product as 

a marketing mix element to be less important. Frequent travellers consider 

promotion (advertising), promotion (contact) and quality control to be less 

important.  

 

Lastly, definite correlations were found between the marketing mix elements and 

the marketing effectiveness factors. This implies that even smaller guesthouses 

should implement the marketing mix elements which can assist in improving the 

marketing effectiveness of the guesthouse. Guesthouses will yield better results 

when implementing the marketing mix effectively. This study contributes to the 

information that already exists concerning the marketing mix and marketing 

effectiveness but more in terms of the relationship between the two.  

 

Key terms: marketing strategy, marketing effectiveness and marketing mix 

(which entails product, price, promotion and placement), tourism products, 

tourism industry, guesthouses and accommodation. 
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1.1 INTRODUCTION AND BACKGROUND TO THE STUDY 

Tourism has proven to be one of the fastest growing sectors globally, and it became 

vitally important to understand this industry as well as how tourists are informed 

regarding tourism products (Correia & Pimpao 2008:330). Kotler (2003:pxii) stated that 

marketing is not the art of finding clever ways to dispose of what one makes, but is the 

art of creating genuine customer value, and the marketer needs to focus on quality, 

service and value.  

 

Hence marketing forms part of the planning and implementation of almost everything 

organisations such as guesthouses do to facilitate an exchange between itself and its 

customers (Hoffman, Czinkota, Dickson, Dunne, Griffin, Hutt, Krishnan, Lusch, 

Ronkainen, Rosenbloom, Sheth, Shimp, Siguaw, Simpson, Speh & Urbany 2005:4). 

Marketing affirms that the key to meeting objectives of stakeholders and role players is 

by satisfying customers and converting people’s changing needs into profitable 

opportunities (Kotler 2003:42; Lancaster & Reynolds 2008:12-13).  

Grönroos (2004:102) also pointed out that marketing management needs to conduct 

effective marketing planning and implementation to improve relationships with 

customers. Added to this, Jobber (2004:5-7) indicated that marketing effectiveness 

depends on how the product is marketed in order to optimize their marketing spend. 

This will lead to better results for both the short- and long-term objectives. Morrison 

(2010:56) stated that marketing in the tourism industry is becoming more sophisticated 

and the industry is steady becoming less regulated. Thus the ability to properly market 

a product is actually more important than the product itself, and improving marketing 

effectiveness can be achieved by employing a better and effective marketing strategy, 

especially in the case of small businesses. Kotler and Armstrong (2005:308) argue that 

a marketing strategy requires decisions about the specific customers the organisation 

aims to target. Marketing effectiveness strongly depends on the marketing mix (Phillips 
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& Moutinho 1998:43). The latter is also traditionally known as the 4 Ps of marketing and 

includes: product, price, promotion and place. According to Constantinides (2006:407), 

the 4 Ps Marketing Mix Framework has been one of the most commercial and 

researched theories.  

The term marketing mix was first used by Neil Borden in the 60s (Borden 1984:2) who 

identified twelve controllable marketing elements that would result in a profitable 

business operation (Constantinides 2006:408). However, McCarthy (1964) proposed 

the four Ps classification, which has been widely used. The marketing mix is a 

combination of marketing tools used to satisfy customers and product objectives, and 

the creation of a successful marketing mix that will increase results often requires 

testing and thorough market research. In this context, studying the effectiveness of 

marketing tools is essential for an appropriate marketing strategy.  

The marketing mix is described as the basic input that aims to target and develop a 

specific customer segment to appeal to it by way of appropriate positioning in a better 

way (Sengupta & Chattopadhyay 2006:331). Lucas (2004:42-44) referred to the four Ps 

as the four variables in decision-making influencing marketing effectiveness, namely the 

product itself, the place to be sold, the marketing communication methods used to 

inform the consumers and the price of the product which should reflect its value to the 

consumers. As indicated these four variables are known as the marketing mix or four 

Ps (Product, Place, Promotion and Price): 

Product: has been described as anything that can be offered to a market for attention, 

acquisition or use to satisfy a want/need (Kotler & Armstrong 2001:291; Kotler 

2003:153). George indicated that it is important to develop the right product (George 

2008:263) for the right market. Important variables to be considered in achieving this is 

firstly, transforming needs into a satisfying product and secondly, the quality of the 

product. Lancaster and Reynolds (2008:25-26) explain that the product is the basis of 

the marketing mix and it serves as the starting point for the marketing strategy because 

without it there is nothing to promote, to price or to distribute.  

 

Price: It is concerned with the price consumers will be willing to pay for need 

satisfaction, and the amount the enterprise will be willing to receive to provide the need 

satisfactions (Kotler 2003:153). Lancaster and Reynolds (2008:27) stated that price is 
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an important element of the marketing mix because of its direct impact on customers, 

the organisation and the economy. Important variables to be considered include the 

basic price, market share, competition, material costs, product identity and the 

customer's perceived value of the product.  

 

Promotion: It is a communication process that takes place between an organisation and 

its various publics (Kotler 2003:153). Promotion efforts should convince potential 

consumers of the benefits of purchasing or using the tourism product of a particular 

organisation or destination (George 2008:332). The promotional messages can be 

communicated through advertising, eMarketing, direct marketing activities, personal 

selling, sales promotion, public relations, social networks, engaging in sponsorships 

and using various forms of marketing collateral. The purpose of promotion is thus to 

create and stimulate demand.  

Placement (also known as distribution): Distribution channels are utilised to make 

tourism products available and accessible to potential visitors and thus refer to how the 

product gets to the customers; it is concerned with transferring the need satisfying 

product to the target market (Kotler 2003:153). This is especially a challenge in the 

tourism industry as the product is intangible and cannot be tested by the potential 

visitor. Important variables to be considered are distribution channel development, 

storing, re-arrangement and transportation of the product. This includes activities 

needed to move the product/service from the seller to the consumers (Lancaster & 

Reynolds 2008:31). 

Even though researchers have developed other Ps as well, these four remain the 

corner stone for any organisation and should be implemented effectively. The 

importance of each element thus supports the notion that the marketing mix contributes 

to the effectiveness of marketing efforts but this is not always the case, especially with 

smaller products such as guesthouses. It should, however, be well planned and 

coordinated.  

 

1.2 PROBLEM STATEMENT 

Even though marketing effectiveness is seen as important, it is clear that limited studies 

have been conducted in this field of research, especially in the tourism industry and for 

smaller tourism products (Sengupta & Chattopadhyay 2006; Nwokah & Ahiauzu 2008; 
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Moriarty, Jones, Rowley & Kupiec-Teahan 2008; Wise & Sirohi 2005;  Eusebio, Andreu 

& Belbeze 2006;  Leventhal 2005;  Walsh & Lipinski 2009;  Simpson, Padmore, Taylor 

& Hughes 2006).  

 

The research studies indicated above explored the importance of marketing, marketing 

effectiveness and the marketing mix at both national and international level but not in 

the tourism industry or in a local, smaller context. It has also been found that 

managerial competencies lead to marketing effectiveness and that the marketing 

function is not always as well developed or influential in Small and Medium Enterprises 

(SMEs) as it is in larger organisations. This adds to the ineffectiveness of marketing 

strategies of these smaller products and can result in the closing of these types of 

businesses. It was realised that the organisations which could align their market 

offerings with a specific target segment achieved higher performance and return on 

investment as marketing is a costly function. The latter was also one of the functions of 

the marketing mix. 

 

This study thus fills a gap in literature regarding marketing effectiveness of smaller 

tourism products such as guesthouses. After completion of the study the relationship 

between marketing effectiveness and the marketing mix will be known, which might 

lead to more cost-effective and efficient use of marketing resources and indicate the 

importance of the marketing mix even in the case of a small business. This study will 

assist marketers and guesthouse owners in making strategic decisions about which 

products to market, at what price, how to communicate with customers about the 

products and how to deliver it to the targeted audiences at the right time. Therefore the 

question remains: What is the relationship between marketing effectiveness and the 

marketing mix of guesthouses? 

 

1.3 STUDY OBJECTIVES 

The primary objective of this study is to investigate the relationship between marketing 

effectiveness and the marketing mix of guesthouses in the Vaal Region to improve 

marketing and planning strategies for this part of the accommodation sector. 
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The secondary objectives are: 

 To explore the application of marketing and marketing effectiveness in the tourism 

industry. 

 To analyse the elements of the marketing mix (product, price, promotion and 

placement) as part of the marketing strategy. 

 To determine the relationship between marketing effectiveness and the product, 

price, promotion and placement (marketing mix) for guesthouses in the Vaal 

Region. 

 To draw conclusions and make recommendations with regard to the relationship 

between marketing effectiveness and the marketing mix and regarding how to 

improve the return on investment.  

 

1.4 IMPORTANCE OF THE STUDY 

The study has been of importance in respect of the following: 

 Guesthouse owners will be able to understand the importance of applying the 

marketing mix, especially in the case of an SME. 

 Guesthouse owners will focus on the right marketing mix elements that may yield 

the best results to increase and achieve a sustainable competitive advantage. 

 Guesthouse owners will be able to consider the marketing mix as a major element 

in the marketing decision-making processes. 

 Ultimately the results might assist in improving the efficiency and effectiveness of 

the marketing of guesthouses in the Vaal Region; thus contributing to the 

development of tourism in this area.  

 

1.5 DERMACATION OF THE FIELD 

The study was conducted at the guesthouses in the Vaal Region. This was done by 

selecting each guesthouse in order to determine the importance of the marketing mix 

elements and to assess the relationship between marketing mix and marketing 

effectiveness based on the visitor’s perspective. This study also assessed which target 

markets were reached with the current marketing strategies. The total number of listed 

guesthouses in the Vaal Region is twenty nine. 
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1.6 RESEARCH METHODOLOGY 

An analytical survey method was used for this study, based on a two-pronged 

approach, namely a literature review and a quantitative study. A questionnaire was 

distributed to visitors who visited the Vaal Region in order to assess the effectiveness of 

the marketing mix. 

 

1.6.1 Literature review 

In the literature review it was important to assess and analyse previous research 

studies focusing on the current theme to thoroughly understand what both marketing 

effectiveness and marketing mix are as well as to outline their importance. The 

keywords used for this study were marketing, marketing strategy, marketing 

effectiveness and marketing mix (which entails product, price, promotion and 

placement), tourism products, tourism industry, guesthouses and accommodation. The 

literature review included information from books, journal articles, databases (for 

example Google Scholar, Ebsco Host, Emerald, Science Direct) and other information 

sources. 

 

1.6.2 Quantitative study 

 

1.6.2.1 Sampling and description of sampling 

In the initial sampling phase all guesthouses (29 Guesthouses) were included in the 

pre-research phase where cooperation was requested from the guesthouses via a 

formal letter from the Vaal University of Technology and a personal visit by the 

researcher. Depending on the owners/manager’s willingness to assist, a total number of 

500 questionnaires were divided among the participating guesthouses to be completed 

by the visitors. Since the visitors need to react to the effective application of marketing 

efforts they were chosen as respondents. The questionnaires were distributed by the 

researcher during the month of August/September 2010. The second phase of the 

sampling (visitors) was therefore based on availability and willingness to participate in 

the survey. The latter limits the generalisation potential of the findings but it is still 

relevant for guesthouses in this area. After completion of the survey, 

451 questionnaires were fully completed and thus included in the final dataset. 
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1.6.2.2 Pilot study 

A pilot study was conducted at two guesthouses in the Vaal Region before collecting 

the research data. Twenty respondents were selected to participate in the study – 10 

per guesthouse. The purpose of the pilot study was to ensure that respondents 

understand the questions and, where clarification was needed, alterations were made 

before printing the final questionnaire. The results from the pilot study were not included 

in the main survey. 

 

1.6.2.3 Data collection methods 

A questionnaire was developed based on the relationship between marketing 

effectiveness and the marketing mix. Since this study is of an exploratory nature, it has 

also made a contribution in the development of the questionnaire. Open and closed-

ended questions were used, focused on the variables identified in the literature review 

and those already included in the questionnaire. A five-point Likert scale question was 

also included, assessing the various elements of the marketing mix and marketing 

effectiveness. 

 

1.6.2.4 Statistical analysis 

Once the data had been collected, it was captured by the researcher and processed by 

the Statistical Consultation Services of North-West University and interpreted by the 

researcher. Descriptive statistics and, more specifically, factor analyses were used. The 

exploratory results were obtained by means of ANOVA’s, t-tests, and Spearman Rank 

Order Correlation analysis to determine the relationship between marketing mix and 

marketing effectiveness (See Chapter 4). 

 

1.7 RESEACH QUESTIONS 

The following research questions informed the study: 

 What are the components of the marketing mix and how are they integrated in the 

marketing strategy? 

 What are the elements of marketing effectiveness? 

 What is the respective correlation between price, place, promotion and product, and 

marketing effectiveness? 

 How can marketing effectiveness be improved by means of the marketing mix? 
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1.8 OUTCOMES OF THE STUDY 

The following outcomes are evident:  

 Knowledge was added to the current literature base of marketing effectiveness. 

 The knowledge gained in this study will also be communicated to the participating 

guesthouses by means of an online research report which will give insight into the 

findings. 

 Reasons to support the importance of marketing mix and marketing effectiveness 

were established. 

 Recommendations were made regarding the consumers’ satisfaction in 

accommodation (product quality, pricing of the product, the promotional tools and so 

on) and the implementation and use thereof. 

 This study contributes to the improvement of the tourism industry in the Vaal 

Region. 

 

1.9 CHAPTER LAYOUT 

Chapter 1: Introduction and problem statement 

Chapter 1 provides an overview of how the research of the study is organised. The 

problem statement, objectives of the study, method of research and clarification of 

concepts are addressed. 

 

Chapter 2: The importance of marketing management in the tourism industry 

Chapter 2 comprises a thorough analysis of marketing literature, concentrating on 

conceptualising the concept, analysing the historical development of marketing, 

indicating the benefits of marketing planning, analysing the requirements of marketing 

planning, guidelines in creating marketing success and analysing marketing strategies, 

models and processes.  

 

Chapter 3:  Assessing the marketing mix as part of marketing strategies  

Chapter 3 focuses on the marketing mix and how this will help in stimulating the 

effectiveness of marketing as well as ways in which product owners can use the 

process in their planning and marketing processes. 
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Chapter 4: Research methodology 

Chapter 4 focuses on the empirical study designed to address the research problem. 

The quantitative research methodology followed is discussed, as well as a description 

of the research design, data collection method and the data analysis process. 

 

Chapter 5: Results and discussion 

This chapter focuses on the results of the empirical study. Information concerning the 

research response is followed by a discussion of respondents’ reaction to the marketing 

mix and effective marketing strategies of guesthouses. 

 

Chapter 6: Conclusions and recommendations 

The main findings are summarised in this chapter, and the shortcomings of the study 

are highlighted. Recommendations are made regarding the importance of marketing 

mix and marketing effectiveness as well as further research related to the study. 

 

1.10 DEFINITION OF CONCEPTS 

The following main concepts form part of the study: 

 

1.10.1 Marketing  

Marketing is a grouping of managerial tasks aimed at meeting opportunities and threats 

in a dynamic environment in such a way that its market leads to the satisfaction of 

consumers’ needs and wants which will ultimately lead to the achievement of marketing 

and other objectives (Hudson 2008:8). According to Holloway (2004:5), marketing is 

also a social process which satisfies consumers' wants. With this in mind it is important 

to anticipate the customers’ future needs and wants often, and this can be done by 

means of marketing research. Lucas (2004:34) also added that marketing is the set of 

objectives whereby business and other organisations create transfer of value 

(exchanges) between themselves and their customers. 

 

1.10.2 Marketing strategy 

Marketing strategy is seen as a process that involves identifying target markets, 

tailoring marketing mixes that meet the needs and wants of each specific target market 

and developing marketing mixes that reinforce the product’s positioning strategy in the 

market place (Hoffman et al. 2005:17). An organisation can thus focus on the greatest 
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opportunities given the limited resources that might exist with regard to product-market 

growth and development, corporate and product positioning and branding (Middleton, 

Fyall & Morgan 2009:195). Adel and Ansary (2006:268) also defined marketing strategy 

as the total sum of the integration of segmentation, targeting, differentiation, and 

positioning strategies designed to create, communicate, and deliver an offer to a target 

market.  

 

1.10.3 Marketing effectiveness 

Marketing effectiveness can be seen as the quality of how marketers go to the market 

with the idea of optimizing their spending to achieve good results for both the short term 

and long term (Nwokah & Ahiauzu 2008:25). Morrison (2010:699) points out that 

marketing effectiveness also relates to the following five factors: customer philosophy, 

integrated marketing organisation, adequate marketing information, strategic orientation 

and operational efficiency.  

 

1.10.4 Marketing Mix  

Marketing mix refers to the four major areas of decision making in the marketing 

process that are blended to obtain the marketing results desired by the organisation 

(Kotler & Armstrong 2001:294). Rosenbloom and Dimitrova (2011:54) explained that 

the term marketing mix explicitly defines the set of marketing strategies comprising the 

four Ps and a framework is set up for the tactical management of the customer 

relationships, including product, place, price and promotion (Jobber 2004:26). Morrison 

(2010:10) stated that attractive products and satisfied customers are possible if 

marketers do a good job of identifying consumer needs, developing a good product as 

well as developing the other elements of the marketing mix.  

http://www.emeraldinsight.com/Insight/ViewContentServlet?contentType=Article&Filename=Published/EmeraldFullTextArticle/Articles/0200270701.html#b16
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2.1 INTRODUCTION 

Marketing is a managerial process aimed at satisfying the needs and wants of 

customers. These are met by creating the most appropriate products and services. A 

marketing-oriented organisation focuses on the satisfaction of customers’ wants and 

needs and on meeting the objectives of the organisation (Cant, Strydom, Jooste & du 

Plessis 2006:25). According to Lancaster and Reynolds (2008:12), marketing affirms 

that the key to meet objectives of stakeholders is to satisfy customers. For marketing to 

exist an integral approach is therefore needed where organisations no longer sell 

existing products to existing customers but embrace new opportunities.  

 

Kotler (2003:pxii-pxiii) stated that marketing is not the art of finding clever ways to 

dispose of what one makes, but the art of creating genuine customer value. It is 

important that the marketer should focus on quality, service and value so that the 

customer is better off by using the product or visiting the product.  He also stated that 

“Marketing is rather the business function that identifies unfulfilled needs and wants, 

defines and measures their magnitude and potential profitability, determines which 

target markets the organisation can best serve, decides on appropriate products, 

services and programmes to serve the chosen markets, and calls upon everyone in the 

organisation to think and serve the customer” (Kotler 2003:pxii-pxiii). 

 

Marketing is the planning and implementation of almost everything an organisation 

does to facilitate an exchange between itself and its customers (Hoffman et al. 2005:4). 

An important part and probably a cornerstone of the marketing function in any 

organisation is the development and management of the four “Ps”; better known as the 

marketing mix – product, place, promotion and price (Kent & Brown 2006:200). Product 

refers to the item or service being marketed, by promoting its features, quality, benefits 

and quantities. Price includes the price of the item or service and product assortments 

and lines, price changes and payment methods. Place focuses on the location where 

the product or service is available to the customer, including distribution channels and 
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lastly promotion can be seen as the market communication that is achieved by means 

of various methods such as personal selling and advertising.  

 

The importance of marketing can thus not be underestimated and it is important for 

smaller organisations to master the art of marketing since these types of organisations 

normally do not have a separate marketing department. It is thus the purpose of this 

chapter to analyse the marketing function of the organisation and to determine the 

placement of the four Ps in this process. This will firstly be done by analysing the 

concept marketing and indicating the function of tourism marketing. 

 

2.2 UNDERSTANDING MARKETING AND TOURISM MARKETING 

This section focuses on analysing definitions of marketing to enable a better 

understanding of the concept and set the framework for the study. Holloway (2004:5) 

stated that marketing is a social process which satisfies consumers' needs and wants. It 

is also concerned with anticipating the customers' future needs and wants. Similarly 

Cant et al. (2006:19) indicated that marketing is the activities within an organisation that 

focus on satisfying customers’ wants and needs while meeting company objectives. 

Hudson (2008:8) pointed out that marketing is a combination of management tasks and 

decisions aimed at meeting opportunities and threats in a dynamic environment in such 

a way that it leads to the satisfaction of consumers’ needs and wants so that the 

objectives of the consumers are achieved. 

 

Smith and Hiam (2006:1) argued that marketing is a business activity that focuses on 

attracting customers, getting them to buy, and making sure they are happy enough with 

the purchase to come back for more. Marketing has also been defined as a process for 

identifying markets, determining the value propositions to meet these needs, quantifying 

the needs of customer groups within these markets communicating these value 

propositions to all those people in the organisation responsible for delivering them and 

getting their buy-in to play an appropriate part in delivering these value propositions to 

the chosen market segments and monitoring the value actually delivered (McDonald & 

Payne 2006:6). Walsh and Lipinsiki (2009:569) posit that the marketing concept 

contends that organisations achieve success by determining and satisfying the needs, 

wants and aspirations of selected target markets.  
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Jobber and Fahy (2006:2) also stated that marketing can be expressed as ‘the 

achievement of corporate goals through meeting and exceeding customer needs better 

than competition, and according to Mariotti (2006:6), marketing is the practice of 

understanding needs and wants of customers, creating products that meet those 

customers’ needs and wants, and then communicating this internally to the organisation 

which must create and deliver the products/services externally to the customers for 

whom they are intended, so they will desire them and buy. Dubois, Jolibert and 

Muhlbacher (2007:25) also view marketing as a process that is established by an 

organisation to understand, develop and influence exchanges with individuals, groups 

or organisations in a way to reach companies’ objectives. Marketing is a philosophy of 

the organisation that affirms that the key to meet objectives of stakeholders is to satisfy 

customers (Lancaster & Reynolds 2008:12).  

