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 1.     INTRODUCTION AND WELCOME 

Dear Student 

Over the last decade Business-to-Business Marketing more commonly called Industrial 

Marketing) has developed as a important and separate field of study. This is primarily 

due to the fact that the marketing of products to businesses is quite different to the 

marketing of consumer products. Both the choice of a target market and the development 

of a marketing strategy are challenging exercises, as the number of customers to serve 

are usually limited and competition is more severe. We shall do our best to make your 

study of this module interesting, useful and successful.  You will be well on your way to 

success if you start studying early in the semester and resolve to do the assignment(s) 

properly. 

 

You will receive a number of tutorial letters during the semester. A tutorial letter is our 

way of communicating with you about teaching, learning and assessment. Tutorial Letter 

101 – this tutorial letter – contains important information about the scheme of work, the 

assignments and guidelines for preparing and submitting the assignments for this 

module. Furthermore, the prescribed study material and other resources and how to 

obtain it are provided further on. We have also included general information about this 

module, as well as administrative guidelines. We urge you to read it carefully and to keep 

it at hand when working through the study material, preparing the assignments, preparing 

for the examination and addressing questions to your lecturers. 

You will also receive Tutorial Letter 301 MRMALL8/2017 at the start of the semester. 

Please read it in combination with Tutorial Letter 101, as it gives you an idea of generally 

important information when studying at a distance in this department and in the School of 

Management Sciences. Later on in the semester you will also receive tutorial letters 

providing guidelines to the assignments and information on how to prepare for the 

examination. 

From the onset we would like to point out that you must read all the tutorial letters you 

receive during the semester immediately and carefully, as they always contain 

important and, sometimes, urgent information? 

We hope that you will enjoy this module and wish you all the best! 
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2.     PURPOSE OF AND OUTCOMES FOR THE MODULE 

2.1      Purpose 

 
The purpose of this module is to enable students of the module: Business-to-Business 

Marketing, to gain a better understanding of unique characteristics of industrial and 

business to business markets and how these characteristics impacts on the marketing 

strategies of organisations operating in these markets. 

 
2.2      Outcomes  

After completing this module, you should be able to: 

 show the unique characteristics of business markets from a product and 

customers perspective 

 identify and explain the main characteristics of business customers and how to 

market to them 

 illustrate the unique buying behaviour of organisational client firms 

 discuss the segmenting of industrial or business markets, measuring the sales and 

market potential of segments, and choosing target segments. 

 illustrate how product management is performed in business markets 

 identify the main drivers of innovation and new product development in business-

to-business organisations 

 explain how service products aimed at business customers are developed and 

marketed 

 explain the unique characteristics of the distribution channels used in business 

marketers 

 illustrate how pricing in business markets is conducted, with emphasis on bidding 

as a pricing technique 

 discuss the unique characteristics of marketing promotion activities in business 

markets and the importance of personal selling and relationship management as 

promotional tools 

 

3   LECTURER(S) AND CONTACT DETAILS 

3.1      Lecturer 

My name is Danie Theron and I am the lecturer for this module. My contact details are 
as follows: 

Address: AJH van der Walt Building,  
Office number: 5-67 
Telephone: 012 429 8303 
Fax: 012 429 3759  E-mail: marketing@unisa.ac.za 
 
Please note that lecturers should only be contacted for academic enquiries, that is, 

enquires about the content of the module. Letters to lecturers may NOT be 

enclosed with assignments. 

mailto:marketing@unisa.ac.za
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3.2      Department  

The department is situated on the main campus, AJH van der Walt building, fifth level. 

3.3      University 

Administrative enquiries concerning fees, receipt of assignments, examination dates etc 
should be directed to the relevant administrative departments as indicated below: 

Communication with the administrative departments of the University 

If you need to contact the University about matters not related to the content of this 

subject, please consult the booklet myStudies@Unisa that you received with your study 

material. This booklet contains information on how to contact the University (for example, 

to whom you can write for different queries, important telephone and fax numbers, 

addresses and details of the times certain facilities are open). Always have your student 

number at hand when you contact the University. 

 

Please note that all administrative enquiries should be directed to the following: 

Student admissions and registrations                                            Study-info@unisa.ac.za 

Student assessment administration for assignments                            Assign@unisa.ac.za 

Student assessment administration for examination                               Exam@unisa.ac.za 

Despatch: Study material                                                                    despatch@unisa.ac.za 

Finance                                                                                        finan@unisa.ac.za 

ICT (myUnisa & myLIfe                                                    MyUnisaHelp@unisa.ac.za 

                                                                              MyLifeHelp@unisa.ac.za 

 

 
Also study Tutorial letter 301 MRMALL8/2017 for further contact information. 

 

4     MODULE-RELATED RESOURCES 

4.1 Prescribed books 

The tutorial matter for this module consists of the following:  

 ONE study guide and a number of tutorial letters available in English and Afrikaans 

(supplied by Unisa) 

 TWO prescribed books (which you must obtain yourself) 

The compulsory prescribed books for MNM2604 are: 

 Makhitha, K. 2016. Business to Business Marketing . Cape Town: Juta. 