 

The tourism industry involves a combination of tangible and intangible products which is 

seen as a whole package perceived by the tourist as an experience that represents the 

core of the tourism product (Hudson 2008:9). The marketing activity is likely to vary 

according to visitors’ interests and circumstances. Thus tourism marketing involves the 

creation of a link between demand and supply. Morrison (2010:7) stated that marketing 

is a continuous, sequential process through which management in the travel industry 

plans, researches, implements, controls and evaluates activities designed to satisfy 

both customers’ needs and wants and their own organisation’s objectives. 

 

For the purpose of this study marketing is thus a managerial process where the needs 

and wants of tourists/visitors are satisfied by creating the right products and services 

thus linking demand and supply. Besides understanding marketing it is also important to 

analyse the benefits of marketing which will be discussed in the next section. 

 

2.3 BENEFITS, ROLE AND REQUIREMENTS OF MARKETING  

Kotler (2003:42) pointed out that marketing’s aim is to create value by offering better 

solutions, saving buyer search and transaction time and effort, and delivering to the 

society a higher standard of living and customer satisfaction. According to Kotler 

(2003:23), the ultimate purpose of the marketing concept is to help organisations 

achieve their objectives. In the case of private organisations, the major objective is 
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long-term profitability; in the case of non-profit and public organisations, it is surviving 

and attracting enough funds to perform useful work.  

 

Hair, Bush and Ortinau (2000:5) agreed with the previous research studies and pointed 

out that the fundamental purpose of marketing is to allow an organisation to plan and 

execute the pricing, promotion and distribution of products, services and ideas in order 

to create exchanges that satisfy the organisation and customers alike. The marketing 

manager is responsible for the process of creating an exchange. In the case of a small 

guesthouse the owner or manager fulfils this responsibility. Marketing managers should 

focus on getting the right goods and services (1) to the right people (2) at the right place 

and time (3) with the right price (4) through the use of the right mix of promotional 

techniques. 

 

2.3.1 Benefits of marketing planning 

Jobber (2004:52), Morrison (2010:292) and Lamb, Hair, McDaniel, Boshoff, Terblanche, 

Elliot and Klopper (2010:32) state that the benefits of marketing planning include: 

 Consistency: the marketing plan provides a focal point for decisions and actions. 

 Monitoring of change: the planning process forces managers to step away from day-

to-day problems and review the impact of change on the organisation from a 

strategic organisation perspective. 

 Encourages organisational adaption: the underlying premise of planning is that the 

organisation should adapt to match its environment. 

 Stimulates achievement: the planning process focuses on objectives, strategies and 

results. 

 Resource allocation: the planning process asks fundamental questions about 

resource allocation. 

 Competitive advantage: planning promotes the search for sources of competitive 

advantage.   

 Activities matched with the target markets: Activities are focused on selected target 

markets and budget waste is avoided. 

 Profitability: is improved by effective marketing planning and implementation of 

strategies. 
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Lamb et al. (2010:32) indicated that there is a marketing aspect to almost everything an 

organisation does.  

 

2.3.2 The role of marketing 

Burrow (2006:20) stated marketing was not always a ‘big’ thing since organisations 

have not always believed marketing was important. However, this has changed and the 

focus now is on satisfying customers’ needs with a carefully and well-developed 

marketing mix. The role of marketing is thus to ensure that the marketing mix for the 

product matches customer needs and that it seeks opportunities to use the 

organisation’s strengths to market other products in new markets (Jobber 2004:36).  

 

Kotler (2003:119-120) holds that the main role of marketing in the organisation is to be 

the driver of corporate strategy and the enforcer of the organisation’s promises to its 

customers. It is now important to determine how the organisation and staff impact on 

customer satisfaction and to take a holistic view of the industry, its players and its 

evolution. Hair et al. (2000:7) as well as Jobber and Fahy (2006:2-3) highlighted the 

role of marketing as follows: 

 Marketing efforts should find and keep customers by creating a competitive 

advantage. 

 Marketing is directed by the mission statement of the organisation and provides 

certain tools to reach objectives. 

 Marketing should contribute to the growth of the organisation. 

 Marketing should inform customers on the products and services and convince 

them to use or buy the products or services. 

 Marketing should establish, develop and commercialise long-term customer 

relationships so that the objectives of the parties involved are met (Jobber & Fahy 

2006:2-3). 

 

Hair et al. (2000:12) indicated that marketing is an individualised and highly creative 

process. Despite the ability of high-powered computers and sophisticated software 

capable of analysing massive amounts of data, marketing is still more of an art rather 

than a science. Each organisation must customise its marketing efforts in response to 

its environment and the exchange process. There are certain advertising strategies that 

tend to work more often than others but a business’ approach towards marketing and 
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resulting strategy will require some modification from the basic plan as the market and 

the product change. McDonald (2002:5) stated that success in the long run is 

influenced by four elements, namely product, processes, people and professional 

marketing (See Figure 2.1).  

 

 

 

 

 

 

 

 

 

 

Figure 2.1: Organisation success 

Source: McDonald (2002:5-6) 

 

It is clear from Figure 2.1 that the customer is the focal point of organisation success. 

Different customers demand several value propositions and it is marketing’s principal 

role to spell out these and make everyone in the organisation understand what their 

contribution is in creating this value (McDonald 2002:5-6). Simpson, Padmore and 

Taylor (2001:306) added that the role of marketing in an organisation is significant; 

therefore it is expected that marketing would be included in all the organisation plans 

and demands significant time and effort regarding the planning thereof. It should be 

used as a way of generating strategies and planning for the future of the organisation. 

 

Marketing is thus an important functional area of management. It is an overall 

philosophy that should be adopted by everybody in the entire organisation where it 

focuses attention from production towards the needs and wants of the market place. It 

is concerned with obtaining value from the market by offering items or services of value 

to the market and it produces goods and services that satisfy the needs and wants of a 

specially defined target market (Lancaster & Reynolds 2008:13).   
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2.3.3 Requirements of marketing 

The key term in the marketing process is exchange. This concept is quite simple: it is 

those activities associated with people giving up something to receive something they 

would rather have (Cant 2010:2). Berkowitz (2000:10) stated that for marketing to 

occur, at least four factors are required (a) Two or more parties with unsatisfied needs; 

(b) Desire and ability to satisfy these needs; (c) A way for the parties to communicate 

and; (d) Something to exchange. These four factors are explained in more detail below: 

 

 Two or more parties with unsatisfied needs: suppose an organisation has 

developed an unmet need for rest and the guesthouse has vacancies, both of these 

parties have unmet needs (Berkowitz 2000:10) to be satisfied.  

 

 Desire and ability to satisfy these needs: both these parties want to satisfy these 

unmet needs (Berkowitz 2000:10). The potential visitor wants to rest and has the 

money and time to do that but has not yet found the proper place to rest in. The 

guesthouse has the product to provide and the desire to sell the room and 

additional benefits.  

 

 A way for the parties to communicate: the marketing transaction of buying a 

room will never occur unless the potential visitor knows the guesthouse exists and 

its location. Similarly, the guesthouse owner will not run the guesthouse unless 

there is a market of potential visitors to utilise the product (Berkowitz 2000:10). 

 

 Something to exchange: marketing occurs when the transaction takes place and 

the potential visitor and guesthouse owner exchange something of value. In this 

case, the visitor exchanges his/her money for the guesthouse room and benefits. 

Both the visitor and the guesthouse owner have gained something and also given 

up something in order to satisfy the unmet needs. The visitor has the opportunity to 

relax and rest, but gave up some money; the guesthouse owner gave up the room 

but received money, which enables him to remain in business. This exchange 

process and the ethical and legal foundations of exchange are central to marketing 

(Berkowitz 2000:11; Cant 2010:2).  
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2.3.4 Guidelines in creating marketing success 

Hair et al. (2000:18) indicated that the keys to marketing success include the following: 

 A prime guideline for marketing success is to realise that establishing customer 

satisfaction should be the organisation’s number one priority. The only people who 

know what the customers want are the customers themselves. An organisation that 

realises this will develop a marketing mentality that facilitates information gathering 

and that maintains effective communication with the primary reasons for existence: 

the customers – especially in the tourism industry. 

 A second guideline is to establish an image that clearly reflects the values and 

aspirations of the organisation to employees, customers, intermediaries and the 

general public. 

 Third, while marketing requires work that is clearly distinct from other organisational 

activities, it should be central to the entire organisation. Marketing is the aspect of 

the organisation that customers see. If they see something they do not like, they 

look elsewhere. Given the high level of competition in the tourism industry the 

importance of this should never be underestimated. 

 Fourth, the organisation should develop a unique strategy that is consistent with the 

circumstance it faces. The marketer must therefore adapt basic marketing principles 

to the unique product or service being sold. In the case of tourism the experience is 

challenging to sell. 

 Finally, technological progress has a huge influence on how marketing will be 

performed in the future. Because of computer technology inventiveness, both 

consumers and organisations are better informed. Knowledge is the most important 

competitive advantage.  

 

Kotler (2003:6) also emphasised that marketing demands knowledge of the customers 

and keeping abreast with their needs and wants. The product or service should fit so 

well that it sells itself. McCole (2004:1352) stated that marketing is rather a challenge 

where information should be managed, monitored and greater emphasis should be 

placed on a personal approach and customer service. Success in marketing can thus 

be achieved if one maintains contact with customers, meets the needs of the 

consumers, manages a consistent message through all marketing elements and 

understands the strengths and weaknesses of competitors (Hair et al. 2000:18).  
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Successful marketing in the services industries is thus slightly more difficult since the 

marketing is focused on an intangible product, a product which is assembled and 

transported at the point of sale, a product where service levels differ and customers are 

more involved in the production process (Morrison 2010:43). It is also a product that 

cannot be stored for future sale or brought to consumers via trucks, railroad and so 

forth. The fixed and variable costs cannot be precisely estimated and services are 

inseparable from the individuals who provide them. Thus successful marketing in the 

tourism industry might include more focused and specific strategies that can change 

easily as the market needs change.  

 

2.4  ELEMENTS OF MARKETING 

According to Berkowitz (2000:12), marketing should be focused on the needs of the 

consumer and more specifically to a selected group of potential consumers. This group 

is known as the target market to which the marketing programme is directed. The four 

Ps is known as the controllable marketing mix factors. Having selected the target 

market the marketing mix can be developed to address the needs of the group (See 

Figure 2.2).   

 

 

 

 

 

 

 

     

       

       

        

 

 

      

Figure 2.2: Strategy planning for a product showing the marketing mix elements 

Source: Perrault and McCarthy (2000:181) 

 

Cant and Machado (2001:4) stated that the term ‘marketing mix’ has been used to 

describe the important elements or the four Ps that make up a marketing programme. 
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These are controllable factors; the marketing actions of product, price, promotion and 

place that he/she can take to develop a marketing plan (Berkowitz 2000:12). Morrison 

(2010:56) stated that more Ps are needed in the travel industry but there is no 

consensus on the application thereof. The traditional four Ps are still in use and applied 

regularly to various marketing scenarios. 

 

An overview is given below on each of these elements since a complete discussion is to 

follow in Chapter 3.   

 

2.4.1 Product 

Schiffman and Kanuk (2004:9) defined product as “the need-satisfying offering of a 

firm”. A product may be a physical good or a service or a mix of both. The idea of 

“product” as customer satisfaction or benefits is very important. They added that the 

product concept assumes that consumers are mostly interested in product availability at 

low prices; if its implicit marketing objectives are cheap and focused on efficient 

production and intensive distribution. It is also assumed often that consumers will buy 

the product that offers them the highest quality, the best performance, and the most 

features. According to Berkowitz (2000:12) a product is a good, service or idea that 

satisfies the consumer’s needs.  

 

Schiffman and Kanuk (2004:9) added that most customers analyse a product in terms 

of the total satisfaction it provides. This satisfaction may require a total product offering 

that is really a combination of excellent service and a physical good with the right 

features. The customer’s view of the product is very important in determining product 

quality. Seen from a marketing perspective, quality means a product’s ability to satisfy 

customers’ needs or requirements. This definition focuses on the customer and how the 

customer thinks a product will fit some purpose. Comparison between products is often 

based on quality. However, a product is not a high-quality product if the features are not 

what the target market wants (Perrault & McCarthy 2000:181).  

 

2.4.2 Place 

Distribution strategies are concerned with delivering the products when and where 

customers want it (Lamb et al. 2010:455). Offering customers a good product at a 

reasonable price is not enough. Managers must also think about place by making 
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available goods and services in the right quantities and locations when customers want 

them. One place strategy might not be adequate for all the target markets due to 

different needs and thus a number of place variations may be required (Perrault & 

McCarthy 2000:228). Customers may have different needs in terms of time, place and 

possession utility as they make different purchases. Hence marketing managers may 

need to develop several strategies, each with its own place arrangements.  

 

Perrault and McCarthy (2000:229) also pointed out that “there may not be one place 

arrangement that is best”. The place objectives must be viewed in relation to the 

product life cycle. Place decisions have more long-term effects and are usually more 

difficult than the product, price and promotion decisions. Place or distribution is a major 

factor in developing a service marketing strategy, such as tourism, because of the 

inseparability of services from the producer. Historically in service marketing, little 

attention has been paid to distribution. But as the competition grows, the value of 

convenient distribution is being recognised. Travel distribution has been affected most 

by information and communications technology which is widely used in the tourism 

industry (George 2011:318). The figure below presents the place objectives. 

 

 

 

 

 

 

 

 

 

 

     

Figure 2.3: Strategy planning for place 

Source: Perrault and McCarthy (2000:229) 
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actual sales (George 2011:330). This implies communicating information between seller 

and potential customer or others in the channel to influence decisions, attitude and 

behaviour.  

 

The value of promotion, specifically advertising, for many services is to show the 

benefits of purchasing the product. It is useful to stress availability, location, consistent 

quality, and efficient, courteous service (Berkowitz 2000:355). A marketing manager 

can choose from several promotion methods which are: personal selling, mass selling, 

sales promotion, advertising, eMarketing and publicity. Because the different 

promotional methods have different strengths and limitations, marketing managers 

usually use them in combination. And, as with other marketing mix decisions, it is 

critical that the marketer must manage and coordinate the promotion methods as an 

integrated “whole”, not as separate and unrelated parts (Perrault & McCarthy 2000:296; 

George 2011:332).  

 

2.4.4 Price 

Burrow (2006:378) defined price as the amount of money that is paid for a product or a 

service According to Berkowitz (2000:12), price is what is exchanged for the product. 

Price is determined by interactions between retailer and customer. Marketing managers 

must develop a set of pricing objectives and policies guided by the company’s 

objectives; Pricing policies need to be developed and should explain: (1) how flexible 

the price will be; (2) at what level they will be set over the product life cycle; (3) to whom 

and when discounts allowance will be given and; (4) how transportation costs will be 

dealt with (Perrault & McCarthy 2000:369).  

 

Pricing objectives should flow from and fit in with organisation level and marketing 

objectives. Pricing objectives (divided into three categories: profit oriented, sales 

oriented and status-quo oriented) should be explicitly stated because they have a direct 

effect on pricing policies as well as the methods used to set prices (Perrault & McCarthy 

2000:370).  

 

With this understanding of the elements of marketing it is important to indicate where 

these fit in the marketing processes and also indicate the importance of the marketing 

process. 
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2.5 ANALYSING MARKETING AS A PROCESS   

Jobber and Fahy (2006:17) note that marketing efforts can only be effective if a planned 

approach is taken. Planning is firstly about deciding where the organisation wants to go 

and how it will get there. The process of marketing planning involves analysing the 

environment and the organisation’s capabilities, and deciding on courses of action and 

ways of implementing those decisions. A plan can direct managers in terms of 

decisions and actions. It also stimulates achievement by giving the organisation clear 

targets to aim at, which can be helpful in generating change in an organisation. 

 

The following discussion focuses on the analysis of four tourism marketing plans in 

order to indicate where the marketing mix is utilised and the importance of the 

marketing mix in its traditional format. 

 

2.5.1 The marketing plan of Morrison (2010) 

Morrison (2010:294) indicated that the marketing plan consists of three parts, namely 

the executive summary, the marketing plan rationale and the implementation plan (see 

Figure 2.4).  

 

 

 

 

 

 

 

 

 

Figure 2.4: An overview of the marketing plan by Morrison 

Source: Morrison (2010:295) 

 

Step 1: Executive summary 

This is a summary of the highlights of the main sections of the marketing plan. One can 

therefore get a good grasp of the main reasons, initiatives and costs for the marketing 

plan (Morrison 2010:295). 
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Step 2: Marketing plan rationale 

This step draws together the research and analysis and provides a historic record for 

advertising agencies and others. 

 

 Situation analysis highlights 

This describes the organisation’s strengths, weaknesses, constraints and opportunities. 

It is important to build on strengths, address weaknesses and capitalise on 

opportunities. Part of this situation analysis will also include an environmental analysis, 

location and community analysis, primary competitor analysis, market potential 

analysis, services analysis, as well as a marketing position and plan analysis. 

 

 Selected marketing strategy 

The selected strategy will guide the organisation for two years. This part of the plan 

should review the segmentation approach and characteristics used to divide the market. 

Decisions have to be taken regarding the marketing strategy to be a single-target-

market strategy, full coverage strategy or undifferentiated strategy. The marketing mix 

has to be selected and decided upon. This should be done individually for each 

selected target market. It is also important for the organisation to position itself 

effectively so that the image in each target market will be maintained. The marketing 

objectives for each market should be clearly stated and have to be result-oriented.  

 

Step 3: Implementation plan 

The implementation plan needs to specify the required activities, responsibilities, costs 

and budget, time schedules and control and evaluation procedures. Detail is important 

in this part of the marketing plan as too much interpretation of the plan often results in 

missed deadlines, unproductive spending, and general confusion. The following 

questions need answers in the implementation plan: 

 What activities or tasks will be carried out and what will be spent on them? 

 Where will the activities be carried out? 

 When are activities to commence and be completed? 

 Who is responsible for each activity? 

 How will the plan be controlled and evaluated? (Morrison 2010:299) 
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In this marketing plan the marketing mix was evident in step 3 where planning is done 

with regard to what will be used, why and how. The marketing mix thus remains an 

important part of a marketing plan. 

 

2.5.2 The marketing process by Lamb et al. (2010) 

A marketing plan forms the foundation with which actual and expected performance can 

be compared. Marketing might be expensive and complicated but it remains one of the 

most important operational activities. See Figure 2.5 for a visual presentation of the 

marketing planning process. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.5: An overview of the marketing plan by Lamb et al. (2010) 

Source: Lamb et al. (2010:443) 

 

Step 1: Mission statement 

The foundation of a marketing plan lies in the question: ‘What business are we in and 

where are we going?’ This answers the organisation’s mission statement. The mission 

affects resource allocation, profitability and survival of the organisation. Even in the 

mission statement direction is given regarding the marketing mix (Lamb et al. 

2010:445). 
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Step 2: Marketing objectives 

Marketing objectives flow from the mission statement and are generally very broadly 

phrased. No specific reference is made to details (Lamb et al. 2010:445). 

 

Step 3: SWOT analysis 

Lamb et al. (2010:446) stated that it is imperative to understand the current and 

potential environment where the product (and services) will be marketed in. The 

organisation should therefore identify the internal strengths, weaknesses, external 

opportunities and threats. One could also consider analysing the sales and profit history 

of the organisation.  

 

Step 4: The competitive advantage 

The competitive environment is difficult to keep up with. However, it is important to 

know the number of competitors, the relative size and market power of the competitors 

and the degree of interdependence in the industry. It is important for the organisation to 

seek a competitive and differential advantage over the competition. The two basic 

sources of competitive advantage are superior skills and superior resources.  

 

Step 5: Marketing strategy 

Marketing strategy objectives are now set and are of a shorter-term nature and more 

specific. These objectives communicate marketing management philosophies and 

provide direction for lower-level marketing managers. The objectives also serve as 

motivators by giving staff something to strive for.  

 

In the development of the marketing strategy attention is given to the target market 

strategy and the positioning strategy. The target market strategy depends on the 

information available to group consumers. After describing the target markets one or 

more has to be targeted with the right marketing mix. This is followed by a positioning 

strategy which is developed according to the brand and image of the organisation. 

 

Step 6: The marketing mix 

The marketing mix refers to a unique blend of product, distribution, promotion and 

pricing strategies designed to satisfy exchanges with a target market. These elements 

can be controlled and must blend into an integrated strategy.  
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Step 7: Implementation, evaluation and control of the marketing plan 

Implementation brings the planning into action and the actions are executed in order to 

achieve the objectives of the organisation and plan. Detailed communication is needed 

to indicate what must be done as most marketing plans fail this important aspect. After 

implementation it is necessary to evaluate success and progress (Lamb et al. 

2010:456).  

 

The importance of the marketing mix is clear as it forms an integral part of the 

marketing plan.  

 

2.5.3 The marketing planning process by George (2011) 

George (2011:84) stated that the marketing planning process leads to a marketing plan. 

He focused on a systematic incorporation of marketing in the organisation. It was stated 

that there is no one correct planning system for any particular tourism organisation (see 

Figure 2.6).  

 

Analysis stage 1: What is our business? 

The mission statement forms part of stage 1. The organisation must have a clear 

understanding of what business it is actually in. It must reflect the aims and scope of the 

organisation. Hence this statement should be broad, focused on markets and provide 

inspiration. It can also provide direction for each of the four Ps. 

 

Analysis stage 2: Where are we now? 

With the mission statement defined it is possible to determine ways of achieving the 

results. This requires an analysis of the organisation and its markets. With the future in 

mind it is important to look at previous situations as that may assist in the direction of 

the organisation. A SWOT-analysis should therefore be done to determine the micro 

and macro factors affecting the entire organisation. This analysis will help the 

organisation in setting priorities for action.  
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Figure 2.6: An overview of the marketing plan 

Source: George (2011:79) 

 

Planning stage: What do we want to achieve? 