 Nieuwenhuizen, C & Van Heerden, CH. 2016. Contemporary Retail and Marketing 
Case Studies. 2nd ed. Cape Town: Juta. 

mailto:Study-info@unisa.ac.za
mailto:Assign@unisa.ac.za
file:///E:/Documents%20and%20Settings/vdberl/My%20Documents/Werk%20Unisa/Unisa%20Formal%20Modules/MNX202J/Tutorial%20letters/Exam@unisa.ac.za
file:///E:/Documents%20and%20Settings/vdberl/My%20Documents/Werk%20Unisa/Unisa%20Formal%20Modules/MNX202J/Tutorial%20letters/despatch@unisa.ac.za
mailto:finan@unisa.ac.za
mailto:MyUnisaHelp@unisa.ac.za
file:///E:/Documents%20and%20Settings/vdberl/My%20Documents/Werk%20Unisa/Unisa%20Formal%20Modules/MNX202J/Tutorial%20letters/MyLifeHelp@unisa.ac.za
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Prescribed books can be obtained from the University's official booksellers. See a list of 

official booksellers my Studies @ Unisa booklet.  If you have difficulty in locating your 

book(s), please contact the Prescribed Books Section at 012 429 4152 or e-mail 

vospresc@unisa.ac.za. 

 

4.2      Electronic Reserves (e-Reserves) 

Please note that contact with students via the internet is important as all your study 

material is also available under Official study material on myUnisa. You will also be 

able to utilise the Discussion forum where you can communicate with your lecturers 

and fellow students.  

Utilising myUnisa will also help you to get easy access to other resources and 

information of the university. It is essential that you register with this service as quickly 

as possible if you have not yet done so. If you do not have access to a computer, 

contact Unisa to enquire about using the Unisa computer centre at the main campus, or 

our satellite campuses.  

 

4.3      Library services and resources information  

For brief information go to: http://www.unisa.ac.za/contents/studies/docs/myStudies-at-

Unisa2017-brochure.pdf  ( **2017 address to be placed here ) 

For more detailed information, go to the Unisa website:  http://www.unisa.ac.za/, click 

on Library 

For research support and services of Personal Librarians, go to: 

http://www.unisa.ac.za/Default.asp?Cmd=ViewContent&ContentID=7102 

 
The Library has compiled numerous library guides: 

 find recommended reading in the print collection and e-reserves -

http://libguides.unisa.ac.za/request/undergrad 

 request material - http://libguides.unisa.ac.za/request/request 

 postgraduate information services - http://libguides.unisa.ac.za/request/postgrad 

 finding , obtaining and using library resources and tools to assist in doing research 

http://libguides.unisa.ac.za/Research_Skills 

 how to contact the Library/find us on social media/frequently asked questions - 

http://libguides.unisa.ac.za/ask 

 

5   STUDENT SUPPORT SERVICES FOR THE MODULE 

5.1      Study groups 

It is advisable to have contact with fellow students. One way to do this is to form study 

groups. The addresses of students in your area may be obtained from the following 

department: 

Directorate: Student Administration and Registration 

PO Box 392 

      UNISA  0003 

mailto:vospresc@unisa.ac.za
http://www.unisa.ac.za/contents/studies/docs/myStudies-at-Unisa2016-brochure.pdf
http://www.unisa.ac.za/contents/studies/docs/myStudies-at-Unisa2016-brochure.pdf
http://www.unisa.ac.za/
http://www.unisa.ac.za/Default.asp?Cmd=ViewContent&ContentID=7102
http://libguides.unisa.ac.za/request/undergrad
http://libguides.unisa.ac.za/request/request
http://libguides.unisa.ac.za/request/postgrad
http://libguides.unisa.ac.za/Research_Skills
http://libguides.unisa.ac.za/ask
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5.2 Tutor services 

 

Unisa offers tutor services for students as additional academic support at the various 

Unisa regional learning centres throughout the country. A tutorial is an organised session 

where students and tutor(s) meet regularly at a particular venue and at scheduled times 

to discuss course material.  The main purpose of the tutorial services is to facilitate 

student learning by developing the student’s independent learning skills and assisting 

students to become motivated. Tutorials help the students to develop and enhance their 

learning experience and academic performance through interaction with the tutor and 

fellow students. Tutorials are not compulsory and willing students receive tutorial support 

at a nominal fee. Interested students are advised to consult a learning centre closest to 

them to enrol for tutorials. For further information on tutorials consult the brochure my 

Studies @ Unisa. 

5.3      Tutorial Letter 301 MRMALL8/2017 

For information on the various student support systems and services available at Unisa 

(for example, student counselling, and language support), please consult Tutorial Letter 

301 MRMALL8/2017 and: my Studies @ Unisa that you received with your study 

material. 

 

6      MODULE-SPECIFIC STUDY PLAN 

 
On the next page is a study plan that we propose you use to work through the study 

material systematically, up to the examination. It is, however, merely a broad guideline 

and you may adapt it to fit your own particular time schedule. The time allocated to each 

topic also serves as an indication of its importance within the context of all the prescribed 

study material. 
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7        ASSESSMENT 

7.1      General remarks 

The assignments for this module are contained in Addendum A, further on in this tutorial 

letter. Before you do the assignments please study the rest of this section. Assignments 

are seen as part of your learning experience for this module. The process of doing the 

assignment includes studying the prescribed textbook, consulting other resources, 

discussing the work with fellow students or tutors, or doing additional research. You are, 

in fact, actively engaged in learning. Pay attention to the assessment criteria for each 

assignment as these criteria will help you to understand what is required of you. 

7.2      Submission of assignments 

You may submit your assignment in hard-copy (using a mark-reading sheet), or 
electronically via myUnisa. 

Hard-copy assignments should be sent to: 

The Registrar 
PO Box 392 
UNISA 0003 

Assignments may not be submitted by fax or e-mail. You may also submit your 
assignments electronically via myUnisa.  

 

To submit an assignment via MyUnisa 

 Go to MyUnisa 

 Log in with your student number and password. 

 Select the module. 

 Click on “assignments” in the left-hand menu. 

 Click on the assignment number you want to submit. 

 Follow the instructions on the screen.                                                                                                                                                               

For detailed information and requirements as far as the submission of assignments 

are concerned, see the brochure: My Studies @ Unisa that you received with your 

study material. 

 

7.3      Compulsory and self-evaluation assignments 

    Compulsory assignments 

There are TWO compulsory assignments for this module, both which are in the form of 

ten multiple-choice questions. There are non-negotiable submission deadlines for each of 

these two assignments (see Addendum A further on). You need to submit the first of 

these assignments if you wish to gain entry to the examination! Both compulsory 

assignments, however, contribute to your year mark. 
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       Self-evaluation assignment  

 
You will see that there is also a THIRD assignment that is for self-evaluation purposes 

only. It is in the form of an essay-type question and you must NOT submit this 

assignment to Unisa for marking. Instead, the guidelines for answering this assignment 

have been provided in this tutorial letter directly following the assignment question (see 

Addendum A further on). This will help you to mark your assignment after you have 

completed it. 

 
7.4      Commentaries and feedback on assignments 
 
You will receive the correct answers to your assignment questions in Tutorial Letters 201 

(for assignment 01) and 202 (for assignment 02). These tutorial letters will be sent to you 

after the due dates of the assignments and will also be available on myUnisa. The 

assignments and the commentaries on these assignments constitute an important part of 

your learning and should help you to be better prepared for the next assignment and the 

examination. 

 
7.5      Submission dates of compulsory assignments 
 
Refer to Addendum A for assignment questions and submission dates.  
 
7.6      Year marks 
 
Your year mark, based on the mark obtained for the two compulsory assignments, 

contributes 20% towards your final mark, while your examination mark contributes 

80%.The combined weighted average of your year mark and examination mark must be 

50% or higher for you to pass the module. However, you must obtain a minimum of 40% 

in the examination, regardless of your year mark. If you obtain less than 40% in the 

examination your year mark will not be taken into account and you will fail. Here is an 

example of how the year mark and final mark are calculated: 

 

Example:  

Assignment mark 01   = 60%  

Assignment mark 02   = 80% 

Average mark             = 70% (60% + 80% / 2) 

20% of the assignment mark = 14% 

 

Examination mark       = 50% 

80% of the examination mark = 40% 

 

Final mark = (20% assignment mark)  +  (80% examination mark)  

    =                 14%                  +                 40% 

    = 54% 

You will need a final mark of at least 45% to qualify for a supplementary 

examination. If a mark of less than 40% is awarded in the examination the year 

mark will not be taken into account. Refer to Tutorial Letter 301 MRMALL8/2017 for 

more information. 
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8       EXAMINATION 

For general information and requirements as far as examinations are concerned, see the 

brochure: my Studies @ Unisa which you received with your study material. 

 

8.1      Examination admission  

 

Examination admission will be granted to all students who submit the first compulsory 

assignment. Students who do not submit the first assignment will NOT be allowed to write 

the examination. 

 

8.2      Examination period 

 
This module is offered on a semester basis, which means that there are two registrations 

each year. If you register at the start of the year (1st semester registration), you will write 

the examination in May/June 2017, while the supplementary examination (if applicable to 

you) will be written in October/November 2017. If you register in the middle of the year 

(2nd semester registration), you will write the examination in October/November 2017, 

while the supplementary examination will be written in May/June 2018. 

 

During the year the Examination Section will provide you with information regarding the 

examination in general, as well as information on examination venues, examination dates 

and examination times. 

 

8.3      Examination paper  

 
The format of the examination paper for undergraduate modules is as follows: 

 

ALL EXAMINATION PAPERS ARE TWO-HOUR EXAMINATIONS! 