With the knowledge gained in the previous stage the focus is now on setting marketing 

goals. Goals are less specific than objectives and provide target areas for 

achievements. It is also important at this stage to set the marketing objectives which are 

the specific aims. This is the roadmap to achieving the goals of the organisation. The 

objectives also need to reflect the aspirations of the organisation and be set before a 

marketing campaign is launched. George (2011:94) recommended the use of the 

SMART-concept for setting objectives which refer to objectives being specific, 

measurable, achievable, realistic and time constrained. It is important to set challenging 

goals rather than to set objectives that are too easy to achieve (George 2011:95). 

 

Once the goals and objectives are set it is important to determine the appropriate 

strategies to reach them. Strategic options should be identified for each objective. 

Porter’s generic strategies and the Ansoff matrix are used for strategic development. 
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Implementation stage: How do we get there? 

It is now time for action and this implies that the strategy is applied for the time period 

the plan covers. This is the application of tactical plans based on each component of 

the marketing mix: product, price, place and promotion.  

 

Monitoring and feedback: How effective has the plan and its activities been? 

The marketing planning process needs to be evaluated to identify and rectify any 

problems. All aspects of the marketing plan are reviewed against the set targets. This 

should be done on a regular basis to ensure pro-active action (George 2011:99). 

 

It is clear that the marketing mix is an important function in the marketing planning 

process.  

 

2.5.4 An overview of the marketing process developed by Hudson (2008) 

Hudson’s (2008:78) approach is that the marketing plan should be of a short-term 

nature, focusing marketing efforts for two years or less. A strategic marketing plan, 

however, covers three or more years. This serves as a roadmap directing the future 

marketing activities of the organisation. Another important function of the marketing 

plan is the guidance it provides in matching resources with marketing objectives. 

Hudson applied the marketing process to the tourism and hospitality industry and 

divided the plan into eight steps (see Figure 2.7). 

 

Step 1: The corporate connection 

The purpose of marketing is to support the organisation and it should therefore reflect 

the goals and objectives of the organisation. Marketing goals can be defined with terms 

such as increased profitability and market leadership. Objectives, on the other hand, 

are the activities that will accomplish the goals. The vision states where the 

organisation wants to be in the future and the mission is a broader statement of the 

organisation’s operations and scope, goods and services (Hudson 2008:81).  
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Figure 2.7: An overview of the marketing process 

Source: Hudson (2008:79) 

 

Step 2: Analysis and forecasting 

The various components of the organisation need to be reviewed to ensure the proper 

allocation of resources. This can be done by portfolio analysis, competitor analysis, 

segmentation analysis, SWOT (strengths, weaknesses, opportunities and threats) 

analysis as well as forecasting. The portfolio analysis can assist in evaluating a diverse 

group of goods and services based on long-term planning. With regard to the 

competitor analysis it is important to have information on the number and type of 
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competitors, their relative market share as well as aspects they excel in and not. The 

organisation needs to distinguish between direct competitors (offering similar goods and 

services to the same market), product category competition (offering the same product), 

general competition (provide the same service) and budget competitors (compete for 

the same consumer Rands) (Hudson 2008:84). 

 

The segmentation analysis allows the organisation to identify and categorise customers 

into groups defined by similar characteristics and similar needs or desires. The main 

advantage of segmentation is that customers will be more satisfied with the product as 

it has been designed with them in mind. This will also make the selection of the media 

easier and lead to better results. The segmentation criteria most often used by tourism 

and hospitality products are: demographic segmentation, psychographic segmentation, 

geographic segmentation, benefit segmentation and behaviour segmentation (Hudson 

2008:88-89). 

 

The SWOT analysis lists all the things the organisation does best as well as the 

problems that affect the success of the organisation. This analysis must be done in the 

planning process. With the ever-changing environment surrounding the organisation the 

SWOT analysis will never be perfect and therefore forecasting is needed to fill the gap. 

It refers to market research but future oriented and relies on expectations, vision, 

judgement and projections (Hudson 2008:92-93).  

 

Step 3: Setting marketing goals and objectives 

Goals refer to the primary aims of the organisation and objectives to the specific aims 

managers want to accomplish. Marketing objectives must be: 

 Integrated with long-term corporate goals and strategy 

 Precise and quantified 

 Specific in terms of which products and segments they apply to 

 Specific in terms of the time period in which they are to be achieved (Hudson 

2008:95). 

 

Step 4: Marketing strategy: targeting and positioning 

Targeting is very important as inappropriate markets will lead to wasted marketing 

resources. High-level expenditures on advertising and sales will not compensate for 
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misdirected marketing efforts. Segments must include current market segments as well 

as newly recognised markets.  

 

Once the market has been segmented and a target market identified, the next step in 

the marketing plan is positioning which is seen to be a communication strategy. It is 

important to firstly differentiate the product from others and identify the Unique Selling 

Proposition (USP) of the product. This is then communicated to the target markets 

(Hudson 2008:97-98). 

 

Step 5: Tactics and action plans 

No single strategy will be suitable for all organisations. A series of strategies should be 

selected that will effectively bring about the required results. One can consider the 

following types of strategies: 

 Making good investment decisions 

 Diversifying 

 Planning for the long-term 

 Seizing new opportunities 

 Developing strategic partnerships (Hudson 2008:100). 

 

It is in this step that the marketing mix is applied. The strategies are the vehicle for 

achieving the marketing objectives and the marketing tactics are the tools to support the 

strategies. The action programmes comprise a mix of marketing activities focused on 

achieving the goals (Hudson 2008:100). 

 

Step 6: Resource requirements 

The marketing plan needs to address the resources required to support the marketing 

strategies and meet the objectives. Such resources include staff, equipment and space 

as well as budgets, research, consultation and training. In many cases the strategies 

developed are highly workable but the support is lacking. For the tourism industry the 

staff serves to be the most costly and difficult resource needed to ensure the success of 

the marketing strategies. 
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Step 7: Marketing control 

In this step it is important to ensure that objectives will be achieved in the required time 

using the funds and resources requested. Evaluation programmes have to be in place 

with regular monitoring in order to measure success and effectiveness. Regular reviews 

of forecasts and assessment of expenditure against budget will provide guidance on 

how well the objectives have been met. Contingency plans can be implemented where 

necessary. 

 

Step 8: Communicating the plan 

The involvement of staff in this process will also ensure enthusiastic participation in the 

implementation process. Marketing plans must be sold internally as well as externally. 

Where money is granted, evidence of results will be required through a formal 

evaluation process.  

 

It is thus clear from the marketing process of Hudson (2008) that the marketing mix is 

relevant for and important to tourism organisations and is applied in step 5.  

 

2.6 MARKETING EFFECTIVENESS IN SMALL ORGANISATIONS 

Small organisations approach marketing different to larger organisations. Gilmore, 

Carson and Grant (2001:6) stated that these types of organisations are limited by 

aspects such as limited resources (for instance finance, time, marketing knowledge); 

lack of specialist expertise (owner-managers tend to be generalists rather than 

specialists); and limited impact in the marketplace. In many instances small 

organisation marketing has been characterized as haphazard, informal, loose, 

unstructured, spontaneous and reactive. In smaller organisations marketing is used for 

the needs of the moment and little attention is paid to plans, strategies and analysis. 

Larger organisations, on the other hand, formulate for formal, well-structured and 

planned marketing strategies (Reijonen 2010:279).  

 

Consequently, complex theories and sophisticated processes seem to be inappropriate 

in small enterprises. Furthermore, it is argued that owner-managers of small firms tend 

to view marketing narrowly. The role and potential of marketing is regarded often from a 

narrow operative perspective that is close to sales management. It is even argued that 

SME marketers may consider marketing to be a synonym of either selling or advertising 
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marketing decisions, the expected duration of customer relationship, the nature of 

customer contact and where firms invest marketing resources (Reijonen 2010:279).  

 

Reijonen (2010:281) indicated that there is little empirical evidence supporting the claim 

that marketing activities improve performance. There also seems to be a credibility gap: 

an organisation can grow and profits can increase without any marketing planning. In 

small organisations the managers have pivotal roles in marketing. The marketing 

practices seem to rely on their personal contacts and are often driven by the certain 

way of doing business. They also depend on the owner-manager’s attitude to, 

experience of and expertise in marketing. However, selling is seen as one of the most 

important marketing activities since the survival of a firm is often dependent on sales. 

Consequently, the focus in SMEs is to follow a customer orientation where there is a 

focus to a large extent on the needs of the customer and often the aim is to develop 

meaningful and sincere relationships with customers (customer orientation). Also the 

implementation of some other marketing practices is seen to be problematic in SMEs. It 

is argued that SMEs have weaknesses, for example, with respect to pricing and sales 

training (Reijonen 2010:282). 

 

The measurement of marketing effectiveness has been difficult for academics and 

practitioners (McDonald 2010:383). This is due to the tangible (for example sales 

volume) and intangible (for example brand equity) effects of marketing. Marketing also 

occasionally delivers short-term success and in other cases it is a residual echo from 

previous years’ activity (Sheth, Sisodia & Sharma 2009:23). Marketing is also 

influenced by internal and external environments and sometimes good marketing plans 

are influenced by poor strategic direction in the organisation (Sheth et al. 2009:14).  

 

Kotler (1984) stated that marketing effectiveness can be linked to the major attributes of 

a marketing orientation: customer philosophy, integrated marketing organisation, 

adequate marketing information, strategic orientation and operational efficiency. Most 

previous research suggests that marketing effectiveness is difficult to assess. It is, 

however, positively related to performance. It was indicated that marketing 

effectiveness depends on the ability to successfully implement marketing plans at 

various levels of the organisation. Traditionally, marketing productivity analysis – mainly 

from an efficiency perspective – and the marketing audit concept – mainly from an 
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effectiveness perspective – have dominated the approaches to marketing performance 

evaluation (Morgan, Pritchard & Pride 2002). Morrison (2010:696) indicated that the 

market evaluation should include a sales analysis, a market share analysis, the 

marketing cost and profitability analysis, efficiency ratios, marketing-effectiveness rating 

review and a marketing audit. The latter specifically focuses on the marketing mix 

implemented by the organisation. The previous research studies thus focused on the 

view of management and marketing management. However, the customer is the one 

that needs to respond to the marketing efforts and their view has not been analysed. 

 

Morrison (2010:706) indicated that marketing audits are usually done when problems 

are encountered, which is not the ideal situation. Even when things are going well, it is 

important to analyse the situation as one can always improve the marketing strategies. 

The rapid development of the tourism industry, the changes in the environment and the 

consumer, however, demand regular audits. 

 

2.7 CONCLUSION 

The aim of this chapter was to analyse the marketing function of organisations and 

determine the placement of the four Ps in this process. It was firstly found that 

marketing is both a managerial and a social process aimed at identifying and satisfying 

the needs of customers. It is also important that the marketing activities be aligned with 

the objectives of the organisation. It is better to focus on the long-term strategy. 

However, quick results can be obtained by means of short-term strategies and efforts. 

Marketing holds various benefits for organisations and smaller organisations should 

realise the meaning of marketing to their organisations. For marketing to happen there 

must be two parties with unmet needs, a desire and ability to satisfy these needs; a way 

to communicate to the customer and something to exchange on both sides.  

 

Technology had a huge influence on the development of marketing and it is important 

for organisations to keep up with both the challenges and the changes. The 4Ps can be 

seen as the cornerstones of marketing and their relevance in marketing planning of 

today was seen and realised. One of the biggest challenges facing small organisations 

is effective marketing and how to ensure that marketing efforts are successful.  
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3.1 INTRODUCTION 

The concept of the marketing mix is one of the most important in marketing and can be 

seen as the core of all marketing planning (Holloway 2004:52). According to Morrison 

(2010:27) the success of marketing depends on the marketing strategy factors (the 

marketing mix) as well as marketing environment factors. These factors make up the 

hospitality and travel marketing environment. The marketing concept is based on the 

idea that the organisation determines customer wants and needs and then design and 

develop products and services that meet those wants and needs and at the same time 

meet the goals of the organisation (Reid & Bojanic 2010:10).  

 

The marketing mix determines the allocation of the marketing budget forms the 

foundation of the marketing plan’s strategy and provides the organisation with 

techniques to optimize budgetary expenditure (Holloway 2004:52). According to Reid 

and Bojanic (2010:11-13) the understanding of the marketing mix is not difficult, but 

implementing it may prove to be challenging in some cases. The traditional four Ps of 

the marketing mix refer to product, price, promotion and place. Some marketers have 

argued for more Ps to be added to the mix. However, for purposes of this study the 

focus will be on the traditional four as these have been applied to various situations and 

contexts. In the case of tourism each of these tools is quite complex (Holloway 

2004:52). The purpose of this chapter is thus to analyse the marketing mix. This will 

firstly be done by contextualising the elements of the marketing mix. 

 

3.2 CONTEXTUALISING THE ELEMENTS OF MARKETING MIX 

Cant and Machado (2001:4) stated that the term ‘marketing mix’ has been used to 

describe the important elements or the four Ps that make up a marketing programme. 

These are controllable factors and include the marketing actions of product, price, 

promotion and place that can be used to solve a marketing problem. The marketing mix 

elements are therefore referred to as controllable factors, meaning that it can be 
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adapted and changed to suit the needs of the consumers (Berkowitz 2000:12).  

Traditionally the four Ps have been considered the elements of successful marketing, 

namely price, promotion, product, and place. These elements are grouped by 

organisations by means of a logical step-by-step process. The elements of the 

marketing mix focus on superficial and transitory impulses of customers, the tendencies 

to imitate instead of innovate and serve existing markets instead of creating new ones, 

a concentration on short-term, low-risk payoffs and marketing as a silo with more static 

and reactive approaches (Morris, Schindehutte & LaForge 2002:2).  

 

Reid and Bojanic (2010:16) added that marketing managers have used the term 

marketing mix for many years and this concept has been accepted globally. It is 

important for marketers to understand this concept, both conceptually and strategically. 

A successful organisation is one that focuses on the needs and wants of the consumers 

and markets the product-service mix of the business. Managers should therefore 

integrate the elements of the marketing mix into a marketing program so that it appeals 

to potential consumers and meets the goals and objectives of the organisation and 

leads to optimal marketing success (Van der Westhuyzen & Van der Merwe 2010:12).  

 

When a marketing strategy is designed and developed, it means that a target market 

should first be defined, marketing objectives be set and a marketing mix be developed 

accordingly. Van der Westhuyzen and Van der Merwe (2010:13) stated that it is 

customary for the marketing mix to start with product decisions. Johnson (2000:72) 

indicated that organising all the variables related to the marketing of a product can be 

difficult. Figure 3.1 gives an overview of the variables applicable to product, place, 

promotion and price. For a tourism product, both tangible and intangible elements are 

important when dealing with the product that changes the marketing environment. The 

application of price in the tourism industry is often changeable and negotiable with the 

customer who seeks best value for money (Holloway 2004:53). Place refers to the 

channels of distribution. Traditionally tourism products were distributed through travel 

agents. However, technology created new and improved delivery systems. Lastly, 

promotion refers to techniques used to persuade a customer to buy the product (see 

Figure 3.1). 
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Figure 3.1: The traditional four Ps of the marketing mix 

Source: Author’s own compilation 

 

The following section will focus on each of these elements individually and firstly the 

concept of product will be discussed. 

 

3.3 PRODUCT 

Product can be seen as one of the more important elements of the marketing mix. 

Without a product the other three Ps cannot exist, since there will be nothing to market, 

distribute or price. This discussion is divided into seven sections with the first section 

focusing on a better understanding of the concept. 

 

3.3.1 Understanding the concept product 

George (2011:263) stated that it is important to get the product right and that such a 

product comprises various products, services and experiences. Smit and Van der Bijl 

(2000:1) as well as Holloway (2004:129) state that the consumer is seen as the most 
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important element of the marketing environment, closely followed by the product 

because marketers use products to satisfy consumer needs. Johnson (2000:72) defined 

product as the range of product/services that refer to the physical activities the 

organisation will provide to the customers. Berkowitz (2000:12) also pointed out that a 

product is a good, service or idea that satisfy the consumer’s needs. Schiffman and 

Kanuk (2004:9) defined product as “the need-satisfying offering of a firm”.   

 

Holloway (2004:52) followed a slightly different approach and stated that the product 

that is delivered to the consumer comprising both tangible and intangible elements. 

However, according to Kent and Brown (2006:200), a product is the item or service 

being marketed, through its features, quality, benefits and quantities. A product may 

thus be a physical good or a service or a blend of both. Kotler, Bowen and Makens 

(2006:304) indicated that a product is anything that can be offered to a market for 

attention, acquisition, use, or consumption that might satisfy a want or need. It includes 

physical objects, services, places, organisations and ideas. More recently Reid and 

Bojanic (2010:16) added that the product component refers to the unique combination 

of goals and services offered by an organisation to consumers. 

 

Kent and Brown (2006:200) stated that the idea of “product” can also refer to customer 

satisfaction or benefits which is very important, especially in the marketing environment. 

It can be assumed that consumers will buy the product that offers them the highest 

quality, the best performance, and the most features. Many marketing managers focus 

on the technical details involved in producing a product. However, in the tourism 

industry production and delivery take place simultaneously. Schiffman and Kanuk 

(2004:9) added that most customers think about a product in terms of the total 

satisfaction it provides. Satisfaction therefore requires a total product offering or 

experience that is really a combination of excellent service and a physical good with the 

right features. How the customers view the product also determines product quality and 

this should be borne in mind by marketers. This also highlights the importance of the 

consumer in the marketing process. Seen from a marketing perspective, quality means 

a product’s ability to satisfy customer needs or requirements. This product definition 

focuses on the customer and how the customer thinks a product will fit some purpose or 

address a certain need. When comparing their products to competitors’ offerings, 

marketing managers often focus on quality. However, a product is not a high-quality 
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product if the features are not what the target market wants (Perrault & McCarthy 

2000:181).   

 

3.3.2 Consumer behaviour in relation to the product 

However, to understand the nature of product, marketing managers need to understand 

behaviour of consumers. Consumers do not buy products, they buy benefits, and 

products are therefore only bought while they offer benefits. Therefore consumers 

seldom buy a product for a single reason (Smit & Van der Bijl 2000:2). A product offers 

benefits resulting from the need being satisfied. Some benefits are clear (tangible) while 

others are not (intangible). Consumers do not always know of the product before 

starting the need satisfaction process (Smit & Van der Bijl 2000:3). Holloway (2004:52) 

also stated that a product will comprise both tangible and intangible elements. Thus, for 

example, the consumer will be buying the use of a room in a guesthouse as part of the 

package, and this will include various facilities including a bed, a bathroom, coffee-

making equipment and so forth. The guest may also choose to eat breakfast at the 

guesthouse, so food is another key tangible component of this experience. However, 

there are various intangible elements in each guesthouse which add to the satisfaction 

of the experience; the guesthouse room may include a sea view (an intangible asset 

that is seen as such a bonus that a higher price is usually charged for this), the 

ambiance of rooms may meet a guest’s individual needs for status-building or 

relaxation, or the room may be decorated in a way which enhances their satisfaction. 

The product includes both the tangible and intangible elements of the service offering. 

Product decisions involve product attributes such as quality, service, grading, location 

and so forth.  

 

Products can be arranged on a scale from low volume, high difficulty, high price to high 

volume, low difficulty and low price (Buckley 2007:1428). Torrent and Fluvia (2011:244) 

stated that many products can be seen as bundles of characteristics. Tourism-related 

products are no different. Tourists get satisfaction from each of the components of a 

particular product variety bought. For instance, hotel customers derive utility from 

swimming pools, sports facilities, the quality of food and room service. The professional 

manner in which the reception deals with the incoming guests, and the service received 

from waiters in the restaurant, are intangible benefits which are every bit as important 

as the rooms and food (Holloway 2004:53). 
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3.3.3 Product levels 

Kotler et al. (2006:304) outlined that managers of service organisations, such as 

guesthouses need to work hard to eliminate unexpected surprises and make sure that 

guests get what they expect. The hospitality managers need to analyse and manage 

the product on four levels (see Figure 3.2): 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3.2: Product levels 

Source: Kotler et al. (2006:305) 

 

a) Core products: this is the most basic level of products which analyse the aspects the 

buyer is really buying, for example, a hotel room. Core products require facilitating 

products but do not require supporting products. For example, business centres and 

health spas are supporting products that help draw and retain customers (Kotler et al. 

2006:306).  
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b) Facilitating products: these are service or goods that must be present for the guest to 

use the core product. For example, a first-class hotel must have check in and checkout 

services and internet facilities (Kotler et al. 2006:305). 

 

c) Supporting products: these are extra products offered to add value to the core 

product and help in creating a competitive advantage.  

 

d) Augmented products include accessibility, atmosphere, customer interaction with the 

service organisation, customer participation, and customer interaction with each other 

(Kotler et al. 2006:307).  

 

The product instrument is therefore concerned with developing need-satisfying benefits 

for the target market. Important variables that should be considered in this regard are: 

product development, the transforming of needs into a satisfying product, the brand 

name, and packaging and after sales services (Lucas 2004:42).   

 

3.3.4 Understanding the role of product in tourism marketing 

Tourism and hospitality products are a group of selected components or elements 

grouped together to satisfy needs and wants of tourists. Product specification largely 

determines the corporate image and branding so that an organisation is able to create a 

positive image in the minds of its existing and potential customers. Tourism products 

can be categorised according to the following sectors, for example accommodation, 

attractions, transportation, travel organisers and destination organisers (Hudson 

2008:147). 

 

The potential customer views and evaluates the product as a bundle of tangible and 

intangible components that will be delivered at the selected destination. The package is 

perceived by tourists as an experience that is available at a certain price. The overall 

product consists of five main components: destinations attraction and environment, 

destination facilities and services, accessibility of the destination, images of the 

destination and price. Although these components are combined and integrated in a 

visitor’s overall experience, they are capable of extensive and more or less independent 

changes over time. This is also known as product modification. But it is in the 



 

43 

promotional field of images and perceptions that some of the most interesting planned 

changes occur, and these are based on marketing decisions (Hudson 2008:148). 