 

Second-level modules 

• The examination paper comprises two sections: 

• Section A is compulsory and counts 30 marks. This section will consist of multiple-

choice questions. 

• Section B counts 40 marks. You will be given three 20-mark questions, of which 

you have to answer two. These questions will be essay-type questions and may 

have subsections. These questions may be based on a case study.  
 

Comment 

If you are not sure whether your module is a 1st, 2nd, or 3rd level module, simply check 

the numbering in the module code. For example, ASP141Y is a 1st level module; 

MNM2604 is a 2nd-level module, while MNM3714 is a 3rd level module. 
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9         FREQUENTLY ASKED QUESTIONS 
 
The my Studies @ Unisa brochure and Tutorial Letter 301 MRMALL8/2017 contains an 

A-Z guide of the most relevant study information.   

 

10        CONCLUDING REMARKS 
 
We hope that you will enjoy this module. We believe it to be a very useful and practical 

module. Remember that the module requires you to work at your studies – the more you 

do, the more you will get out of your studies. Do not hesitate to contact me if you have 

any academic queries.  

Kind regards, 

  

DP Theron 

Department of Marketing and Retail Management 
UNISA 

 

 
 
The assignments follow on the next page. 
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ADDENDUM A – ASSIGNMENTS  
 

There are two assignments for this module.  

 

Both assignments are COMPULSORY and must be submitted. Both assignments 

contribute to your year mark. You need to submit the first of these assignments if you 

wish to gain entry to the examination! The submission dates of these two assignments 

are non-negotiable.  

 

The third assignment (Assignment 03) is a self-evaluation assignment and must NOT 

be submitted.  

 

                                   VERY IMPORTANT NOTICE: 
The assignments 01 & 02 for semester 1 are different from Assignments 01 & 02 
for semester 2. 

 ASSIGNMENTS – SEMESTER 1        (The assignments for the 2nd semester                                                                                
                       start on p 23) 
 

SEMESTER 1:                                                                        (not for 2nd semester 

students) 

ASSIGNMENT 01: COMPULSORY – Must be submitted to gain examination entry.  

When submitting this assignment, be sure to use the correct unique number as detailed 
below:  
 

Semester   Due date Unique number 

1  (Ass 01) 13/03/2017           813234 

 
This assignment consists of ten multiple-choice questions. Refer to section 7 of this 
tutorial letter for information on the submission of assignments. 
 

Question 1 
 
Which one of the following is not a characteristic of a business-to-business market? 
 
1. Relatively few competitors 

2. Group buying decision-making 
3. Price is the most important buying criterion 
4. More indirect distribution channels 
5. Buyers are geographically concentrated 
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Question 2 

Study the Trainic case study and answer the following question. Which one of the 

following is true regarding the marketing strategy of business-to business 

organisations (marketers)? 

 
1.   Business-to-business marketers often sell directly to their client organisations. 

2. When competitive bidding is used to select a supplier firm the price of the product          

is of lesser importance. 

3. Television advertising is used as a primary communication medium by business 

marketers. 

4.   The customers of business-to-business products are also called end consumers 

5.   Business marketers aim their marketing effort at one person in the client firm. 

 

Question 3 

The machinery (an industrial product) that a manufacturer uses in his manufacturing 

process is known as a/an  

 
1.    foundation product. 

2.    intermediary product. 

3.    institutional product. 

4.    facilitating product. 

5.    entering product. 

 

Question 4 
 
A school (an organisational customer) buying office supplies could be classified as a(n) 

… customer.  
 
1.   commercial  
2.   public sector  
3.   institutional  
4.   final  
5.   manufacturing  
 

Question 5 
 
In the analysis of customer firms, their buying centre influencers form part of their ... 
 
1     buying critera. 
2.    target market factors. 
3.    macro segmentation variables. 
4.    general characteristics. 
5.    micro segmentation variables. 
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Question 6  
 
A study to determine how a potential client organisation uses our product in their plant, 
forms part of the analysis of their … 
 
1.    technological factors. 
2.    buying centre influence. 
3..   micro segmentation criteria 
4.    selling behaviour. 
5.    market variables. 
                                                                                                                                                    

Question 7 
 
The most routine buying situation that an industrial buyer could perform is … 
 
1.  straight rebuy. 
2.    modified rebuy. 
3.  new-task buy. 
4.  complex modified rebuy. 
5.  homogeneous rebuy. 
                                                                                                                                              

Question 8 
 
A market structure (market preference pattern) in which customer firms exhibit a small 
number of distinct preferences are known as a/an … 
  
1.    clustered market. 
2.    diffused market. 
3.    focused market. 
4.    aggregated market. 
5.    homogeneous market.     
 

Question 9 
 
Read the case study: Metrofile and answer the following question. Which one of the 
following is not an evaluation criterion that is used to determine whether a segmentation 
exercise will bear positive results? 
 
1. Does the marketing firm have enough resources to serve new market segments? 

2. Will the firm be able to determine what the sales level of each segment is? 

3. Will the firm be able to focus its marketing effort on the identified market segments? 

4. Whether the firm will be able to compete successfully against competitors that are 

serving this segment. 

5. Whether the firm will be able to select the correct segmentation criteria to be able to 

identify new segments. 
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Question 10 
 
Which one of the following is not regarded as a macro-level basis (variable) in the 
market segmentation exercise? 
 
1.  Structure of client firms 
2.  Geographical location 
3.  Size of the business client 
4.  Technological developments in client organisastions  
5.  Key purchasing criteria 
 
 

 
 
 

        Assignment 02 of semester 1 starts on the next page 
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SEMESTER 1:   ASSIGNMENT 02:                     (not for semester 2 students)      

COMPULSORY – Contributes to your year mark. 

 
When completing the mark-reading sheet or submitting this assignment via myUnisa, be 
sure to use the correct unique number as provided below: 
 

Semester Due date 
  Unique 
number 

 
1 (Ass 02) 
 

11 April 2017     636208 

 
This assignment consists of ten multiple-choice questions. Refer to section 7 of this 
tutorial letter for information on the submission of assignments. 
 

Question 1 
 
Which one of the following is a target market strategy in a clustered market? 
 
1.     A heterogeneous strategy 
2.     A segmentation strategy 
3.     A market structure strategy 
4.     A multi-segment strategy 
5.     A homogeneous strategy  
 

Question 2 
 
When there are many alternative products available on the market, the product has low 
importance for the buyer firm and information exchange between the buyer and seller 
firms is not very important a … will be most appropriate. 

 

1. Transactional relationship 

2. Value-added relationship 

3. Strategic relationship 

4. Operational relationship 

5. Collaborative relationship 

 

Question 3  
 
Read the case studies: DataPathway and answer the following question. Those strengths 
of a company that are important in competing effectively in a market and are distinctly 
stronger that those of competitors are known as … 
 
1. operational skills. 

2. competitive skills.  

3. positioning attributes. 

4. value constructs. 

5. core competencies. 
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Question 4 
 
Study the case study: Imperial Logistics and answer the following question. 
Developing new product attributes that customer firms regard as important is a 
decision that is taken in which step of the product-positioning process? 
 
1.   Step 2 

2.   Step 3 

3.   Step 4 

4.   Step 5 

5.   Step 6 

 

Question 5 
 
Which one of the following is not a product innovation option an organisation could 
pursue?  
 
1.  processes that reduce the cost of products 

2.   new products that render the existing products obsolete 

3.   product development to supplements the existing product range 

4.   adapting existing products for improved performance levels 

5. existing products that are aimed at new market segments 

 

Question 6   
 
       When a firm decides to develop a prototype of a product they envisage launching unto   

the market they are in which phase of the product development process?  
 

1.   Concept development  

2.   Business analysis 

3.   Product development 

4.   Test marketing 

5. Commercialisation 

 

Question 7 
 
Studies at Unisa can be classified a … 
 
1. physical product with integral service components. 

2. physical product with peripheral service components. 

3. service product with peripheral physical components. 

4. “pure” service product. 

5. Integral physical and service product. 
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Question 8 

Which one of the following is not a market-based pricing strategy? 

 
1.     Floor pricing 

2.     Skimming pricing 

3.     Target return pricing 

4.     Penetration pricing 

5.     Stay-out pricing 

 

Question 9 

 
The pricing strategy, where the price of a product differs from market segment to market 

segment, is called ... 

 
1.     leadership pricing. 

2.     parity pricing. 

3.     value-based pricing. 

4.     cross-benefit pricing. 

5.     experience-effect pricing.                                                          

 

Question 10 

 
Study the case studies: Innovative Glass Design and 1WE2WO6IX and answer the 

following question. Which one of the following is not a sales promotion technique? 

 
1.     Sampling 

2.     Trade deals 

3.     Contests 

4.     Trade shows 

5.     Publicity-seeking programmes                                                                                     

 

 
 

 

 

Assignment 03 follows on the next page 
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ASSIGNMENT 03 – SELF-EVALUATION – Not to be submitted  

 
Note that the question below is a good example of a typical examination question 

and should be used as such in your preparation for the examination. As a general 

guideline, we suggest that you write approximately four pages for this assignment 

(and 2½ pages in the examination for a 15-mark question). Do not expect a high 

mark if you do not produce the correct volume and content, or do not apply the theory 

in a practical way.  

 QUESTION 

                             SPILLBY REFRIGERATION  it’s getting colder!        

Spillby Refrigeration manufactures motors for household and industrial refrigerators.   

Up to now the business unit focusing on the industrial market has been exceptionally 

profitable, but recently the business has been experiencing a decline in sales and a 

survey done by an independent marketing research house has shown that Spillby's 

market share in this market has dropped from 25% to 18% over the last two years. 