 

Bennet, Jooste and Strydom (2005:43) outlined that accommodation is a critical 

component of the tourism experience and that the nature of accommodation is mainly a 

function of tourists’ demand. Tourists influence what type of accommodation will be 

found at the destination. Some prefer a more luxurious, all inclusive type of 

accommodation, while others are satisfied with bare essentials, also taking into account 

what competitors have on offer, as well as considering what transportation methods are 

needed to reach the destination. Jamal and Robinson (2009:221) point out that the 

manufacturing industry differs from the tourism industry. When a customer buys a 

manufactured product ownership is transferred from seller to buyer. When a customer 

buys a service such as delivered in the tourism industry he/she does not usually receive 

ownership of anything tangible. For example, a hotel room is reserved for a period of 

time but nothing in it is ever owned by the customer.  

 

According to Kotler et al. (2006:307) besides the planned component, the product also 

includes an unplanned component. The product the consumer receives is not always as 

management planned for it to be. Managers of service organisations need to work hard 

to eliminate unexpected surprises and to make sure that guests get what they expect. 

Zehrer (2009:332) stated that tourism is a service-intensive industry that is dependent 

on the quality of customers’ service experiences and their consequent assessments of 

satisfaction or dissatisfaction. The importance of service quality in the tourism industry 

can therefore not be underestimated. To achieve success in marketing, a manager 

must closely examine and understand all of the components of the marketing mix and 

combine it into a well-conceived marketing program and manage them properly. 

Various hospitality operations fail since they are unable to combine the elements of the 

marketing mix into effective marketing programs, or they fail in the implementation 

thereof (Reid & Bojanic 2010:18). Customers partially make travel decisions based on 

the information available to them on the product.  

 

3.3.5 Product development 

Hilletofth and Eriksson (2011:264) maintain that many organisations consider new 

product development (NPD) as a key strategic activity critical to long-term success.  
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Samli and Weber (2000:35) stated that if an organisation wishes to stay viable in the 

marketplace they need to know how to compete. Various organisations stay viable by 

creating new products which attract new markets and marketing opportunities. This 

special ability is an integral component of its successful growth and increased profits. 

Developing a new product that truly makes a special impact is difficult, risky and costly. 

On the other hand, to develop a truly successful new product is almost impossible.  

Most of these products are simple variations of existing products. In the tourism industry 

various organisations make use of strategies such as diversification and modification. 

 

Most organisations, unfortunately, consider producing the same products in less time 

and at lower costs as part of their product development philosophy. However, an 

organisation’s competitive advantage is only improved through innovative and new 

products that attract the attention of existing and potential markets. Although it is much 

riskier and high cost to develop these breakthroughs, it enhances the organisation’s 

viability as well as profitability. In order to understand the conditions under which 

successful new products are developed, two key approaches can be used, but first, the 

reasons for product failure are explored and secondly the reasons for product success 

are examined.  

 

Although both are good approaches, typically reasons for failure have been explored 

more often than reasons for success. However, the authors believe that knowing the 

causes of failure does not necessarily imply mastering the skills of developing 

successful products. Success here must be assessed according to its own virtues. 

Indeed, analysing failures can teach marketing managers what not to do but it does not 

indicate what really needs to be done. Generating new ideas and developing new 

products are difficult, especially in the tourism industry which is highly competitive. 

Finding the right products and marketing them correctly are even costlier and more 

difficult tasks (Samli & Weber 2000:36). 

  

Munksgaard and Freytag (2011:286) stress that product development is, however, 

influencing the prosperity and success of any organisation. New possibilities and 

markets can be explored through development and the introduction of new products 

(including processes or services). Customers and markets can also provide innovative 

input which provides a solid foundation for successful product development. Information 



 

45 

obtained from customers or customer involvement in the development process may 

strengthen the organisation’s ability to stay abreast with trends and developments in 

target markets as well as stay competitive in an increasingly globalised world. 

Knowledge and its management are critical to nurturing sustainable competitive 

advantage (Miller, Fern & Cardinal 2007).  

 

According to the knowledge-based view, an organisation’s primary purpose is the 

integration of knowledge, and the creation and exploitation of dynamic capabilities. This 

is particularly true in knowledge-intensive work such as the design and development of 

products, where knowledge is important as an outcome as well. Product design and 

development require the accurate application of theoretical and practical knowledge 

from various sources, and for this reason the proper management of knowledge (or the 

lack of it) can influence the results significantly (Kumar & Ganesh 2011:118).  

 

Lucas (2004:9) suggested that after an attractive marketing opportunity has been found 

and the related consumer needs and preferences have been evaluated, a product must 

be developed which will best satisfy these needs and preferences and in the process 

ensure a profit for the organisation. The product is then seen as a collection of need 

satisfying benefits.  

 

Kotler et al. (2006:332,338) stated that after developing and launching a new product, it 

is important that the product remains viable, especially in the long term. Although the 

product is not expected to stay in the market forever, managers want to earn enough 

profit to compensate for the effort and risk. To maximize profit it is imperative to often 

reformulate a product’s marketing strategy. A changing market and changing 

environmental conditions will cause and initiate strategy changes as the product moves 

through the product life cycle. These changes happen fast in the tourism industry. 

 

3.3.6 Product life-cycle 

Kotler et al. (2006:340) as well as Saayman (2006:115) outlined that the product life 

cycle is marked by five distinctive stages which can be summarized as follows (see 

Figure 3.3):  
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Stage 1: Product development: This is the beginning when the organisation finds and 

develops a new idea. There are no sales at this stage but the costs are high.  

Stage 2: Introduction: This stage is known for slow sales growth as the product is being 

introduced into the market. Profits are still non-existent because of the heavy expenses 

of product introduction, especially marketing expenses. 

Stage 3: Growth: The growth point is a period of rapid market acceptance and 

increasing profits. 

Stage 4: Maturity: The maturity stage is again a period of slowdown in sales growth 

because the product has achieved acceptance by most of its potential buyers. Profits 

are declining because of increased marketing outlays to defend the product against 

competition. 

Stage 5: Decline: This is the period when the sales decrease quickly and profits drop. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3.3: The product life cycle  

Source: Saayman (2006:115) 

 

3.3.7 Branding of tourism products 

Ryan and Silvanto (2011:305) stated that the power of branding is a key factor in the 

success of tourism, even if place brands are usually not thought of in the same way as 

product or corporate brands. The acropolis in Athens, the Coliseum in Rome, the 

Cathedral of Notre Dame de Paris, Table Mountain National Park, Kruger National Park 

and hundreds of other places and settings are, in effect, symbols or place brands that 
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have the power to attract visitors and tourists. Branding is an important part of effective 

tourism strategies and plans. It is a venue or destination’s reputation and acclaim – in 

other words, its brand – that has the power to attract visitors. 

  

Xie and Boggs (2006:347) remarked that branding is more than just a brand name 

given to a product or products: “brands are a direct consequence of the strategy of 

market segmentation and product differentiation”. Organisations utilize a combination of 

brand attributes to meet the expectations of specific customers in various economic 

conditions. Corporate and product brands are actively competing in the world markets 

and the number of brands is growing and therefore giving the consumer more options 

and choices. Corporate branding refers to the strategy in which brand and corporate 

name are the same; product branding builds separate brand identities for different 

products.  

 

Ryan and Silvanto (2011:307) put forward that World Heritage Sites (WHS), for 

instance, is usually referred to as an endorsement or seal of approval, but it has many 

of the characteristics that are attributed to brands: it represents a promise of 

differentiation, uniqueness and value. Brands thus differentiate products and represent 

a promise of value. Destination branding is, however, more complex because the 

concept includes elements of product, service and corporate branding. Destination 

brands serve as an umbrella brand to various different products which may or may not 

be related and has a diversity of customers. Since people are interpreting brands and 

brand images it makes destination branding harder to study and understand. When 

differentiation between destinations is low, it is the brand image that creates a 

perceptual difference.  

 

Customers are driven by an attitude when purchasing brands; this is utilitarian in nature 

and involves brand perceptions of benefits, physical justifications, beliefs about value 

for money and availability. This is also commonly reinforced by the functional attributes 

of the brand (Balakrishnan, Nekhili & Lewis 2011:6). 

 

The three components of brand are: 

 Functional brand component: functional characteristics are mostly tangible and 

measurable in nature. The product can manifest as functional characteristics or 



 

48 

physical attributes which contribute to the intrinsic advantages of the product. The 

core function/service of the brand which is associated with immediate practical 

needs, rational assessment of product benefits or functional performance 

(Balakrishnan et al. 2011:6).  

 Symbolic brand components: symbolic components are those features and benefits 

that are over and above the core product, and relate to non-product attributes. 

Symbolic brand components strongly relate to intangible components which are 

likely to be more extrinsic in nature to the product. Symbolic brands satisfy needs 

over and above functional requirements; and manifest as higher order needs such 

as self-expression, self-esteem, prestige; emotional values and feelings; and social 

approval (Balakrishnan et al. 2011:6).  

 Experiential brand components: the experiential components of the brand are the 

symbolic components that represent higher-order needs. Experiential components 

may be manifested in how the brand relates to the customer’s self-concept, intuitive 

likes and dislikes, its ability to convey exclusivity (how it relates to other customers), 

customer lifestyle, and way of life and fashion ability. 

 

In the three-tier brand creation model, higher tiers correspond to emotional and value 

services which are essentially non-product attributes that are external to core product 

function looking at dimensions of the marketing mix, imagery, feelings and experience 

(Balakrishnan et al. 2011:6).  

 

Saayman (2006:120) stated that the product strategy indicates the direction the 

business will follow regarding its product mix. This is dynamic and needs to change to 

the needs of the ever-changing environment. It was clear that new products need to be 

developed to follow new markets and remain sustainable. The role and importance of 

the product in the marketing mix is evident. 

 

3.4 PLACE 

Distribution strategies should lead to a steady flow of customers and if practised 

properly it can distinguish a market-share leader and an organisation struggling for 

survival (Kotler et al. 2006:499). Changes in the external environment have a definite 

influence on distribution strategies such as increased competition, a global 

marketplace, electronic distribution techniques and a perishable product. With these 
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changes in mind the role of distribution has become more important. This discussion is 

divided into 4 sections, with the first section focusing on the understanding of the 

concept. 

 

3.4.1 Understanding the concept place 

Place is the means of getting the product to consumers (Berkowitz 2000:12) implicating 

the distribution through which the product will be available to customers. The product 

should be provided and available where it is required. Kent and Brown (2006:200) 

stated that place refers to the location of the product and the services; thus where the 

customer will find these product components. Place is thus the distribution method that 

the organisation implements to provide the product and services to its market in a 

manner that meets, if not exceeds, customers’ expectations (Ivy 2008:290). Added to 

this the place component also refers to the manner in which the products and services 

are being delivered to the consumers. It involves decisions related to the location of 

facilities as well as the use of intermediaries (Reid & Bojanic 2010:16).   

 

The place/distribution instrument is therefore concerned with transferring the need-

satisfying product to the target market where, when and in the quality that the consumer 

desires. Important variables that should be considered in this regard are distribution 

channel developments, storing, re-arrangement and transportation of the product 

(Lucas 2004:3). Smit and Van der Bijl (2000:60) point out that effective marketing does 

not only involve having good products and a sound knowledge of what consumers 

want. Effective marketing also involves physically getting products to final consumers in 

the easiest and most economic manner. They added that, compared to the other three 

elements of the marketing mix, place tends to be the most stable. Once a distribution 

channel is in place it tends to remain in place and absorbs changes to products, prices 

and communication methods. This implies the importance of choosing the correct 

channel for successful marketing activities. Offering customers a good product at a 

reasonable price is not the whole story.  

 

When different target markets have different needs, when product life cycle needs to be 

considered and when different product classes exist a number of place variations may 

be required (Perrault & McCarthy 2000:228-229; Ivy 2008:290). One place arrangement 

may not be enough or the best because place decisions have long-term effects. 
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However, customers may have different needs with respect to time, place and 

possession utility as they make different purchases (Ivy 2008:290). The location of the 

organisation in itself can have a major impact on the viability of the organisation. A 

poorly situated restaurant or guesthouse may fail regardless of the amount and type of 

marketing and promotional activities (Johnson 2000:73 & 83).  

 

Kasper, Van Helsdingen and Gabbott (2006:400) pointed out that place or distribution 

embraces all of the strategic and operational activities to make the service and/or 

product available to target customers. They are usually more difficult than the price, 

promotion and product decisions. Place or distribution is an important factor in 

developing a service marketing strategy because of the inseparability of services from 

the producer. Little attention has been paid to distribution in the hospitality and tourism 

industry but as the competition grows, the value of convenient distribution is being 

recognised.  

 

3.4.2 The role of place in tourism marketing 

Place is a controversial variable when considering the tourism product. In general 

marketing theory it represents the point of sales – in other words the place where the 

product can be inspected or purchased, and the means to which it is delivered to the 

customers. Tourism products were traditionally purchased through the travel 

agents/outlets of travel principals, but in recent years the advent of new forms of 

delivery systems, particularly in the use of computer technology, has vastly expanded 

the tourists’ choice in delivery systems (Holloway 2004:53).  

 

The tourism industry cannot conform to one distribution system and this will probably 

never be possible or feasible. George (2011:300) stated that tourism products cannot 

be delivered from point A to point B such as physical goods. Since these products 

cannot be tested before purchase the distribution of such a product or service becomes 

a challenge as well as important. The industry’s distribution channels thus have a direct 

influence on consumer choices. Thus distribution can be done through three channels, 

namely: 

 Consensus channels: The different parts in the system work together due to their 

mutual interest to do so. 
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 Vertically co-ordinated channels: The channel used by tour operators exercises 

control over the channel. 

 Vertically integrated channels: The functions of production and distribution are 

controlled/owned by a single organisation (Saayman 2006:132-133). 

 

The simplest form of distribution remains the ability of the product to directly sell to the 

consumer (George 2011:301). Högström, Rosner and Gustafsson (2010:386) also 

pointed out that the location or place is an important construct for explaining the 

experience as in the tourism industry. When creating experiences, the roles of 

infrastructure, context and content change in comparison to services. In terms of 

experiences, infrastructure consists not only of technical and organisational solutions, 

but also of elements that contribute to and activate the experiences, such as food and 

logistics. In the service-oriented view, place acts as a setting only, while the service or 

experience itself creates both the content and value. In the experience-oriented industry 

(such as the tourism industry), however, place and service both play an important role 

in creating the right conditions for experiences. They both become part of the context 

with which visitors interact in order to create content with a destination-specific value. 

The physical environment in which the service is produced, and how customer 

expectations are met by the service are influenced by a series of underlying dimensions 

or attributes.  

 

Attitude, behaviour and skills thus influence the quality of the interaction between the 

service provider and the customer in the service setting. The physical environment in 

which services are delivered is perhaps the most crucial for the success of a resort or 

destination. This part can be compared with other competing facilities since it is 

tangible; thus making it an important indicator of the company’s capacity to deliver the 

promised service or product (Högström et al. 2010:387).  

 

Specific tasks involved in the distribution management process are:  

 General distribution decisions: this involves choices between available channels 

and methods of physical distribution. 

 Decisions on distribution channel: this involves decisions on the individuals or 

businesses that will be used in the distribution channel. 
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 Decisions on physical distribution: this involves decisions relating to the physical 

flow of goods between producer and consumer. 

 Decisions on the development of a distribution structure: this involves deciding on 

how the above decisions will be incorporated into a single distribution system (Smit 

& Van der Bijl 2000:61). 

 

The most important consideration concerning place should be the extent to which it 

contributes to consumer satisfaction (Smit & Van der Bijl 2000:66). It is clear that place 

has a special role to play in tourism marketing and that it should be carefully selected to 

reach specific goals. The following section provides insight into the various 

intermediaries available to the tourism industry. 

 

3.4.3 Marketing intermediaries for tourism 

The following marketing intermediaries are important for the tourism industry: 

 

 Travel agents 

George (2011:308) stated that travel agents function as convenient outlets at which 

holidays and other travel-related products can be purchased. Their main task is to 

supply the public with travel services. Travel agents can reach a geographically diverse 

market. However the number of travel agents has been decreasing in recent years due 

to the growth of direct booking and customers self-booking travel on the internet. Today 

60% of airline reservations are booked directly on the airline’s website and almost all 

airlines have discontinued paying commissions to travel agents which lead to some 

agencies charging a fee for issuing tickets (Kotler et al. 2006:503). Traditional travel 

agencies thus have to compete with e-travel agents of virtual travel agencies (George 

2011:311).  

 

Travel agencies can, however, still be divided into wholesalers and retailers. Wholesale 

agencies typically have a large number of contracts with many suppliers including the 

big hotel chains (which do not normally contract with small travel agencies) and conduct 

their business on a Business-to-Business model. The retail travel agencies, however, 

normally have direct contact with suppliers and/or indirect contact via wholesale agents. 

Generally, the travel agencies are closest to the travellers and assist them in searching 

and booking their choices of products or services (Brown & Kaewkitipong 2009:215). 
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 Tour wholesalers 

A wholesaler is an individual or company that plans, markets and administers tour 

packages, usually combining the services of various principals and suppliers (George 

2011:301). Tour wholesalers accumulate tour packages usually targeted at the leisure 

market. These generally include transportation and accommodation, but may include 

meals, ground transportation as well as entertainment. A tour wholesaler contracts with 

the airlines and hotels for a specified number of seats and rooms, receiving a quantity 

discount. Retail travel agents then sell these packages to tourists. The tour wholesaler 

has to provide a commission for the travel agent and give consumers a package that is 

perceived to be a better value than what they can arrange on their own. Additionally, 

tour operators have to make profit for themselves (Kotler et al. 2006:505). 

 

 Specialists such as tour brokers 

Tour brokers sell motor coach tours, which are attractive to a variety of markets. Some 

motor coach tours are seasonal, some are based on one event, and others are annual. 

This also involves various products that are contracted en-route such as hotels, 

restaurants, museums, attractions and so forth (Kotler et al. 2006:507). 

 

 Hotel representatives 

Hotel representatives sell hotel rooms and hotel services in a given market area. It is 

then the task of the hotel representative to do the sales. This is true when the market is 

a distant one and when the cultural differences may make it difficult for an outsider to 

penetrate the market, for example a corporate hotel in South Africa may find that it is 

more effective to hire a hotel representative in another country than to send a sales 

manager there (Kotler et al. 2006:508). 

 

Travel agencies have been the main form of selling channels. However, the internet 

allows for the visitor to book online and check room information and room availability on 

the website. The huge number of online travellers attracts the hotels, especially the 

larger-sized hotel chains. These hotels, which typically have significant information 

technology capability and resources, provide an online booking channel. This is fully 

integrated into their web sites and delivers more direct customers which yields more 
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margin than reservations made through travel agencies (Brown & Kaewkitipong 

2009:214).   

 

 National, provincial and local tourist agencies   

National, provincial and local tourist agencies are an excellent way of getting 

information to the market and gaining room bookings. National associations promote 

tourism within their own countries, such as South African Tourism. This is especially 

successful where hotel chains have locations throughout the country. Provincial 

agencies promote the provincial resources and attractions overseas, nationally and in 

the province itself such as Gauteng Tourism. Tourist information centres are 

strategically located throughout the country, often at entry points to provide information 

to potential and current tourists. Regional associations can serve the same purpose 

(Kotler et al. 2006:508). 

 

 Reservation systems 

Central reservation systems are popular, especially for hotels. They usually provide 

systems for small chains or provide an overseas reservation service, allowing 

international guests to call a local number to contact the hotel (Kotler et al. 2006:509). 

The most extensively used e-business application in the airline sector was the 

computerised reservation system (CRS), which was used to control inventory and to 

improve accessibility to information within and between partners. CRS operations that 

book and sell tickets for multiple airlines are known as global distribution systems 

(GDS). Currently, the four major GDSs are SABRE, Worldspan, Amadeus, and Galileo 

(Brown & Kaewkitipong 2009:214).  

 

 Internet 

As already indicated, the Internet plays an important role in the distribution of the 

tourism product. In 2006 already 3 out of 10 sales were booked online. The internet has 

become such an important channel that some companies have created a position vice-

president of electronic distribution (Kotler et al. 2006:510). One of the greatest benefits 

of the internet for the travel sector is the cost reduction it brings about. Airlines, for 

instance, now have direct access to the customers as they realised that the internet 

allows greater chances to reach customers directly and to cut the cost of intermediaries. 

However, when an airline follows its own booking system it provides information and 
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options of its own flights only. Many airlines therefore further compete using reward or 

loyalty programs in order to encourage direct purchasing with the airlines and to obtain 

repeated customers (Buhalis, 1998:413; Bennett & Lai, 2005). 

 

 Concierges  

Concierges, bell staff and front-desk employees can be good sources of business for 

local hospitality products and travel, such as restaurants, tours and fishing guides. 

Concierges can be a major source of business for a restaurant that has a unique menu 

or atmosphere or simply excellent food and service. These attributes will be an 

attraction to travellers (Kotler et al. 2006:514). 

 

The options in terms of intermediaries are vast and the key is to find the best one for 

the product. 

 

3.4.4 The influence of technology on place in the tourism industry 

Ritchie and Tung (2011:419-420) believe that the essence of tourism in today’s world is 

the development and delivery of travel and visitation experiences to a range of 

individuals and groups who wish to see, understand and experience the nature of 

different destinations and the way people live and work, and enjoy life in those 

destinations.  

 

The tourism industry consists of three main sectors: travel and accommodation; leisure 

facilities and entertainment; and tourism organisations. The travel and accommodation 

sectors are heavily dependent on information communication technology (ICT). Brown 

and Kaewkitipong (2009:213) stated that intermediaries such as wholesalers and retail 

travel agencies use technology with great success, which can lead to direct or indirect 

distribution channels. However, the Internet is exerting an influence on the structure of 

distribution. The technology profoundly affects the agencies and their strategic position. 