 An investigation done by Spillby's marketing research division has come up with a   

number of findings as to the cause of the decline. Firstly, two large fridge manufacturers 

who used to fit only Spillby motors are now also using other, mostly imported, motors in 

some of their refrigerators. Furthermore, the needs of some of Spillby's customers seem 

to have changed, with them opting for ultra-modern, energy-saving refrigerators which 

use different types of motors than those manufactured by Spillby. Another change taking 

place in this industry is the influx of imported motors offering a variety of prices and 

performance levels. 

Task: 

Geoff Spillby, the owner and managing director of the company, knows that he will have 

to make important strategic decisions to get the business unit back on track. He has just 

organised a strategic planning breakaway with his senior management and you as a 

marketing consultant have been contracted to attend the workshop. He has requested 

you to do a presentation on how to conduct an analysis of current and potential 

client firms to identify new marketing opportunities. Prepare this presentation. 

(Please note: Base your answer on Study unit 7 in the study guide.) 

    AN ANALYSIS OF THE CURRENT AND POTENTIAL CLIENT BASE OF SPILLBY 

REFRIGERATION IN ORDER TO IDENTIFY NEW MARKETING OPPORTUNITIES  

1. Introduction (Do not write an introduction in the examination) 

Probably the most important task that the marketing division performs in an 

organisation is to analyse current and potential consumers, do market segmentation 

and make proposals to top management about which market segments should be 

targeted - that is, the choice of a target market. Knowledge about consumers is, 

however, also important when the marketing mix (the four P’s) is developed, and 

adapted from time to time. 



MNM2604/101 
 

21 

In the consumer products market consumers are evaluated in terms of their general 

characteristics, their needs and their purchasing and product usage behaviour. 

Similarly, the business-to-business marketing firm must analyse its current and 

potwentytial client firms. The study of client firms also includes their general 

characteristics and their purchasing and product usage behaviour. Let’s look briefly at 

these dimensions of client firms. 

     
2. Environmental variables influencing customer behaviour 

The theory on the analysis of organisational clients is discussed mainly in the study 

guide (section 3.1). You should study this section very well as an examination question 

is set on this part of the work. 

All organisations analyse their environments at three levels: the macro and market 

environmental variables in their external environment, as well as their internal 

environmental variables. When a business-to-business marketer analyses his/her 

clients, this same approach could be followed. In Figure 3.1 in the study guide a layout 

is given of the macro, market and internal variables of a client organisation, which you 

need to study. If the marketer establishes a close relationship with his/her client firms 

(by applying the principles of relationship marketing), these clients will provide the 

market with a lot of information on their internal and external environments. This will 

lessen the burden of the marketing firm considerably, but if necessary, this information 

will have to be gathered through in-depth market research.  

Only if the marketing firm understands the strengths and weaknesses of its client firms, 

and the opportunities and threats they are exposed to will it be able to make a positive 

contribution to their business processes. Let’s now look at a few of these environmental 

variables of customer firms that you need to study. Not all of the environmental 

variables will be discussed here, but you have to discuss all of them in your 

assignment and in the examination. 

2.1  Market variables of customer organisations 

The two most important variables in a client firm's external environment are the 

customers they serve and the rivals they compete against. The important questions to 

be answered by the marketing firm are the following: 

● Which customer groups are our clients serving and how could we help our clients to 

serve them better?  

● Which approaches are the competitors of our client firms following, and how could we 

help to counteract them? The marketing firm that can best answer these questions 

will become a preferred supplier of customer organisations. 

In your answer you could have indicated that Spillby Refrigeration realises that 

competition is getting stronger and that there are a number of market segments 

showing diverse needs for refrigerators. You should have mentioned these 

characteristics as they are shown in the case study.  
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You should then show what Spillby should do to scrutinise these aspects further 

and which questions about them need to be answered. 

2.2  Internal variables of client organisations 

Here we study the inner workings of client organisations with the aim of improving their 

performance. The first set of characteristics of current and potwentytial customer firms 

to be analysed are their general characteristics. Please note that we only focus on those 

characteristics that would exert a significant impact on our marketing effort. For 

instance, if the size of client firms does not influence their buying of our product, we 

would not analyse this characteristic (client size) any further. 

We might, for instance, find that small and large hotels exhibit similar cooling needs 

when it comes to refrigeration, and that the same type of refrigerator is used by both – 

in which case client size is not an important determinant of our marketing strategy. On 

the other hand, we may find that big hotels require walk-in refrigerators, which in turn 

require bigger motors. In this case the size of customers would influence our decision 

whether to serve them or not. 

The most important aspects of client firms to be analysed, however, are their purchase-

related characteristics. Again, some characteristics would be more important than 

others. You are not expected to apply all these characteristics to a practical situation. 

You may, for instance, say that your research has shown that the primary purchase 

decision makers (influencers), the usage rate and the application of the product (product 

usage) differ from client to client and that these factors have a considerable impact on 

which product they buy from our firm, or competitive firms. Let’s look at an example. 

The application of a refrigerator (product usage) shows huge differences between 

consumer groups. You may mention here a few types: small refrigerators for private 

use, heavy duty refrigerators for private use and large walk-in refrigerators for 

institutional use, such as hotels and butcheries. These different product applications will 

influence the product features that are required (see Table 3.1 in the study guide), 

which in turn would influence the parts of the different products. 

3.     Summary (Do not write a summary in the examination) 

 Keep in mind that if a question such as this is asked in the examination you have to 

discuss all the characteristics briefly, and apply a few of them to the practical case study 

that would be provided. If you are asked to discuss only a part of the environmental 

variables (for instance the buying-related factors), you will have to discuss each factor in 

this group in a bit more detail. 

 

  IMPORTANT: Also study the third assignment that is set for the 2nd semester 

students. It is on page 30 

 

 The assignments for the second semester follow on the next page. 
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ASSIGNMENTS –SEMESTER 2 
 

There are two assignments for this module.  
 
Both assignments are COMPULSORY and must be submitted. Both assignments 
contribute to your year mark. You need to submit the first of these assignments if you 
wish to gain entry to the examination! The submission dates of these two assignments 
are non-negotiable. 
 
The third assignment (Assignment 03) is a self-evaluation assignment and must NOT 
be submitted.  

 

                                      VERY IMPORTANT NOTICE: 

The assignments 01 & 02 for semester 1 are different from Assignments 01 & 02 for 
semester 2. 

 

 

SEMESTER 2:                                                                (not for 1st semester students) 

ASSIGNMENT 01: COMPULSORY – Must be submitted to gain examination 

entry.  

 
When submitting this assignment, be sure to use the correct unique number as detailed 
below:  

 

Semester    Due date Unique number 

       2    (Ass 01)     24/08/2017      663088 

 
This assignment consists of ten multiple-choice questions. Refer to section 7 of this 

tutorial letter for information on the submission of assignments. 

 

Question 1 

 
Which one of the following is not a characteristic of a business-to-business market? 

1.      Relatively few competitors 

2.      The demand for products is derived 

3.      Relatively few buyers (customers) 

4.      More indirect distribution channels 

5.      Buyers are geographically concentrated     
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Question 2 

 
A business client who buys products that will serve as components in the product that 

he/she manufactures is known as … 

 
1.       a product manufacturer (user). 

2.       a commercial organisation. 

3.       an institutional buyer. 

4.       a governmental buyer. 

5.       a dealer.  

 

Question 3 

 
A product that would serve as a component in the product that a manufacturer makes is 

known as a/an … product. 

 
1.      commercial  

2.      final consumer  

3.      institutional  

4.      facilitating  

5.      entering                                                                            

                           

Question 4 

 
The most routine buying situation that an industrial buyer could perform is … 

 
1.      straight rebuy. 

2.      modified rebuy. 

3.      new-task buy. 

4.      complex modified rebuy. 

5.      homogeneous rebuy. 

 

Question 5  

 
A study to determine how a potential client organisation uses our product in their 

plant, forms part of the analysis of their  

 

1.      technological influences. 

2.      buying centre influence. 

3.      macro segmentation variables 

4.      manufacturing variables. 

5.      micro segmentation criteria 
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Question 6 

 
Which one of the following represents a main purchase criterion in business markets? 

 
1.      economic criterion 

2.      geographic criterion 

3.      buying centre criterion 

4.      micro criterion 

5.      macro criterion                                                                              

 

Question 7 

 
A market structure (market preference pattern) in which all customer firms exhibit similar 

product preferences is known as … market. 

 
1        a diffused 

2.       a focused 

3        an aggregate 

4.       a homogeneous 

5.       a clustered   

                     

Question 8 

 
Read the case study: Metrofile and answer the following question. Which one of the 

following is not an evaluation criterion that is used to determine whether a segmentation 

exercise should be performed? 

 
1. Does the marketing firm have enough resources to serve new market segments? 

2. Will the firm be able to determine what the potential sales level of each segment 

is? 

3. Will the firm be able to focus its marketing effort on the identified market 

segments? 

4. Will the firm will be able to compete successfully against competitors that are 

serving other segments 

5. Whether the firm will be able to select the correct segmentation criteria to be able 

to identify new segments 

 

Question 9 

 
Which one of the following is a micro level basis (variable) in the market segmentation 

exercise? 

1. Size of the client organisation 

2. Technological developments in the clients’ fields of business 

3. Application of the product in the client’s processes  

4. Organisational culture of business clients 

5. Customers of our customer organisations 
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Question 10  

 
Which one of the following is a target market strategy in a clustered market? 

 
1.      A heterogeneous strategy 

2.      A segmentation strategy 

3.      A market structure strategy 

4.      A multi-segment strategy 

5.      A differentiation strategy      

 

 

 

 

                                                    

Assignment 02 of semester 2 starts on the next page 
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SEMESTER 2:   ASSIGNMENT 02:                     (not for semester 1 students)      

COMPULSORY – Contributes to your year mark. 

 
When completing the mark-reading sheet or submitting this assignment via myUnisa, be 
sure to use the correct unique number as provided below: 

 

Semester Due date 
  Unique 
number 

2   (Ass 02) 

 
11 April 2017   815406 

 
This assignment consists of ten multiple-choice questions. Refer to section 7 of this  
tutorial letter for information on the submission of assignments. 