It helps them provide a more informed service but at the same time empowers the 

traveller through direct contact with the suppliers (Brown & Kaewkitipong 2009:213). 

 

Brown and Kaewkitipong (2009:213) stated that the Internet plays an important role in 

linking role players together by facilitating communication and information provision for 

travel trade among them. Airlines were among the first adopters of e-business 
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technology. ICTs play a critical role in the strategic and operational management of 

various tourism and travel products. They not only contribute to the formulation of all 

elements of the marketing mix, but will also determine the strategic directions, 

partnerships and ownership of, for example, airlines (Buhalis 2004:823). Even smaller 

tourism products have realised the value of the Internet as marketing tool. 

 

Internet technology not only changes the way organisations conduct their business, but 

also creates new kinds of intermediaries such as providers of electronic payment 

systems and service for authentication and certification of transactions. The internet has 

opened up new opportunities for all players in the industry to present themselves, offer 

their products online and improve many of their business activities. Nevertheless, it is 

the case that most benefits and impacts of e-business use are reported in the context of 

larger-sized enterprises in the industry (Brown & Kaewkitipong 2009:216). The changes 

and the importance of place as part of the marketing mix are recognized and will 

probably keep on changing in future. 

 

3.5 PROMOTION 

It is important for tourism organisations to communicate continuously with the selected 

target markets and make the product available to the customers. Effective 

communication is done by means of promotion, which should be focused on delivering 

an integrated message and strategic position. The discussion on promotion is divided 

into four sections, with the first section focusing on understanding the concept 

promotion. 

 

3.5.1 Understanding the concept promotion 

Promotion is a means of communication between the seller and the buyer (Berkowitz 

2000:12; Ivy 2008:290). Kent and Brown (2006:200) stated that promotion is focused on 

informing target customers that the right product is available at the right price and at the 

right place. The target market is made aware of the product, which requires decisions 

about the marketing mix to be used (Johnson 2000:73). Lucas (2004:43) stated that the 

promotion instrument is concerned with introducing the need-satisfying product to the 

target market and creating consumer demand. Mediums such as advertising, personal 

selling, sales promotion and publicity play a role in promotion.  
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The promotion component refers to the methods used to communicate with consumer 

markets (Reid & Bojanic 2010:17). The promotion mix is a selection of marketing 

mediums that can be used to communicate the organisation’s intended message to 

consumers. The decision for promotion involves the amount to be spent on each 

component of the promotion mix, the strategies for each of the components, and the 

overall message to be sent. Promotion includes all the tools an organisation can use to 

provide the market with the necessary information on its offerings. Different methods 

are used for different target markets (Reid & Bojanic 2010:17).  

 

In promoting products and services marketers attempt to create awareness about 

products and services with consumers, reminding them that products and services are 

available and persuading them to purchase them. Because producers and consumers 

are physically removed from each other it is likely that, without promotion, potential 

consumers will never know about a business’ products and services. It is important to 

tourism products for promotion to create an experience potential visitors desire. 

 

3.5.2 The value of promotion 

The value of promotion for many services is to show the benefits of purchasing the 

product. It is valuable to indicate availability, location, consistent quality, and efficient, 

courteous service. Effective promotion is thus vital for marketing success of a tourism 

product since: 

 there is a need to reach consumers because consumers are removed from the 

product in terms of time and space. 

 an uninformed consumer’s needs cannot be fully satisfied. 

 consumers need to know about new products or new services, new and existing 

channels for existing products and services. 

 businesses need to compete in a market (Smit & Van der Bijl 2000:136). 

 

The purpose and also the value of promotion lie in the objective of promotion, namely to 

inform, to convince and to remind (Saayman 2006:152; Smit & Van der Bijl 2000:137). 

Promotion is not only vital in a situation in which more than one organisation competes 

for the same consumer, it is also important in a situation where an organisation is the 

only supplier. In the first situation an organisation needs to convince consumers that it 
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is better than competitors. In the second situation consumers need to be convinced to 

allocate resources in a specific way.  

 

Promotion also has psychological and physical elements. Consumers buy products 

because these products promise to satisfy needs. As a result it is important to realise 

that it is necessary to promote benefits, not merely product attributes (Smit & Van der 

Bijl 2000:137).   

 

3.5.3 Promotion methods 

As illustrated in Figure 3.4 there are various promotion methods to choose from: 

personal selling, mass selling, sales promotion, advertising, publicity and e-marketing. 

These methods are normally used in combination since one alone may not be effective. 

It is critical for the marketer to manage and coordinate the promotion methods as an 

integrated “whole” and not as separate and unrelated parts (Perrault & McCarthy 

2000:296).  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3.4: Promotion methods 

Source: Saayman (2006:155) 
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Holloway (2004:53) agreed with Perrault and McCarthy (2000:296) that promotion is 

concerned with the techniques by which products and their prices are communicated to 

the market place. The importance of information technology in this process has been 

visible for the last years (Holloway 2004:53). Marketers must be able to select the 

correct combination of promotion mix elements to be effective in an introduction specific 

to the competitive situation. Marketers may choose to utilize any combination of these 

methods. However, the effect of word-of-mouth is also evident (Pitta, Weisgal & Lynagh 

2006:156).  

 

3.5.3.1 Advertising 

Hudson (2008:262) stated that advertising has emerged as a key marketing tool in the 

tourism industry. Buying decisions are based on mental images and testing a sample of 

the product is not possible. Advertising can be defined as paid non-personal 

presentation and promotion of ideas, goods or services by an identified sponsor, using 

mass media (Hudson 2008:262).  

 

Advertising messages do not always have to be aimed directly at creating a sale. 

Sometimes the idea is to convey a favourable image such as in the case of 

destinations. Advertising holds the following advantages: low cost per contact, the 

ability to reach customers where and when salespersons cannot, great scope for 

creative versatility of messages and the potential to repeat a message several times 

(Morrison 2010:470). George (2011:347), however, stated that the effectiveness of an 

advertising campaign is noted in a sales increase. Advertising includes advertisements 

in magazines, on radio, in the newspaper and so forth. 

 

3.5.3.2 Personal selling 

Personal selling is the verbal presentation of a product to one or more prospective 

consumer for the purpose of entering into a transaction (Lucas 2004:389; Morrison 

2010:476). George (2011:360) indicated that personal selling is perhaps one of the 

most underrated promotional tools. It implies direct contact between the buyer and the 

seller and two-way communication therefore takes place. It does, however, require a 

great deal of time and expense compared to other promotional tools. Morrison 

(2010:476) indicated that it provides the opportunity to close a sale, creates the 
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opportunity to hold the customer’s attention and to get feedback. One can tailor the 

message to the needs of the individual and step into a more long-term relationship with 

the customer.  

 

3.5.3.3 Sales promotion 

Sales promotion is the activity that acts as an extra incentive for consumers, sales 

representatives and intermediaries to purchase. It’s most common usage refers to the 

promotion of additional sales through incentives and discounts. Sales promotions are 

associated with techniques such as discounts, competitions, personality promotions 

and so on (George 2011:355). It offers immediate results. According to Morrison 

(2010:479) it offers the following advantages: the ability to provide quick feedback, the 

ability to add excitement to a product or service, provide additional ways to 

communicate with customers and offers flexible timing.  

 

3.5.3.4 Publicity 

Publicity is one public relations technique that involves non-paid communication of 

information about an organisation’s services. This form of promotion is done at low cost, 

it is effective as it is not seen as commercial messages, it is seen as credible and it 

ensures that the organisation maintains a presence in the public domain (Morrison 

2010:483). 

 

3.5.3.5 Sponsorships 

Sponsorships are often included in an organisation’s public relations activities since it 

indirectly enhances the customer’s perceptions of the organisation or its products. This 

is a high form of collaborative marketing between organisations that have only a market 

in common (George 2011:425). 

 

3.5.3.6 Online/Interactive marketing 

The advertising content of the World Wide Web has grown exceptionally fast over the 

past few years. E-mediaries allow tourists to book the different elements of their travel 

arrangements and compare and assess product information before making final 

decisions all on their own (McCabe 2009:277). 
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Effective communication with target customers is carried out by a variety of methods 

and the promotion mix should be selected according to the product and the marketing 

objectives. This is also the case for smaller tourism products such as a guesthouse. 

 

When selecting the media the product will be influenced by various factors, which will 

be discussed in the following section. 

 

3.5.4 Factors influencing promotion and promotion decisions 

The elements of the promotion mix are not the only factors involved in promotion. 

Factors such as packaging, a brand, price, attitudes and communications of employees 

and existing customers are directly related to promotion and need to be managed 

accordingly (Smit & Van der Bijl 2000:137). Factors influencing the promotion mix that 

deserve mentioning are the following: 

 

 Promotion budget  

The lack of funds tends to limit promotional possibilities. The media that reach the large 

audiences are expensive, as is using advertising agencies. This limitation plagues most 

small businesses. Smaller businesses will rely on personal selling and dealer displays. 

 

 Nature of the market 

Some markets can only be reached through certain methods of promotion. A marketer’s 

promotion mix is severely limited in the product produced for rural markets without 

access to audio-visual media (Smit & Van der Bijl 2000:147; Morrison 2010:485). 

 

 Marketing objectives 

The promotion mix needs to follow the objectives for each target market. These 

objectives will directly influence the selection of promotion. If the objective is to build 

sales in a short time then the focus would be on sales promotion (Morrison 2010:485). 

 

 Nature of the product 

Some products are complex, virtually forcing the use of personal selling, whereas 

homogenous products can easily be marketed on national television (Smit & Van der 

Bijl 2000:147). 
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 Phase in the product life cycle 

Products in the early stage of their life cycle tend to require more intense promotion 

than they would at later stages in their life cycle (Smit & Van der Bijl 2000:148).  

 

An important task for a marketer is to decide on the correct forms of promotion to use 

and the amount to spend while doing so. This needs to be carried out in such a way 

that the greatest possible return is obtained from the least possible expenditure (Smit & 

Van der Bijl 2000:148). Deciding on the best combination of elements of a promotion 

mix a marketer needs to make two decisions. He/she needs to decide which external 

factors are relevant and the importance of each. He/she then needs to decide which 

form of communication best suits the situation identified. Once the above has been 

decided on, funds need to be allocated and media developed (Smit & Van der Bijl 

2000:149). 

 

Promotion is probably the most visual part of the marketing mix which should be 

exploited.  

 

3.6  PRICE 

Price is the only marketing mix element that produces revenue. All the other increase 

the cost of the offering. It was also found that most of the time pricing is the least 

understood of the marketing variables and pricing changes are often a quick fix to 

certain problems and challenges.  

 

3.6.1 Understanding the concept price 

Seen from a marketing perspective price is the amount a consumer pays in exchange 

for a product or service. For a business price is an instrument used to achieve 

marketing and business objectives. Price differs between consumers, time and place 

and it is important for consumers and the business alike. For a business price’s primary 

importance is the effect it has on profitability (Smit & Van der Bijl 2000:105; George 

2011:285).  

 

Perrault and McCarthy (2000:369) defined price as the amount of money that is 

charged for “something” of value. According to Berkowitz (2000:12), price is what is 

exchanged for the product whilst Kent and Brown (2006:200) stated that price includes 
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the price of the item and product assortments and lines, price changes and payment 

methods. Johnson (2000:72) defined price as costs of the product or service plus a 

profit margin that the organisation will add.  

 

The price instrument is therefore concerned with the money the consumer will be willing 

to pay for his need-satisfaction as well as the prices at which the organisation will be 

willing to provide the need-satisfaction (Lucas 2004:44). The price component is also 

seen as the value placed by an organisation on its products and services. Some of the 

decisions involve pricing the product line, discounting strategies, and positioning 

against competitors (Reid & Bojanic 2010:16).  

 

Identifying the nature of prices can at first appear simple. In terms of economic theory 

price is determined by a compromise between the forces of market demand and market 

supply. However, price is the single most common source of conflict between suppliers 

and potential consumers (demand). Determining market price is not simple and is often 

based on irrational grounds and as a result a more detailed understanding of price is 

needed (Smit & Van der Bijl 2000:105). Morrison (2010:661) stated that price setting, 

profit yielded and revenue management have become serious issues as competition 

increases.  

 

3.6.2 Factors influencing pricing decisions 

A marketing oriented method of determining price is not merely based on cost and 

desired profit margin. It is based on a thorough analysis of both the internal and 

external marketing environment (Smit & Van der Bijl 2000:108). 

 

Internal factors influencing pricing decision: 

 Marketing objective: organisations develop policies that indicate how flexible prices 

are to be and to and when discounts will be allowed (George 2011:286). 

 Other marketing mix components: Price must be coordinated with product design, 

distribution and promotion decisions to form a consistent and effective marketing 

program. Pricing decisions are affected by decisions made for other marketing mix 

variables. It is important to realise that the quality of the product must meet the 

expectations that the price has generated in the consumers’ minds (Kotler et al. 

2006:451-452; George 2011:287). 
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 Organisation considerations: Management must decide who within the organisation 

should set prices (Kotler et al. 2006:453). 

 Costs: Cost is probably the most internal factor affecting the price charged. No price 

can be sold for lower than the cost price. Furthermore, it should be remembered 

that consumers often judge the product by a price charged. An expensive product is 

perceived to be of good quality such as a five star guesthouse. Furthermore, some 

costs directly and others indirectly affect the cost price of a specific product. As a 

result cost-based pricing is often done arbitrarily (Smit & Van der Bijl 2000:110). 

 The organisation: In small businesses top management usually makes decisions 

about price. In larger organisations the process is much more complicated. 

Financial management is expected to make recommendations based on costing, 

and marketing management will make recommendations based on prices the 

market is likely to find acceptable. Internal conflicts often occur in price 

determination. Some people argue that return on investment is the most important, 

while marketing regards the consumer to be the most important factor (Smit & Van 

der Bijl 2000:110). 

 

External factors influencing pricing decision: 

 Market and demand: Although costs set the lower limits of prices, the market and 

demand set the upper limit. The consumer as well as the channel buyers weigh the 

price against the benefits. Thus before setting prices, a marketer must understand 

the relationship between price and demand of the product (Kotler et al. 2006:454). 

In economic terms demand refers to the number of products purchased at a specific 

price and time. For some types of products a change in price will have a significant 

opposite change in demand, whereas for others a price change will not produce a 

significant change in demand. The first type of market has an elastic demand 

whereas the second has an inelastic demand (Smit & Van der Bijl 2000:108). 

 Consumer perceptions of price and value: In the end it is the consumer that decides 

whether a product’s price is right. When setting prices, management must consider 

how consumers perceive price and the ways these perceptions affect consumers’ 

buying decisions; therefore pricing decisions must be buyer oriented (Kotler et al. 

2006:455-456). Consumers’ reactions to different prices vary greatly. Some 

consumers will not purchase a product if the price increases while others will not be 

bothered by a price increase at all. Factors of importance include the availability of 
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substitutes and the relative importance of the product to consumers and their 

bargaining power (Smit & Van der Bijl 2000:108). 

 Demand relationship: Each price an organisation can charge will lead to a different 

level of demand (Kotler et al. 2006:457). 

 Price elasticity of demand: Marketers also need to understand the concept price 

elasticity; in other words how responsive demand will be to a change in price (Kotler 

et al. 2006:458).  

 Competition: Where it exists, competition will always be one of the factors 

influencing price. A business can identify a competitor and follow its price (price 

taker) or determine its own price (price leader) (Smit & Van der Bijl 2000:108). 

 Government action: Government’s influence is mainly felt when it exercises its 

power by dictating price or levies in the case of the tourism industry.  

 Economic conditions: Price can never be isolated from prevailing and expected 

economic conditions. In favourable economic times price can be expected to 

increase, but when economic conditions are bad prices may increase (Smit & Van 

der Bijl 2000:109). 

 

3.6.3 Setting the right price 

Price is embedded in the structure of its producer and user sides (Håkansson, 

Waluszewski 2005:110). Ivy (2008:289) added that the price element of the services 

marketing mix is dominated by what is being charged for the product. Price has a direct 

influence on the revenue of the organisation but it also has an effect on the customers’ 

perceptions of the quality.  

 

Pricing policies should explain: (a) how flexible the price will be, (b) at what level they 

will be set over the product life cycle, (c) to whom and when discounts allowance will be 

given, and (d) how transportation costs will be dealt with (Perrault & McCarthy 

2000:369). It is important for the price to be determined by research analyses, 

appropriate to the product and the target market. The prices of similar products offered 

by competitors in the market must also be considered. The prices an organisation 

charges for its product must strike a balance between gaining acceptance with the 

target market and making profits for the organisation (Hudson 2008:179).  
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In the case of tourism, price is often a negotiable variable. Product and price are 

inextricably interconnected, together representing the ‘bundle of benefits’ the consumer 

purchases. From the standpoint of producers, price is the figure at which they are 

prepared to make the product available to the customer, taking into account cost, 

market conditions and other factors such as sales targets (Holloway 2004:53). Pricing 

objectives should flow from and fit in with organisation level and marketing objectives. 

Pricing objectives should be formulated because they have a direct effect on pricing 

policies as well as the methods used to set prices (Perrault & McCarthy 2000:370).  

 

The most common mistakes include pricing that is too cost oriented. Prices should 

reflect market changes, take the rest of the marketing mix into account and be varied 

enough for different product items and market segments, for example a rate paid for 

hotel room. It is important for both marketers and managers to have an understanding 

of price (Kotler et al. 2006:447). Charging too little can leave an organisation without 

enough revenue to maintain the operations properly (Kotler et al. 2006:448). Since 

tourists get satisfaction from each of the components of the product variety bought, 

managers face the daunting task of putting together, promoting and pricing a bundle of 

heterogeneous components (Torrent & Fluvial 2011:244).  

 

Price influences profitability because it influences total income, total costs and total 

assets. For consumers price determines the number of products a customer can 

purchase (Smit & Van der Bijl 2000:105) or the length of stay as a tourism product. The 

importance of price should not be overestimated. A price is not always a determining 

factor – it usually is a qualifying factor (Smit & Van der Bijl 2000:106). The pricing 

process comprises four steps (see Figure 3.5 on following page).  
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Figure 3.5: The pricing process: steps in formulation of a price strategy  

Source: Smit & Van der Bijl (2000:107) 

 

3.6.4 Pricing approaches 

Organisations should follow a general pricing approach to set prices that includes one 

or more of these sets of factors indicated below (Kotler et al. 2006:464). 

 

General pricing approaches: 

 Cost-based pricing 

The simplest method is cost-plus pricing, which is adding a standard mark-up for the 

cost of the product. Food and beverage managers often use the cost-up method to 

decide wine prices. Cost as a percentage of the selling price is another commonly used 

pricing technique used in the restaurant industry. For example, a bottle of wine that 

costs R14 may sell for R42 or three times the costs (Kotler et al. 2006:464). 

 

 

 

Step 1: an analysis of the 

organisation’s internal and 

external environment 

The aim is to identify and analyse the 

factors influencing price strategy. 

 

PRICING PROCESS 
 

Price objectives are based on analysis of 

marketing environment, determined by 

strategic and marketing objectives and 

influenced by the firm’s mission, objectives 

and strategy. 

Step 2: formulating price 

objectives 

 

Step 3: Determining basic price 

of individual products 

Basic price is the starting price that a 

business charges for a product. It is a 

compromise between the price that a 

business wants to charge, target price, 

and the price acceptable to the product’s 

market. Various objective and subjective 

techniques are generally used. 

 
Step 4: Adjustment to basic 

price 

 

The final price can be adjusted to suit 

certain specific market conditions. 



 

68 

 Break-even analysis and target profiting pricing 

Another cost-oriented approach is break-even pricing, in which the organisation 

determines the price at which it will break even. Some organisations use a variation of 

break-even pricing called target profit pricing, which targets a certain return on 

investment (Kotler et al. 2006:465). 

  

 Value-based pricing  

The products’ perceived value is very important in the visitors’ decision making. Value-

based prices use the buyers’ perception of value as the key to pricing. The seller’s cost 

is therefore left out of this equation. Value-based pricing means that the marketer 

cannot design a product and marketing program and then set the price. Price is 

considered along with other marketing mix variables before the marketing program is 

set. The organisation uses the nonprime variables in the marketing mix to build 

perceived value in the buyer’s minds, setting price to match the perceived value. 

Consider the various prices different restaurants charge for the same items, for 

example a consumer who wants a cup of coffee and a slice of apple pie may have to 

pay R10 at a family restaurant and R15 at a hotel or coffee shop (Kotler et al. 

2006:464). 

 

 Competition-based pricing  

In this instance price is largely based on those of competitors, with less attention paid to 

costs or demand. The organisation might charge the same as, more or less than its 

major competitors but they keep the amount of difference consistent (Kotler et al. 

2006:464). 

 

3.7 CONCLUSION 

The purpose of this chapter was to analyse the marketing mix. Marketing as a strategy 

emphasizes how an organisation competes in its markets and how the 4 Ps are utilized 

to inform and convince potential visitors to buy the product. It was also clear that the 

four Ps work in an integrated manner and that decisions in the one will influence the 

decision of the other.  

 

The four Ps might be considered as traditional but it is clear that it is still relevant today 

and that organisations should implement at least the four Ps to improve the chances of 
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being successful, especially the smaller tourism businesses where marketing is 

occasionally seen as non-essential.  

 

Product was identified as an important part of the marketing mix as none of the other 

three elements are possible if the product does not exist. It was also found that the 

tourism product differs from other products where service and experience play a more 

important role. Place or distribution makes the product more accessible to the visitor 

and the use of information offices and tour operators seems to play an important role. 

Pricing is a difficult element of the marketing mix but it was found that aspects such as 

economic conditions, seasonality, value for money and competition influence the price 

determined for the tourism experience. Promotion provides various options for 

organizations to make the potential and current visitors aware of the product such as 

radio, magazine, websites and so forth. There is, however, no perfect marketing mix – it 

all depends on the product, the objectives and the budget available.  
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4.1 INTRODUCTION 

Research is a process that involves obtaining scientific knowledge by means of 

various objective methods and procedures (Welman, Kruger & Mitchell 2005:2). It 

can be defined as the search for knowledge or any systematic investigation to 

establish facts (Rohilla 2010:1). According to Manoharan (2010:1), the word 

‘research’ is derived from the French word, ‘researcher’ meaning ‘to search back’. It 

is composed of two words – ‘re’ and ‘search’ – which means to search again, or to 

search for new facts or to modify older ones in any branch of knowledge. Therefore 

it means search for knowledge (Mustafa 2010:1). It is a scientific and systematic 

search for pertinent information on a specific topic.  

 

Research is also referred to as a careful or critical enquiry or examination in seeking 

facts or principles; diligent investigation in order to ascertain something. It is really a 

method of critical thinking. Research really begins when the researcher experiences 

some difficulties, for example a problem demanding a solution (Manoharan 2010:1). 

Coertze (2003:16) added that research is the manner in which attempts are made to 

solve problems in a systematic effort to push back the frontiers of human ignorance 

or to confirm the validity of the solutions to problems others presumably have 

solved. Researchers try to identify the contextual and subjective setting of the entity 

under enquiry (Baumard & Ibert 2001:68; Hansen 2011:110). 

 

The main aim of research is therefore to find out the truth which is hidden and which 

has not been discovered as yet (Mustafa 2010:2). The primary purpose for applied 

research is discovering, interpreting, and the development of methods and systems 

for advancement of human knowledge on a wide variety of scientific matters of the 

world and universe (Rohilla 2010:1). Research therefore generally reveals casual 

connections between variables, for example to demonstrate that one variable is a 

cause of another variable. When the demonstration is sufficient there is, at least 

potentially, the position of being in control of the effect variable, for example 

 

CHAPTER 4 

RESEARCH METHODOLOGY 



 
71 

eliminate it, strengthen it, and produce a change in the effect variable (Rohilla 

2010:3). Focus is to find answers to questions through the application of systematic 

and scientific methods (Manoharan 2010:2). 

 

The aim of this chapter is to describe the methods and techniques used to attain the 

objectives of the study. The chapter therefore describes the research methods, the 

sampling procedure, data collection methods and questionnaire design relevant to 

the study. 

 

4.2 RESEARCH DESIGN 

Research design is the conceptual structure within which research is conducted; it 

constitutes the blue print for the collection, measurement and analysis of the data 

(Mustafa 2010:85). It is also about finding out things systematically and is closely 

allied to statistical analysis of data, for sound reasons. It is the plan, structure and 

strategy of investigation conceived so as to obtain answers to research questions 

and control variance (Rugg & Petre 2007:60-61). 

 

According to Mustafa (2010:85), research design is a catalogue of various phases 

and facts relating to the formulation of a research effort. It is thus an arrangement of 

the essential conditions for collection and analysis of data in a manner that aims to 

combine relevance to the research purpose with economy in procedure. Decisions 

regarding when, where, how much, by what means, concerning an inquiry or a 

research study constitute a research design.  

 

Different research designs can be categorised as follow: 

 Descriptive research studies: descriptive research designs attempt to describe 

something, for example the demographic characteristics of the users of a given 

product and the degree to which product use varies with income, age and 

gender (Struwig & Stead 2004:8). The aim is to obtain complete and accurate 

information about the population of the study. It must be rigid and not flexible 

(Santhakumaran & Sarguna-Mary 2008:23). 

 

 Exploratory research studies: exploratory research can be defined as 

‘research into an area that has not been studied and in which a researcher 

wants to develop initial ideas and more focused research questions’ (Struwig & 

Stead 2004:7). The main aim of this type of study is that of formulating a 

problem for more precise investigation or of developing the hypothesis from an 
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operational point of view. The study emphasises the discovery of ideas and 

insights and it must provide opportunity for considering different aspects of a 

problem under study. Exploratory research is related to the literature survey, 

survey of the experience and the analysis of insight-stimulating information 

(Santhakumaran & Sarguna-Mary 2008:22-23). 

 

 Experimental research design: experimental research is used to study the 

effects of a set of factors on the response variable of a system of study. It is 

conducted in a controlled environment based on the principles of experimental 

design (Santhakumaran & Sarguna-Mary 2008:24). 

 

This research is based on the descriptive research design by means of which the 

relationship between marketing effectiveness and marketing mix for the 

guesthouses in the Vaal region is measured.  

 

4.3 RESEARCH METHODOLOGY 

According to Santhakumaran and Sarguna-Mary (2008:21), research methodology 

is the logical and systematic planning and directing of research. It is a methodology 

mixed methods technique that combines elements of qualitative and quantitative 

methods in gathering and processing data that requires respondents to perform a 

ranking task (Massingham, Massingham & Diment 2012:66). Methodology has 

advantages and disadvantages. However, it offers an interesting alternative for 

researchers seeking to find truth in organisational behaviours and attitudes. 

Research methodology can be two-fold, namely quantitative and qualitative.  

 

4.3.1 Quantitative research 

Quantitative research consists of research in which the data can be analysed 

according to numbers. For example, it is used to measure how many people feel, 

think or act in a particular way (Manoharan 2010:12). It allows the researcher to 

familiarise him/herself with the problem or concept to be studied, and perhaps 

generate hypotheses to be tested (Rohilla 2010:49). It is also a form of conclusive 

research involving large representative samples and fairly structured data collection 

procedures (Struwig & Stead 2004:4). 

 

 Characteristics of quantitative research (Struwig & Stead 2004:4) 

 Constructs and their measurement: quantitative research examines 

constructs (variables) which are based on the hypothesis derived from a 
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theoretical scheme Causality: quantitative research often tries to establish 

causal relationships between constructs. 

 Generalisation: the quantitative researcher wishes to generalise results 

beyond the confines of the research sample. 

 Replication: the replication of a study provides a way of determining the 

extent to which findings are applicable to other contexts.  

 Individual as focus: in quantitative research the individual is the focus of 

the empirical inquiry. 

 

4.3.2 Qualitative research 

Qualitative research is characterised by an emphasis on describing, understanding 

and explaining complex phenomena on studying, for example the relationships, 

patterns and configurations among factors; or the context in which activities occur 

(Rohilla 2010:47). It is used to help understand how people feel and why they feel 

as they do. It is concerned with collecting in-depth information asking questions 

(Manoharan 2010:13). Therefore it can be viewed as interdisciplinary, multi-

paradigmatic, and multi-method driven (Struwig & Stead 2004:11). 

 

 Characteristics of qualitative research (Struwig & Stead 2004:12) 

 The participants’ and researcher’s perspectives: qualitative researchers 

are very interested in understanding the issues being researched from the 

perspective of the research participants. 

 Contexualism: contexualism emphasises the various macro- and micro- 

contexts of the individual and how these contexts dynamically interact with 

one another. 

 Process: process research examines interrelated events along a temporal or 

developmental continuum. 

 Flexibility and the use of theories: qualitative researchers prefer to begin 

research in a relatively open and unstructured manner and may be hesitant 

to rely excessively on theory to provide a framework of what to research. 

  

For purposes of this study a quantitative approach was followed as the objective 

opinions of participants were seen to be important for and relevant to this study. 

These are discussed in the next section.  
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4.4 RESEARCH METHOD 

This study is based on a literature study and quantitative survey. 

 

4.4.1 Literature review 

A research literature review is a systematic, explicit and reproducible method for 

identifying, evaluating and synthesizing the existing body of completed and recorded 

work produced by researchers, scholars, and practitioners (Fink 2010:3). The 

importance of the literature review was to assess and analyse previous research 

studies focusing on the current theme to thoroughly understand what both marketing 

effectiveness and marketing mix are as well as to outline their importance. The 

keywords used for this study included marketing, marketing strategy, marketing 

effectiveness and marketing mix (which entails product, price, promotion and 

placement), and guesthouses. Literature review included information from books, 

journal articles, databases (Google Scholar, Ebsco Host, Emerald and so forth) and 

other information sources. 

 

4.4.2 Quantitative study 

 

4.4.2.1 Sampling and description of sampling 

Altinay and Paraskevas (2008:89) stated that sampling is the process by means of 

which researchers select a representative subset or part of the total population that 

can be studied to draw conclusions regarding the entire population. Struwig and 

Stead (2004:111) stated that when collecting data for quantitative studies it is 

impossible or impractical to consult all the people (example, population) in a specific 

category as indicated by the research project. It is therefore appropriate to select a 

sample in the appropriate manner. Obtaining information from a sample is often 

more practical than obtaining the same information from the entire universe or 

population. Zigmund (1999:276) stated that a properly selected sample gives 

sufficiently accurate results. There are several alternative ways of sampling and 

these may be grouped into non-probability and probability sampling techniques. 

 

4.4.2.1.1 Non-probability sampling 

In the real world of tourism research, probability sampling is often quite difficult to 

achieve, with time, costs and ethical considerations being the most common 

obstacles for research (Altinay & Paraskevas 2008:89). Thus, in non-probability 

sampling, the probability of any particular member of the population being chosen is 

unknown. The selection of the sampling unit is arbitrary as researchers rely heavily 



 
75 

on personal judgement. The following are techniques used to conduct non-

probability sampling. 

 

a) Convenience sampling: this method is chosen purely on the basis of 

availability. Respondents are selected because they are accessible and 

articulate (Zigmund 1999:283). 

b) Judgement sampling: a sample could be selected on the basis of expert 

judgement. Specialists in the subject of the survey choose what they believe to 

be the best sample for that particular study (Struwig & Stead 2004:111). 

c) Quota sampling: universe items (respondents) may also be selected according 

to their characteristics (age, income, socio-economic status and gender) 

(Zigmund 1999:283). 

d) Snowball sampling: snowball sampling refers to a variety of procedures in 

which initial respondents are selected by probability methods, but in which 

additional respondents are then obtained from information provided by the initial 

respondents (Altinay & Paraskevas 2008:97).   

 

4.4.2.1.2 Probability sampling techniques 

In probability sampling every element in the population has a known non-zero 

probability of selection. This means that each element has a known probability of 

being included in the sample. The following are probability sampling techniques: 

a) Random probability sampling: for random sampling the researcher requires a 

complete and accurate list of all items in the universe (Struwig & Stead 

2004:112). 

b) Stratified random sampling: stratified random sampling differs from random 

sampling in that with random sampling the sample items or respondents are 

chosen from the entire universe (Struwig & Stead 2004:113).   

c) Cluster sampling: in the sampling methods discussed so far, every item 

(respondent) is chosen individually. In cases where this is not practical, cluster 

sampling may be used. Here the researcher divides the items in the universe 

into groups and then selects any number of these groups at random and 

enumerates their items completely (Altinay & Paraskevas 2008:93-94).  

d) Systematic sampling: systematic sampling includes a procedure in which an 

initial point is selected by a random process and every nth number on the list is 

selected (Altinay & Paraskevas 2008:93). 

e) Multi-stage area sampling: this is a sampling technique that involves using a 

combination of probability sampling techniques. It involves two or more steps 
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that combine some of the probability sampling thinking (Struwig & Stead 

2004:115). 

 

The sampling method for this study is twofold. In step one the owners and/or 

managers of the guesthouses were approached to request participation in this 

project. In this phase all guesthouses were included and listed which resulted in 

29 registered guesthouses that adhered to the definition of a guesthouse. These 

guesthouses were contacted and their cooperation was requested. Eleven 

guesthouses responded positively and were willing to distribute the questionnaires 

among their guests. The exact number of visitors/tourists to the guesthouses was 

not provided by management. This led to the decision of non-probability sampling, 

namely availability sampling, to select the sample frame. The sampling procedure 

was based on guidelines set by Krejcie and Morgan (1970:608) for general research 

activities, which indicated that the recommended sample size (S) for a population 

(N) of 1000 000 is 384. Based on this information, it was decided to complete 400 

questionnaires which is representative of the sample population.  

 

However 500 were then divided among the 11 guesthouses resulting in 46 

questionnaires per guesthouse. The questionnaires were distributed by the 

researcher during the month of August/September 2010. The second phase of the 

sampling (visitors) was therefore based on availability and willingness to participate 

in the survey. The visitors can give the most accurate view on the effectiveness of 

marketing of guesthouses as they are the ones exposed to the marketing efforts and 

influenced by it to make a decision. After completion of the distribution process 

451 questionnaires were suitable for analysis. The rest was misplaced by 

guesthouse owners or not completed in detail by the visitors. 

 

4.4.2.2 Data collection method 

Data collection is an important stage in research. In fact, the quality of data collected 

determines the quality of research (Santhakumaran & Sarguna-Mary 2008:51). 

Research data consists mainly of two types, primary data and secondary data. 

Data are the empirical evidence or information one gathers according to scientific 

rules and procedures, referred to as research methods. The type of data is typically 

classified as quantitative (i.e. expressed as numbers) or qualitative (i.e. expressed 

as words, pictures, or objects). Data comes from a primary (first-hand) source or a 

secondary source (second-hand). It is a representation of reality that cannot be 

grasped empirically (through the senses) or theoretically (Seville & Perret, 2001:15-
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17). Primary data are the new data, are collected for the research project, while 

secondary data are available data from sources other than the current research 

project. These are briefly described below: 

  

a. Primary data collection: this is the data collected for the first time in an 

investigation and they are original in character. Primary data are the actual 

information received by the researcher for the study from actual field research 

and are attained by means of questionnaires and schedules. In some fields 

primary data are collected through interviews and observation methods 

(Santhakumaran & Sarguna-Mary 2008:51). Regardless of which of the two 

methods is used, some procedures must be devised to standardise the 

collection process and thereby standardise the data collected. The following are 

different methods of collecting primary data for quantitative studies (Struwig & 

Stead 2004:86). 

 

 Observation method: the chief primary source of information concerning 

any phenomenon is direct observation. This method requires the researcher 

to personally and directly observe the conditions and incidents of his/her field 

of study (Santhakumaran & Sarguna-Mary 2008:52). 

 Interview method: under this method of collecting data there is a face to 

face contact with the persons from whom the information is to be obtained. 

The interviewer asks them questions pertaining to the survey and collects 

the desired information. Interviews can be unstructured, structured and semi-

structured (Altinay & Paraskevas 2008:112).  

 Indirect-oral investigation: in this method of collecting data, the 

investigator contacts the respondents or witnesses capable of supplying the 

necessary information. This method is adapted in those cases where the 

information obtained is of a complex nature and the respondents are not 

inclined to respond if approached directly (Santhakumaran & Sarguna-Mary 

2008:52). 

 Information from correspondents: under this method, the investigator 

appoints local agents or correspondents in different places to collect 

information. These correspondents collect and transmit the information to the 

central office where the data is processed (Santhakumaran & Sarguna-Mary 

2008:53). 

 Mailed questionnaire method: mailed questionnaire method consists of a 

list of questions pertaining to the survey (known as a questionnaire). The 
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questions are prepared and sent to various respondents by post or 

messenger (Altinay & Paraskevas 2008:120). 

 Interview schedule: interview schedule method of collecting information is 

that where schedules are sent to respondents through interviewers. The 

interviewers contact the respondents, receive replies to the questions 

contained in a schedule and fill them in in their own handwriting in the 

question bank (Santhakumaran & Sarguna-Mary 2008:52). 

 

b. Secondary data collection: secondary data refers to the information of facts 

already collected (Santhakumaran & Sarguna-Mary 2008:52). It can be 

classified into three broad categories, namely raw data already collected (for 

example traffic counts), summaries of numbers (for example figures supplied by 

statistics South Africa) and written treatises (for example books, articles and 

theses). The four questions to be considered when collecting secondary data 

are: what should be read, how should the source be read, what should be 

recorded or noted and how should material be recorded or noted? (Struwig & 

Stead 2004:80-81). 

 

4.4.2.3 Development of the questionnaire 

The absence of a standardised questionnaire for purposes of this study a 

questionnaire was developed based on the relationship between marketing 

effectiveness and the marketing mix as explored in the literature analyses. Since 

this study is exploratory, it has also made a contribution in the development of the 

questionnaire. The questionnaire consisted of two sections. Section A focused on 

demographic information of the respondents as well as questions related to travel 

behaviour. Both open and closed-ended questions were used, focused on the 

variables identified in the literature review and those already included in the 

questionnaire. Section B analysed the effectiveness of marketing based on the 

opinions of the visitors to the guesthouses. The focus was twofold: firstly, the 

marketing mix was analysed and secondly, the effectiveness of marketing was 

assessed. Both these questions were analysed by means of a five-point Likert scale, 

where 1 is Strongly agree and 5 is Strongly disagree. Complexity levels, leading and 

loaded questions, ambiguity as well as double-barrelled items were carefully 

avoided (Zikmund 1999:249). 
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4.4.2.4 Pilot study 

A pilot study was conducted with 10 random tourists travelling to guesthouses. The 

purpose of the pilot study was to ensure that respondents understand the questions 

and, where clarification was needed, changes were made before printing the final 

questionnaire. The results from the pilot study were not included in the main survey. 

 

4.5 STATISTICAL ANALYSIS 

Once the data had been collected, it was captured by the researcher and processed 

by the Statistical Services of the North-West University and interpreted by the 

researcher. Descriptive statistics and, more specifically, a factor analysis and 

correlation analysis was performed to determine the relationship between marketing 

mix and marketing effectiveness. 

 

4.5.1 Frequency tables and figures 

Frequency tables and figures were developed to provide an overview of the general 

profile and feelings of the respondents. These were developed for the complete 

dataset. Thus the dataset was organised by summarising the number of times a 

particular value of a variable occurred (Zikmund 1999:297). 

 

4.5.2 Factor analysis 

The purpose of the factor analysis is data simplification. The objective is to 

summarise the information contained in a large number of metric measures (for 

example rating scales) with a smaller number of summary measures, called factors. 

There is thus no dependent variable in this analysis (McDaniel & Gates 2002:590). 

There are two main approaches to factor analysis, namely exploratory and 

confirmatory. Exploratory factor analysis is often used in the early stages of 

research to gather information about the interrelationships among a set of variables 

– such as the case is for this study.  

 

For purposes of this study factor analyses were performed in the case of the 

marketing mix and marketing effectiveness for the guesthouses in the Vaal Region 

to determine the underlying factors. 

 

4.5.3 One-Way analysis of Variance (ANOVA) 

One-way analysis of variance is a non-directional procedure that tests the equality 

among two or more population means using independent groups. When the goal is 

to test the differences among the means of two or more independent samples, 
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analysis of variance (ANOVA) is an appropriate statistical tool. It is a statistical 

technique that permits the researcher to determine whether the variability among or 

across the sample’s means is greater than expected because of sampling error 

(McDaniel & Gates 2002:530). This was performed by assessing the differences 

between marital status (as well as other variables) and marketing effectiveness and 

marketing mix for the guesthouses in the Vaal Region. 

 

4.5.4 t-test 

An independent samples t-test is used when one wants to compare the scores of 

two different groups of people or conditions. Thus one is comparing the values of 

some continuous variable for two groups. The t-test will show whether there is a 

statistically significant difference in the mean scores of the two groups. The Sig. (2-

tailed) shows the significant difference between the two groups. If the value in the 

Sig. (2-tailed) is equal to or less than .05 there is a significant difference in the mean 

scores on the dependent variable for each of the two groups (Pallant 2010:241). In 

the case of this study a t-test is utilised to compare the mean scores of males and 

females regarding the importance of the marketing mix elements and the marketing 

effectiveness of guesthouses. 

 

4.5.5 Spearman Rank Order Correlations 

Correlation analysis is used to describe the strength and direction of the linear 

relationship between two variables. The Spearman Rank Order Correlation is 

designed for use with ordinal level or ranked data and is particularly useful when the 

data does not meet the criteria for Pearson correlation (Pallant 2010:132). It is a 

non-parametric statistic and can be used when the data have violated parametric 

assumptions such as non-normally distributed data (Field 2005:129). 

 

In the case of this study Spearman Rank Order Correlations were used to interpret 

the relationships between the marketing mix elements and the marketing 

effectiveness factors, between age, frequency of holidays, length of stay at 

guesthouses and the marketing mix elements and the marketing effectiveness 

factors. Ultimately this method was used to analyse the direct relationship between 

the marketing mix elements and the marketing effectiveness factors.  
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4.6 CONCLUSION 

The aim of this chapter was to describe the methods and techniques used to attain 

the objectives of the study. It is clear that this research follows a descriptive 

research design based on quantitative research. Therefore questionnaires were 

used as data collection method and these questionnaires were distributed in the 

Vaal Region among guesthouses in Vereeniging, Bedworthpark and Vanderbijlpark. 

451 questionnaires were included in the final analysis. The analyses were done by 

frequency tables and figures, factor analyses, ANOVA’s and Spearman Rank Order 

Correlations. The next chapter will present the analysis and discussion of the data. 
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5.1 INTRODUCTION 

The purpose of this study is to investigate the relationship between marketing 

effectiveness and the marketing mix of guesthouses in the Vaal Region. This 

information can assist in improving the marketing and planning strategies for this part of 

the accommodation sector. This is followed by recommendations as to how marketing 

effectiveness can be improved through the application of the product, price, promotion 

and place strategies. Five hundred questionnaires were distributed among visitors to 

guesthouses in the Vaal Region of which four hundred and fifty one were suitable to 

use, to capture in Excel and to analyse in SPSS 20.  

The aim of this chapter is therefore to present the analyses and discussion of the 

survey. This will be done by firstly discussing the descriptive results of the study 

focusing on the profile of respondents by means of frequency tables and figures. This is 

followed by the factor analyses analysing the underlying elements of the marketing mix 

and the underlying factors of effective guesthouse marketing. The exploratory results 

focus on one-way analyses of variance, t-tests as well as Spearman Rank Order 

Correlations to determine the relationships between selected demographic variables 

and the marketing mix elements and effective guesthouse marketing factors. 

 

5.2 DESCRIPTIVE RESULTS 

Before analysing the relationship between the marketing mix and the effective 

marketing strategies the first section of the results provide an overview of the responses 

on the questions posed. The first part highlights the profile of the respondents. 
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5.2.1 DEMOGRAPHIC PROFILE OF VISITORS 

5.2.1.1 Gender 

Figure 5.1: Gender 

 

From Figure 5.1 it is clear that gender was equally distributed with 50% male and 50% 

female. 

 

5.2.1.2 Province of residence 

 

Table 5.1: Province of residence 

PROVINCE PERCENTAGE 

Western Cape 6% 

Gauteng  46% 

Eastern Cape 6% 

Free State 10% 

North West 7% 

Mpumalanga 6% 

Northern Cape 3% 

KwaZulu-Natal 6% 

Limpopo 10% 

 

According to Table 5.1 most of the visitors to these guesthouses during the time of the 

survey were from Gauteng (46%), followed by respondents from Free State (10%) and 

Limpopo (10%). Gauteng remains an important travel group in the tourism industry. 
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5.1.2.3 Marital status 

Figure 5.2: Marital status 

 

Most visitors to the participating guesthouses in the Vaal Region were not married 

(49%), followed by those that were married (25%). 

 

5.1.2.4 Age  

Figure 5.3: Age 

 

26% 

49% 

9% 
5% 

11% 

0%

10%

20%

30%

40%

50%

60%

Married Not married Divorced Widow/er Living together

MARITAL STATUS 

16% 

34% 
31% 

15% 4% 

0%

5%

10%

15%

20%

25%

30%

35%

40%

<26 26-30 31-40 41-50 >50

AGE 



 
85 

It is clear from Figure 5.3 that most respondents were between the ages of 26 and 30 

years (35%), closely followed by those between 31 and 40 years of age (31%). 

Respondents between 41 and 50 years of age accounted for 15% and respondents 

younger than 26 years accounted for 16% of the respondents. The average age of 

respondents was 32.90 years. 

 

5.1.2.5 Occupation 

Occupation was asked in an open format question and therefore only the highest 

number of participants in a certain position is discussed here. Most of the respondents 

were in educational positions which include both teachers and lecturers. This is 

followed by respondents in financial positions, managerial positions and administrative 

positions (Table 5.2). 

 

Table 5.2: Occupation 

OCCUPATION NUMBER OF 

RESPONDENTS 

Educational positions 31 Respondents 

Financial positions 20 Respondents 

Managerial positions 18 Respondents 

Administrative positions 13 Respondents 

 

5.2.2 TRAVEL PREFERENCES 

It is important to determine the travel preferences of respondents as frequent travellers 

might evaluate the effectiveness of marketing differently.   

 

5.2.2.1 Number of holidays per annum 

Figure 5.4 indicates that 39% of the respondents go on holiday once a year, followed by 

those going on holiday 2-3 times per year (28%) and those that go on holiday more 

than 5 times per year (21%). The average number of times respondents go on holiday 

per year therefore is 2.14. 
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Figure 5.4: Number of holidays per annum 

 

5.2.2.2 Number of stays at guesthouses per annum 

Figure 5.5: Number of stays at guesthouses 

 

Most respondents visit the guesthouses only once a year (39%), followed by those that 

visit the guesthouses between 2 and 3 times a year (24%) and more than 5 times a 

year (23%). The respondents visit guesthouses 2.22 times per year on average.  

 

5.2.3 ANALYSING THE MARKETING MIX ELEMENTS 

According to Table 5.3 (next page), it is clear that respondents indicated that, on 

average, guesthouses should: 

 have modern equipment (air conditioner, furniture, etc.):  1.41 

 have visually appealing buildings and facilities:   1.44 

 create a relaxing atmosphere:     1.47 
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All of the aspects highlighted above are related to Product. It is clear that respondents consider most of the elements of the 

marketing mix to be important which highlights the value of product, price, place and promotion as part of the mix. 

 

Table 5.3: Marketing mix elements 

A guesthouse should ….. STRONGLY 

AGREE 

AGREE NEITHER 

AGREE NOR 

DISAGREE 

DISAGREE STRONGLY 

DISAGREE 

MEAN  

have visually appealing buildings and facilities 63% 
 

33% 
 

2% 1% 1% 1.44 

have modern equipment (air conditioner, furniture, 

communication devices, etc.) 

68% 26% 
 

4% 1% 1% 1.41 

perform services right the first time 56% 34% 7% 2% 1% 1.57 

create a relaxing atmosphere 62% 33% 3% 1% 1% 1.47 

provide adequate materials (soap, shampoo, towels) 56% 34% 7% 2% 1% 1.58 

have professional staff 61% 30% 6% 2% 1% 1.52 

serve hygienic, adequate and sufficient food and 

beverages 

63% 29% 4% 3% 1% 1.53 

provide flexibility in services according to guest 

demands 

46% 40% 12% 1% 1% 1.73 

make use of a tour operator in marketing the facility 37% 41% 18% 3% 1% 1.91 

distribute brochures through information offices 43% 44% 11% 1% 1% 1.72 

be easily accessible for the guests 56% 36% 6% 1% 1% 1.55 

be well located in an area 53% 39% 5% 2% 1% 1.59 

be graded by the Grading Council 46% 38% 13% 2% 1% 1.75 

provide unique facilities and services 41% 42% 15% 1% 1% 1.78 

ask a price related to the services provided 41% 42% 12% 3% 2% 1.83 

ask a price related to the competition in the area 36% 35% 20% 5% 4% 2.05 
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have a loyalty programme for frequent visitors 46% 33% 13% 4% 2% 1.82 

consider economic conditions when determining prices 50% 34% 12% 3% 2% 1.74 

consider seasonality when determining prices 45% 32% 15% 6% 2% 1.88 

have a website 59% 28% 11% 1% 1% 1.58 

advertise in newspapers 47% 32% 19% 1% 1% 1.75 

advertise in magazines 45% 34% 17% 2% 1% 1.80 

advertise on radio 46% 32% 18% 3% 1% 1.82 

advertise on television 51% 28% 16% 5% 1% 1.76 

rely on word-of-mouth advertising 22% 27% 22% 20% 9% 2.68 

Have adequate signage to improve marketing efforts 31% 53% 14% 2% 1% 1.88 

Keep in contact with visitors 39% 37% 18% 5% 1% 1.95 

Provide value for money 44% 38% 13% 4% 1% 1.79 

Advertise by means of social media  48% 34% 13% 3% 2% 1.77 

 

5.2.4 THE EFFECTIVENESS OF GUESTHOUSE MARKETING 

 

Table 5.4: Effectiveness of guesthouse marketing 

Effective guesthouse marketing depends on STRONGLY 

AGREE 

AGREE NEITHER 

AGREE NOR 

DISAGREE 

DISAGREE STRONGLY 

DISAGREE 

MEAN  

the quality of advertising material 45% 40% 10% 3% 2% 1.76 

the number of advertisements 29% 40% 23% 8% 1% 2.12 

the quality of information provided in the marketing 

material 

44% 42% 11% 4% 1% 1.75 

referrals by family and friends 30% 42% 21% 5% 2% 2.06 

money available for marketing 40% 38% 16% 6% 1% 1.92 
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marketing knowledge of the owner/manager 46% 36% 14% 4% 1% 1.77 

effective marketing research 50% 39% 8% 3% 1% 1.65 

effective target marketing 48% 36% 11% 4% 1% 1.72 

number of years in the business 28% 35% 22% 12% 4% 2.29 

 

Respondents indicated that, on average, the effectiveness of guesthouse marketing depends on: 

 effective marketing research    1.65 

 effective target marketing    1.72 

 quality of the advertising material   1.76 

 

Respondents indicated that, on average, the effectiveness of guesthouse marketing depends less on: 

 the number of years in the business   2.29 

 the number of advertisements   2.12 

 referrals by family and friends   2.06 

 

5.2.5 FACTOR ANALYSES 

 

5.2.5.1 Factor analysis for the marketing mix elements 

The purpose of this factor analysis of the marketing mix elements was to group the elements and to determine whether the items in 

the questionnaire related to the element. Therefore four factor analyses were conducted and only promotion resulted in two distinct 

factors.  To examine the underlying factors of the marketing mix elements a principal axis factor analysis with oblique rotation (direct 

oblimin) was applied in each case. 
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Product, place and price resulted in individual factors, with promotion yielding two factors – all with eigenvalues greater than 1.0 

(Field 2005:633). In all cases the Bartlett’s test of sphericity was significant (p<0.001) and the Kaiser-Meyer-Olkin measure of 

sampling adequacy (KMO) was acceptable. The Cronbach Alpha was computed to verify the internal consistency. In all cases the 

Cronbach Alpha was above 0.7 which is acceptable for exploratory studies. The Likert-scale implemented in this question was as 

follows:  

1= Strongly Agree; 

2=Agree; 

3= Neither Agree nor Disagree; 

4=Disagree;  

5=Strongly disagree.  

 

Table 5.5: Factor analyses: Marketing mix 

GUESTHOUSES SHOULD …. PRODUCT PLACE PRICE FACTOR1: 

PROMOTION: 

ADVERTISING 

FACTOR 2: 

PROMOTION: 

CONTACT 

create a relaxing atmosphere .718     

have modern equipment (air conditioner, furniture, 

communication devices, etc.) 

.698     

provide adequate materials (soap, shampoo, towels) .695     

serve hygienic, adequate and sufficient food and beverages .682     

have professional staff .678     

have visually appealing buildings and facilities .655     

perform services right the first time .642     

provide flexibility in services according to guest demands .583     

distribute brochures through information offices  .763    
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make use of a tour operator in marketing the facility  .762    

be easily accessible for the guests  .761    

be well located in an area  .699    

ask a price related to the competition in the area   .725   

consider economic conditions when determining prices   .701   

consider seasonality when determining prices   .681   

be graded by the Grading Council   .680   

provide unique facilities and services   .667   

ask a price related to the services provided   .658   

have a loyalty programme for frequent visitors   .617   

provide value for money   .468   

advertise on radio    .881  

advertise in magazines    .870  

advertise in newspapers    .869  

Advertise on television    .852  

have a website    .605  

advertise by means of social media (facebook/twitter etc.)    .416  

rely on word-of-mouth advertising     .774 

have adequate signage to improve marketing efforts     .800 

keep in contact with visitors     .536 

CRONBACH ALPHS 
0.823 0.732 0.804 0.878 0.555 

MEAN (Standard Deviation) 
1.53 (±0.503) 1.69 (± 0.579) 1.83 (±0.605) 1.74 (±0.718) 2.06 (±0.646) 

INTER-ITEM MEAN 
.371 .409 .342 .587 .266 

KAISER-MEYER-OLKIN MEASURE OF SAMPLING 
0.874 0.739 0.855 0.835 0.835 

VARIANCE EXPLAINED 
45% 55% 42% 59% 59% 

BARTLETT’S TEST OF SPHERICITY 
0.000 0.000 0.000 0.000 0.000 
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Product yielded the lowest mean value (M=1.53) indicated a strong agreement with aspects 

related to the product such as equipment, provision of materials, food and beverages, 

professional staff and so on. This shows the importance of providing the right product and 

serving the needs of the visitors. In this case Product is seen as the most important aspect of 

the marketing mix. Respondents then rated Place as the second most important aspect of the 

marketing mix (1.69) which includes aspects such as accessibility, location, distribution of 

brochures. Decision-making is in many cases influenced by location and accessibility and 

visitors search for options to suit these needs; thus explaining the importance of this aspect as 

part of the marketing mix. In normal circumstances a huge part of any marketing budget is 

focused on promotion and promotion efforts. Although the respondents agree that promotion is 

important, it was found that both Promotion Advertising and Promotion Contact yielded the 

highest mean values of all the aspects.  

 

5.2.5.2 Factor analysis: effectiveness of guesthouse marketing 

The purpose of this factor analysis was to determine the underlying factors of marketing 

effectiveness for guesthouses. A principal axis factor analysis with oblique rotation (direct 

oblimin) was undertaken. The nine effectiveness aspects yielded two factors with eigenvalues 

greater than 1.0 (Field 2005:633). These factors explained 54% of the variance and were 

labelled: ‘Quality control’ and ‘Quantity Control’. The Cronbach Alpha was computed to verify 

the internal consistency of aspects with each factor. Both Cronbach Alphas were above 0.70 

and therefore deemed adequate for analysis by means of a factor analysis. The Bartlett’s test of 

sphericity was significant (p<0.001) and the Kaiser-Meyer-Olkin measure of sampling adequacy 

(KMO) was 0.835, which is highly acceptable.  

 

Factor 1 (Quality Control) constituted aspects that relate to the quality of the marketing effort 

including effective marketing research, the quality of information provided in the marketing 

material, effective target marketing and so forth. These factors also yielded the lowest mean 

(1.73) and therefore respondents strongly agree with the importance of quality control in 

marketing effectiveness. Secondly, Factor 2 (Quantity Control) constituted aspects related to 

quantity such as number of years in the business, money available for marketing, number of 

advertisements and referrals by family and friends. Respondents agreed with Quantity Control 

and therefore rated it slightly less important than Quality Control.   
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Table 5.6: Effectiveness of guesthouse marketing 

THE EFFECTIVENESS OF GUESTHOUSE MARKETING 

DEPENDS ON:  

FACTOR 1: 

Quality Control 

FACTOR 2: 

Quantity Control 

effective marketing research 
.827  

the quality of information provided in the marketing 
material 

.732  

the quality of advertising material 
.676  

effective target marketing 
.663  

marketing knowledge of the owner/manager 
.511  

number of years in the business 
 .812 

referrals by family and friends 
 .790 

money available for marketing 
 .697 

the number of advertisements 
 .430 

CRONBACH ALPHA 
.770 .718 

MEAN (Standard Deviation) 
1.73 (± .600) 2.09 (±.722) 

INTER-ITEM MEAN 
.407 .390 

 

5.3 EXPLORATORY RESULTS 

The purpose of the exploratory results is to determine the factors influencing the marketing mix 

as well as respondents’ opinions of the effectiveness of guesthouse marketing and the 

relationship between marketing mix elements and effective guesthouse marketing by means of 

non-parametric correlations. 

 

5.3.1 Relationship between selected variables and perceptions of the marketing mix 

and effectiveness of guesthouse marketing 

 

5.3.1.1 Gender 

An independent-samples t-test was conducted to compare the marketing mix elements and 

marketing effectiveness factors between genders. Table 5.7 shows the statistical results in this 

regard. It is evident from Table 5.7 that no significant statistical differences were found between 

gender and the marketing mix elements and marketing effectiveness factors. Thus gender in the 

case of this study had no influence on the application of the marketing mix elements of the 

marketing effectiveness factors. 
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Table 5.7: t-test for comparison of marketing mix elements and marketing effectiveness factors 

with gender 

 Male  

N=224 

Female 

N=227 

F-value P-value 

Marketing mix elements Mean & Std dev Mean & Std dev   

Product 1.53 (± .485) 1.53 (± .522) 1.698 .193 

Place 1.71 (± .563) 1.68 (± .595) .488 .485 

Price 1.85 (± .604) 1.82 (± .607) .056 .813 

Promotion: Advertising 1.77 (± .727) 1.72 (± .727) .316 .574 

Promotion: Contact 2.08 (± .647) 2.03 (± .645) .006 .939 

Marketing effectiveness 

factors 

Mean & Std dev Mean & Std dev F-value P-value 

Quality control 1.77 (± .603) 1.69 (±.594) .135 .713 

Quantity control 2.13 (± .710) 2.06 (± .735) .003 .959 

 

5.3.1.2 Marital status 

A one-way analysis of variance (ANOVA) was conducted to explore the effect of marital status 

on the marketing mix elements and marketing effectiveness factors. In order to be statistically 

significant the mean scores should be different at the p<0.001 level of significance. It is evident 

from Table 5.8 that no statistical significant differences exist between marital status and the 

marketing mix elements and marketing effectiveness factors. Thus marital status in the case of 

this study had no influence on the application of the marketing mix elements of the marketing 

effectiveness factors. 

 

Table 5.8: ANOVA for comparison of marketing mix elements and marketing effectiveness factors 

by marital status 

 Married 

N=164 

Not married 

N=219 

Divorced, 

Widow/er & 

Living together 

N=68 

F-value P-value 

Marketing mix 

elements 

Mean & Std 

dev 

 Mean & Std dev   

Product 1.51 (±.514) 1.57 (±.512) 1.44 (±.438) 2.075 .127 

Place 1.65 (±.551) 1.72 (±.603) 1.69 (±.568) .757 .470 

Price 1.80 (±.586) 1.85 (±.619) 1.83 (±.612) .271 .763 
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Promotion: Advertising 1.81(±.744) 1.69 (±.724) 1.73 (±.622) 1.545 .214 

Promotion: Contact 2.09 (±.664) 2.03 (±.614) 2.08 (±.705) .364 .695 

Marketing 

effectiveness factors 

     

Quality control 1.70 (±.581) 1.75 (±.592) 1.74 (±.665) .287 .751 

Quantity control 2.08 (±.668) 2.07 (±.721) 2.23 (±.842) 1.384 .252 

 

5.3.1.3 Age 

Spearman Rank Order Correlations were calculated between age and the marketing mix and 

marketing effectiveness factors. This type of analysis is used for open questions such as age. 

Spearman Rank Order Correlations were thus used to describe the strength and direction of the 

linear relationship between two variables. A correlation 0 indicates no relationship at all, a 

correlation of 1.0 indicates a perfect positive correlation and a value of -1.0 indicates a perfect 

negative correlation. The correlations were interpreted according to the guidelines of Cohen 

(1988) that suggest: small rho = 0.10–0.29, medium rho = 0.30–0.49 and large rho = 0.50–1.0. 

Table 5.9 reveals that there is a small negative correlation between age and product ( sr =-

0.099); thus implying the older respondents consider product as a marketing mix element less 

important. It might be that these respondents are used to travelling to guesthouses and make 

use of the same products as they are familiar with them; hence they know what to expect. 

 

Table 5.9: Spearman Rank Order Correlations between age and the marketing mix elements and 

marketing effectiveness factor 

AGE Correlation 

Coefficient 

Sig (2-tailed) N 

Marketing mix elements    

Product -.099* .035 451 

Place -.044 .349 451 

Price -.057 .229 451 

Promotion: advertising .039 .412 451 

Promotion: contact .038 .425 451 

Marketing effectiveness factors    

Quality control -.025 .593 451 

Quantity control .085 .072 451 

* small sr = .10-.29; ** medium sr =.30-.49; *** large sr =.50-1.0. 
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5.3.1.4 Frequency of stay in guesthouses 

The results in Table 5.10 indicate that there is no correlation between frequency of stay in 

guesthouses and the marketing mix elements or the marketing effectiveness factors. This might 

be due to the fact that they are regular travellers and so use to it that they see the marketing mix 

elements in a different light. 

 

Table 5.10: Spearman Rank Order Correlations between frequency of stay and guesthouses and 

the marketing mix elements and marketing effectiveness factors 

FREQUENCY OF STAY IN GUESTHOUSES Correlation 

Coefficient 

Sig (2-tailed) N 

Marketing mix elements    

Product -.068 .150 451 

Place -.008 .861 451 

Price -.020 .665 451 

Promotion: advertising -.022 .639 451 

Promotion: contact -.054 .253 451 

Marketing effectiveness factors    

Quality control -.051 .281 451 

Quantity control -.020 .673 451 

* small sr = .10-.29; ** medium sr =.30-.49; *** large sr =.50-1.0. 

 

5.3.1.5 Frequency of holidays 

In Table 5.11 it is evident that there are small negative correlations between promotion 

(advertising), promotion (contact) and frequency of holidays. The more frequently respondents 

go on holiday the less important they consider promotion (advertising) ( sr =-0.097) and 

promotion (contact) ( sr =-0.107) to be. Regular travellers do not necessarily rely on promotion as 

they travel frequently, know their way and probably make use of the same facilities when 

travelling. In terms of marketing effectiveness factors a small negative correlation was found 

between quality control ( sr =-0.099) and frequency of holidays. The more frequently respondents 

go on holiday the less important they consider quality control as a marketing effectiveness factor 

for guesthouses. In the case of regular travelling it is evident that effective marketing research, 

quality of advertising material, quality of information provided in the marketing material become 

less important. This is due to the fact that the traveller is well informed. 
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Table 5.11: Spearman Rank Order Correlations between frequency and the marketing mix 

elements and marketing effectiveness factors 

FREQUENCY OF HOLIDAYS Correlation 

Coefficient 

Sig (2-tailed) N 

Marketing mix elements    

Product -.059 .209 451 

Place -.024 .609 451 

Price -.015 .748 451 

Promotion: advertising -.097* .040 451 

Promotion: contact -.107* .023* 451 

Marketing effectiveness factors    

Quality control -.099* .035* 451 

Quantity control -.039 .407 451 

* small sr = .10-.29; ** medium sr =.30-.49; *** large sr =.50-1.0. 

 

5.3.2 Correlations between marketing mix elements and marketing effectiveness factors 

The main objective of this study is focused on determining whether there is a relationship 

between the marketing mix elements and marketing effectiveness factors for guesthouses. To 

apply all the marketing mix elements means investment in marketing, which guesthouses (in 

many cases a small enterprise) are not always able to make.  

 

Table 5.12: Spearman Rank Order Correlations between the marketing mix elements and 

marketing effectiveness factors 

MARKETING MIX 

ELEMENTS 

 MARKETING EFFECTIVENESS FACTORS 

Quality control Quantity control 

Product  

(N= 451) 

Correlation 

Coefficient 

.346** .314** 

Sig (2-tailed) .000 .000 

Place  

(N= 451) 

Correlation 

Coefficient 

.416** .393** 

Sig (2-tailed) .000 .000 

Price  

(N= 451) 

Correlation 

Coefficient 

.450** .487** 

Sig (2-tailed) .000 .000 

Promotion: advertising  Correlation .385** .395** 
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(N= 451) Coefficient 

Sig (2-tailed) .000 .000 

Promotion: contact  

(N= 451) 

Correlation 

Coefficient 

.370** .473** 

Sig (2-tailed) .000 .000 

* small sr = .10-.29; ** medium sr =.30-.49; *** large sr =.50-1.0. 

 

Table 5.12 indicates definite correlations between the marketing mix elements and the 

marketing effectiveness factors. Medium correlations were found between product and quality 

control ( sr =0.346) and quantity control ( sr =.314). Thus, the more important the product is in the 

marketing mix, the more important the quality control and quantity control of marketing efforts. 

Thus, having a good product, contributes to effective marketing and vice versa. 

 

Medium correlations were found between place and quality control ( sr =0.416) and quantity 

control ( sr =.393). Thus, the more important distribution is in the marketing mix, the more 

important the quality control and quantity control. Being well located and accessible contributes 

to effective marketing and vice versa. 

 

Medium correlations were found between price and quality control ( sr =0.450) and quantity 

control ( sr =.487). Thus, the more important price is in the marketing mix, the more important the 

quality control and quantity control. The right price contributes to effective marketing.  

 

Medium correlations were found between promotion (advertising) and quality control ( sr =0.385) 

and quantity control ( sr =.395). Thus, the more important the promotion (advertising) is in the 

marketing mix, the more important the quality control and quantity control. Hence there is a 

medium relationship between promotion (advertising) and marketing effectiveness.  

 

Medium correlations were found between promotion (contact) and quality control ( sr =0.370) and 

quantity control ( sr =.473).Thus, the more important promotion (contact) is in the marketing mix, 

the more important is quality control and quantity control. Hence there is a medium relationship 

between promotion (contact) and marketing effectiveness.   
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The strongest correlation was found between price ( sr =.487) and quantity control. The more 

important price is in the marketing mix, the more important the number of years in the business, 

the money available for marketing and the number of advertisements. It then seems that 

wisdom in terms of marketing comes over time, which is not a good finding for younger 

businesses not realising the importance of integrating the marketing mix and marketing 

strategies. 

 

5.4 CONCLUSIONS 

The purpose of this chapter was to present the analyses and discussion of the survey related to 

the marketing mix elements and effectiveness of marketing for guesthouses. The descriptive 

results on the profile of respondents revealed equal distribution of male and females which are 

mainly from Gauteng, married and 32.90 years of age on average. These respondents go on 

holiday (longer than a weekend) 2.14 times and stay in guesthouses 2.22 times a year.  

 

The descriptive results on the marketing mix elements revealed that certain Product elements, 

namely having modern equipment, having visually appealing buildings and facilities and the 

right atmosphere and that the guesthouse contributes most to the marketing mix. Based on the 

opinions of the respondents it was found that the effectiveness of guesthouse marketing 

depends on effective marketing research, effective target marketing and the quality of 

advertising material. Factor analyses on the marketing mix elements revealed Product, Price 

and Place with Promotion splitting in two, namely Promotion (Advertising) and Promotion 

(Contact). It is also indicated in the factor analyses that Product is the most important 

contributor to the marketing mix.  

 

The factor analysis on effectiveness of guesthouse marketing revealed two factors, namely 

Quality Control and Quantity Control with the most important factor being Quality Control. The t-

test revealed no significant differences on the marketing mix elements and the marketing 

effectiveness factors and gender and marital status. The Spearman Rank Order Correlations 

revealed that older people consider product as a marketing mix element less important. 

Frequent travellers consider promotion (advertising), promotion (contact) and quality control to 

be less important.  
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Lastly it was found that there are definite correlations between the marketing mix elements and 

the marketing effectiveness factors. This implies that even smaller guesthouses should 

implement the marketing mix elements which can assist in improving the marketing 

effectiveness of the guesthouse. The investment in these elements is worthwhile for growing 

numbers to the guesthouse.  
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6.1 INTRODUCTION 

This chapter’s main concern is to provide conclusions and make recommendations 

regarding the research. The aim of this study was to investigate the relationship 

between marketing effectiveness and the marketing mix of guesthouses in the Vaal 

Region to improve marketing and planning strategies for this part of the accommodation 

sector. 

 

To achieve the main aim of the study, the following objectives were set in Chapter 1 

and met throughout the study: 

 The first objective was to explore the application of marketing and marketing 

effectiveness in the tourism industry. This objective was achieved in Chapter 2 of 

the study. The exploration of marketing and marketing effectiveness was done by 

means of an in-depth discussion concerning the following aspects: 

 Understanding marketing 

 Benefits, the role and requirements of marketing 

 Discussing the elements of marketing 

 Analysing marketing as a process 

 Discussing the effectiveness of marketing in small businesses. 

 

 The second objective was to analyse the elements of the marketing mix (product, 

price, promotion and placement) as part of the marketing strategy. This objective 

was achieved in Chapter 3 of the study. The exploration of marketing and marketing 

effectiveness was done by means of an in-depth discussion concerning the 

following aspects: 

 Contextualising the elements of marketing mix 

 Understanding the concept product 

 Understanding the concept place 

 

CHAPTER 6 

CONCLUSIONS AND 

RECOMMENDATIONS 
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 Understanding the concept promotion 

 Understanding the concept price 

 

 The third objective was to determine the relationship between marketing and the 

product, price, promotion and placement (marketing mix) and marketing 

effectiveness for guesthouses in the Vaal Region. This objective was achieved in 

Chapter 3 of the study. The exploration of the marketing mix and marketing 

effectiveness was done by means of an in-depth discussion concerning the 

following aspects: 

 Analysis of the descriptive marketing mix elements 

 Analysis of the descriptive marketing effectiveness 

 Factor analyses of the marketing mix elements 

 Factor analysis of the marketing effectiveness elements 

 Determining the relationship between the marketing mix, marketing 

effectiveness and various related variables 

 The relationship between the marketing mix elements and the marketing 

effectiveness factors. 

 

 The fourth objective was to draw conclusions and make recommendations with 

regard to the relationship between marketing effectiveness and the marketing mix 

which is then the purpose of this chapter. 

 

6.2 CONCLUSIONS  

 

6.2.1 CONCLUSIONS REGARDING THE EXPLORATION OF THE APPLICATION 

OF MARKETING AND MARKETING EFFECTIVENESS IN THE TOURISM INDUSTRY 

(CHAPTER 2) 

 Marketing is a social process which satisfies consumers’ needs and wants (c.f. 2.2) 

 Marketing helps in building the reputation of the organisation, its sales and profit 

(c.f. 2.2) 

 It educates people regarding the latest market trends, where to find them and the 

products, and sometimes at what prices (c.f. 2.2) 

 The purpose of the marketing concept is to help organisations achieve their 

objectives (c.f.2.2) 



 
103 

 Marketing’s aim is to create value by offering superior solutions, saving buyer 

search and transaction time and effort, and delivering to the society a higher 

standard of living and customer satisfaction (c.f.2.2) 

 The major objective of marketing is long-term profitability. Marketing is focused on 

showing how consumers can satisfy leisure needs (c.f.2.2) 

 The role of marketing is to ensure that marketing mix for the product matches 

customer needs as well as to seek opportunities to use companies’ strengths to 

market other products in new markets (c.f.2.2) 

 Marketing seeks to discover the needs and wants of prospective customers and 

satisfy them (c.f.2.2) 

 The importance of marketing are as follows: 

 Marketing’s main role in the company is to be the driver of corporate strategy 

and the enforcer of the company’s promises to its customers (c.f.2.2) 

 The purpose of marketing is to help find and keep customers by creating a 

competitive advantage (c.f.2.2) 

 Marketing is directed by the mission statement of the organisation and provides 

certain tools to reach objectives (c.f.2.2) 

 The value of marketing must be kept in perspective: it must contribute to the 

growth of the organisation (c.f.2.2) 

 Marketing occurs under the following circumstances: there are two or more parties 

with unsatisfied needs: these parties have a desire to fulfil the needs, marketing is 

seen as a way to communicate to the parties and provide something in exchange. 

 Effective marketing creates various benefits for organisations such as consistency, 

monitoring of activities, organisational adaption, stimulating achievements, creating 

a competitive advantage and improving coordination (c.f.2.3). 

 The analyses of the marketing processes of Morrison, Lamb et al., George and 

Hudson all indicated the relevance and importance of the marketing mix today and it 

is clear that organisations should focus on these elements to be successful. 

 It was also seen that the marketing approach for small organisations differs from 

that of larger organisations due to limited resources, lack of specialist expertise and 

a limited impact in the marketplace.  

 In many cases the marketing of small businesses seemed informal, loose, 

unstructured and more reactive. 
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 The measurement of marketing effectiveness is difficult as it must include the 

tangible and intangible effects of marketing. 

 

6.2.2 CONCLUSIONS WITH REGARD TO THE ANALYSES OF THE MARKETING 

MIX (PRODUCT, PRICE, PROMOTION AND PLACEMENT) AS PART OF THE 

MARKETING STRATEGY (CHAPTER 3) 

 Marketing mix comprises the four Ps which are product, price, place and promotion. 

These elements are controllable factors which can be adapted and changed to meet 

the needs of the customers (c.f. 3.2).  

 Product is anything that can be offered to a market for attention, acquisition, use, or 

consumption that might satisfy a want or need. It is considered to be the more 

important element of the mix (c.f. 3.3.). 

 Product levels can be classified into four levels, namely core products, facilitating 

products, supporting products and augmented products: 

 Core products: this is the most basic level of products which answers the 

question: What is the buyer really buying? For example a hotel room (c.f.3.3.3) 

 Facilitating products: these are services or goods that must be present for the 

guest to use the core product. For example, a first-class hotel must have 

check-in and check-out services and internet facilities (c.f.3.3.3) 

 Supporting products: these are extra products offered to add value to the core 

product and to help differentiate it from the competition (c.f.3.3.3) 

 Augmented products. these include accessibility, atmosphere, customer 

interaction with the service organisation, customer participation, and customer 

interaction with each other (c.f.3.3.3) 

 Product development is considered a key strategic activity to the long-term success 

of the organisation (c.f.3.3.4) 

 The product develops through five stages, which include:  

 Product development: this begins when the organisation finds and develops a 

new idea (c.f.3.3.6) 

  Introduction: this is a period of slow sales growth as the product is being 

introduced into the market. Profits are non-existent at this stage because of the 

heavy expenses of product introduction (c.f.3.3.6). 

 Growth: the growth point is a period of rapid market acceptance and increasing 

profits (c.f.3.3.6) 
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 Maturity: the maturity stage is a period of slowdown in sales growth because 

the product has achieved acceptance by most of its potential buyers (c.f.3.3.6) 

 Decline: is the period when the sales fall quickly and profits drop (c.f.3.3.6) 

 Place: relates to the physical location where the product is available and thus the 

means of getting the product to the consumer (c.f. 3.4) 

 Place also relates to the location. A poorly situated product may fail regardless of 

the amount and type of marketing and promotional activities (c.f. 3.4.2) 

 The distribution management process focuses on general distribution 

decisions, decisions on the distribution channel, decisions on physical 

distribution and decisions on the development of a distribution structure (c.f. 

3.4.2) 

 Marketing intermediaries for tourism can include travel agents, tour 

wholesalers, specialists, hotel representatives, national, provincial and local 

tourist agencies, reservation systems, the Internet and concierges (c.f.3.4.3).  

 Intermediaries assist in making the product more accessible to the market 

(c.f.3.4.3) 

 Promotion: is a means of communication between the seller and the buyer (c.f. 

3.5.1) 

 Effective promotion is vital to marketing success because:  

 There is a need to reach consumers because consumers are removed from the 

product in terms of time and space (c.f.3.5.2) 

 An uninformed consumer’s needs cannot be fully satisfied (c.f.3.5.2) 

 Consumers need to know about new products or new services, new and existing 

channels for existing products and services (c.f.3.5.2) 

 Businesses need to compete in a market (c.f.3.5.2) 

 Promotion methods can include a variety of methods such as advertising, publicity, 

sales promotion, personal selling and so forth. There is no perfect promotion mix as 

it depends on the product, the budget and the objectives.  

 Price: is the amount a consumer pays in exchange for a product or service (c.f. 

3.6.1) 

 Pricing decisions are influenced by aspects such as objectives, other marketing mix 

elements, organisation considerations, costs and the organisation itself. 
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 From the external environment it is important to bear the following in mind: market 

and demand, consumer perceptions, demand relationships, price elasticity, 

competition, government action and economic conditions. 

 General pricing approaches:  

 Cost-based pricing: this is the simplest method of pricing, which is, adding a 

standard markup for the cost of the product (c.f. 3.6.1) 

 Break-even analysis and target profiting pricing: Another cost-oriented approach 

is break-even pricing, in which the firm tries to determine the price it will break 

even (c.f. 3.6.1) 

 Value-based pricing: Value-based prices use the buyers’ perception of value, 

not the seller’s cost, as the key to pricing. Value-based pricing means that the 

marketer cannot design a product and marketing program and then set the price 

(c.f. 3.6.1) 

 Competition based pricing: this type of pricing is the establishment of price 

based largely on those of competitors, with less attention paid to costs or 

demand (c.f. 3.6.1) 

 

6.2.3 Conclusions regarding the relationship between marketing and the 

product, price, promotion and placement (marketing mix) for guesthouses in the 

Vaal Region (chapter 5) 

 Gender was equally distributed with 50% male and 50% female (c.f.5.1.2.1). 

 Most of the visitors to these guesthouses during the time of the survey were from 

Gauteng (46%), followed by respondents from Free State (10%) and Limpopo 

(10%) (c.f.5.1.2.2). 

 Most visitors to the participating guesthouses in the Vaal Region were not married 

(49%), followed by those that were married (25%) (c.f.5.1.2.3). 

 The average age of respondents that participated in the survey was 33 years (c.f. 

5.1.2.4). 

 Most of the respondents were in educational positions which include both teachers 

and lecturers. This is followed by respondents in financial positions, managerial 

positions and administrative positions (c.f.5.1.2.5). 

 The average number of times respondents go on holiday per year is 2.14 

(c.f.5.2.2.1). 

 The respondents visit guesthouses 2.22 times per year on average (c.f.5.2.2.2). 
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 Respondents indicated that, on average, guesthouses should: (c.f.5.2.3) 

 have modern equipment (air conditioner, furniture, etc.):  1.41 

 have visually appealing buildings and facilities:   1.44 

 create a relaxing atmosphere:     1.47 

 The ratings above indicate the importance of Product as a marketing mix element 

(c.f.5.2.3.) 

 Respondents indicated that, on average, the effectiveness of guesthouse 

marketing depends on: (c.f.5.2.4) 

o effective marketing research    1.65 

o effective target marketing     1.72 

o quality of the advertising material   1.76 

 Respondents indicated that the effectiveness of guesthouse marketing 

depends less on: (c.f.5.2.5.2) 

o the number of years in the business   2.29 

o the number of advertisements   2.12 

o referrals by family and friends   2.06 

 The factor analysis for the marketing mix revealed the elements as individual 

factors with only promotion splitting in two unique factors (c.f.5.2.5.1). 

 The factor analysis for effectiveness of marketing revealed two factors, namely 

Quality control and Quantity control with Quality control being more important. 

 No significant statistical differences were found for gender, marital status and 

frequency of stay regarding the marketing mix factors and the marketing 

effectiveness factors. 

 However, age revealed one significant difference by showing that older 

respondents consider the Product element to be less important. 

 Frequency of holidays revealed differences where respondents that frequently 

go on holiday consider promotion (advertising) and promotion (contact) to be 

less important. 

 Also the more frequently respondents go on holiday the less important they 

consider quality control as marketing effectiveness factors for guesthouses. 

 The most important finding of this study is that there are correlations between 

the marketing mix elements and the marketing effectiveness factors, which 

support the idea that even small businesses should implement the marketing 

mix to ensure success. 
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6.3 RECOMMENDATIONS 

Recommendations regarding the relationship between marketing effectiveness and 

marketing mix for the guesthouses in the Vaal Region will be made in this section, as 

well as recommendations regarding further research in this field of study.  

 

6.3.1 Recommendations regarding the relationship between marketing 

effectiveness and marketing mix for the guesthouses in the Vaal Region 

The following recommendations can be made based on the findings of the study: 

 Guesthouse owners must market their establishments since marketing is important 

as it makes customers aware of the product’s existence, persuades them to buy it, 

and also reminds them that the product still exists and, on the other hand, it helps 

in building the reputation of the company, its sales and profit. 

 The evidence that respondents consider most of the elements of the marketing mix 

to be important highlights the value of product, price, place and promotion as part 

of the mix so the marketers/guesthouse owners should also consider this. 

 It is also recommended that guesthouses determine a unique marketing mix for their 

product and showcase that to potential visitors.  

 Knowledge of the needs and wants of these markets will lead accommodation 

owners to have a clear picture of what is important so as to increase fluctuation of 

visitors as  well as to retain the current market. It is thus important to keep on 

conducting research.  

 Guesthouse marketers should provide quality accommodation to attract more 

visitors to the Vaal Region and they must deliver what is promised in their marketing 

or promotion tools. 

 Pricing should match the product/rooms standard, in other words they must be 

value for money. 

 Guesthouses should have modern equipment, visually appealing buildings and 

facilities, and create a relaxing atmosphere. 

 Marketing should also be done on social networks as a large number of people can 

easily access it, as opposed to websites. 

 It is important that guesthouses realise that the application of an effective marketing 

mix will lead to marketing effectiveness. 
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6.3.2 Recommendations regarding further research 

 It is recommended that this research be done to test the application of the extended 

7Ps including the traditional Ps as well as people, process and physical evidence. 

 It is recommended that this research be repeated annually so as to stay updated 

with the emerging trends within the market. 

 It is recommended that the same research be conducted within other provinces to 

determine similarities and differences.  

 It is also recommended that attention be given to the image of the Vaal Region as a 

tourism destination and be marketed as such. 

 

6.4 LIMITATIONS OF THE STUDY 

 This study was limited to the Vaal Region which does not represent the 

guesthouses of South Africa 

 This study was focused on the opinions of the buyers regarding the marketing mix 

and marketing effectiveness. The exclusion of the opinion of the guesthouse 

owners might lead to deeper insights. 
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1.  Gender? 4.  Year of birth? 

1

2

5. What is your current occupation?

2. In which province do you live?

1

2 6. How often do you go on holiday (for longer than a weekend, that is)?

3

4 Once a year

5 2-3 times a year

6 4-5 times a year

7 More than 5 times a year

8

9 7. How often do you stay in guesthouses?

3. Marital status? Once a year

2-3 times a year

Married 1 4-5 times a year

Not married 2 More than 5 times a year

Divorced 3

Widow/er 4

Living together 5

Northern Cape

KwaZulu-Natal

Limpopo

Male

Female

MARKETING OF GUESTHOUSES

SECTION A: GENERAL INFORMATION 

Mpumalanga

Western Cape

Gauteng

Eastern Cape

Free State

North West

19 _______ 



8. Rate on the scale of agreement the marketing mix elements:

Strongly Agree Neither Disagree Strongly

agree agree nor disagree

A guesthouse should … disagree

have visually appealing buildings and facilities 1 2 3 4 5

have modern equipment (air conditioner, furniture, communication devices, etc.) 1 2 3 4 5

perform services right the first time 1 2 3 4 5

create a relaxing atmosphere 1 2 3 4 5

provide adequate materials (soap, shampoo, towels) 1 2 3 4 5

have professional staff 1 2 3 4 5

serve hygienic, adequate and sufficient food and beverages 1 2 3 4 5

provide flexibility in services according to guest demands 1 2 3 4 5

make use of a tour operator in marketing the facility 1 2 3 4 5

distribute brochures through information offices 1 2 3 4 5

be easy accessible for the guests 1 2 3 4 5

be well located in an area 1 2 3 4 5

be graded by the Grading Council 1 2 3 4 5

provide unique facilities and services 1 2 3 4 5

ask a price related to the services provided 1 2 3 4 5

ask a price related to the competition in the area 1 2 3 4 5

have a loyalty programme for frequent visitors 1 2 3 4 5

consider economic conditions when determining prices 1 2 3 4 5

consider seasonality when determining prices 1 2 3 4 5

have a website 1 2 3 4 5

advertise in newspapers 1 2 3 4 5

advertise in magazines 1 2 3 4 5

advertise on radio 1 2 3 4 5

advertise on television 1 2 3 4 5

(continued)

SECTION B: EFFECTIVENESS OF MARKETING



8. Rate on the scale of agreement the marketing mix elements:

Strongly Agree Neither Disagree Strongly

agree agree nor disagree

A guesthouse should … disagree

rely on word-of-mouth advertising 1 2 3 4 5

have adequate signage to improve marketing efforts 1 2 3 4 5

keep in contact with visitors 1 2 3 4 5

provide value for money 1 2 3 4 5

advertise by means of social media (facebook/twitter etc.) 1 2 3 4 5

Strongly Agree Neither Disagree Strongly

agree agree nor disagree

9. The effectiveness of guesthouse marketing depends on: disagree

the quality of advertising material 1 2 3 4 5

the number of advertisements 1 2 3 4 5

the quality of information provided in the marketing material 1 2 3 4 5

referrals by family and friends 1 2 3 4 5

money available for marketing 1 2 3 4 5

marketing knowledge of the owner/manager 1 2 3 4 5

effective marketing research 1 2 3 4 5

effective target marketing 1 2 3 4 5

number of years in the business 1 2 3 4 5

10.  Any comments or suggestions?

THANK YOU FOR YOUR COOPERATION IN THIS SURVEY!

SECTION B: EFFECTIVENESS OF MARKETING (Continue)