 

Question 1 

Study the case study: On the Dot. The activities, skills and resources of On the Dot that 

are distinctly better than that of competitors are known as... 

 
1. competitive advantages. 

2. core competencies. 

3. the product quality/value construct. 

4. the product position. 

5. tangible features. 

 

Question 2 

  
Identifying the relevant set of competing products is which step in the product positioning 

process? 

 
1.      Step 1 

2.      Step 2 

3.      Step 3 

4.      Step 4.     

5.       Step 5   

 

Question 3 
 

Which one of the following is not a product innovation option an organisation could 
pursue?  
 
1.    processes that reduce the cost of products 

2.    product development to supplements the existing product range 

3.    new products that render the existing products obsolete 

4.    adapting existing products for improved performance levels 

5.    existing products that are aimed at new market segments 
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Question 4  

 
According to the study guide the analysis of technological developments in first world 

countries takes place in which step in the new product development process? 

 
1.       Step 1 

2.       Step 2 

3.       Step 3 

4.       Step 4 

5.       Step 5 

  

Question 5 

 
Study the following case study: Metrofile Holdings Limited and answer the question. 

Which one of the following is not a distinguishing characteristic of Metrofile’s service 

products? 

 
1.   Intangibility 

2.   Non-ownership 

3.   Perishability 

4.   Variability 

5.   Seperabality from consumption 

 

Question 6 

   
Which one of the following is not a benefit of supply chain management? 

  
1.        Fast information flow assist in keeping less inventory by channel partners 

2.       A manufacturer can more easily customize its products for individual customers 

3        Unit cost of products can be reduced without sacrificing on service delivery 

4.       Channel partners complain less when receiving defective products from suppliers 

5.       SCM fosters better intrafirm functional cooperation 

 

Question 7 

 
The pricing strategy whereby the price of one product is set at or below cost, and the 

price of a complementary product is set relatively high, is known as … 

 
1.    value-based pricing. 

2.      price-leadership pricing. 

3.      parity pricing. 

4.      cross-benefit pricing. 

5.      experience-effect pricing. 
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Question 8 

 

Which one of the following is not a market-based pricing strategy? 

 

1.  Floor pricing 

2.  Skimming pricing 

3.  Target-return pricing 

4.  Penetration pricing 

5.  Stay-out pricing 

 

Question 9 

   Which one of the following is not a sales promotion technique? 
 

1.   Advertising in technical magazines 

2.   Price premiums given to supply partners 

3.   Trade shows 

4.   Contests to motivate retailers 

5.   Providing customers with product samples 

 

Question 10  

 
According to the prescribed book the analyses of the promotion effort of competitors are 

addressed in … of the process for developing an advertising campaign? :  

 
1.  step 1 

2.  step 2 

3.  step 3 

4.  step 4 

5.  step 5  

 

 

 

 

 

 

 

Assignment 03 follows on the next page 
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ASSIGNMENT 03 – SELF-EVALUATION – Not to be submitted  

 
Note that the question below is a good example of a typical examination question and 

should be used as such in your preparation for the examination. As a general guideline, 

we suggest that you write approximately four pages for this assignment (and 2½ pages 

in the examination for a 15-mark question). Do not expect a high mark if you do not 

produce the correct volume and content, or do not apply the theory in a practical way. 

Guidelines for answering this assignment have been provided directly following the 

question. 

                                     A STICKY SITUATION 

Peter Mathebula and Vincent Andrews are the owner-managers of the firm: Adhesives 

Africa. The company sells a variety of industrial adhesives (glues) for use in the motor, 

furniture, printing and leather industries. Some of the products they sell are 

manufactured at their plant in Isando, and some are imported from China. All these 

products are sold under their company’s brand name: Adtech. 

Until a few years ago, the company had done very well, but lately profits have been 

declining steadily - due mainly to an increase in competition in the South African 

market. Over the last few years ten new adhesives manufacturers have entered the 

South African market, of which three are large global organisations. Another reason for 

the decline in the profits of Adhesives Africa is the introduction of new, technically 

advanced adhesives by the new entrants in the market. These new products also lend 

themselves more readily to be adapted to the unique requirements of different 

industries - even individual customer firms! 

Peter and Vincent realise that they have to do something urgently if they want to 

survive. They know that they will have to adapt to the changing needs of their existing 

and potential customers and that they will have to focus their resources only on a few 

lucrative segments.  

 

       Question  

Explain to the management of Adhesive Africa’s that in order to survive a market 

segmentation and target market selection exercise need to be performed. Explain to 

them what market structure (preference pattern) necessitates that market segmentation 

be performed, consider the prerequisites for performing the exercise, show them how 

the two-tier market segmentation exercise is performed and what target market options 

might be available to them. Base your answer on chapter 6 in the prescribed book 

and Study unit 8 in the study guide.  

The answer to this assignment follows on the next page. 
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Answer 

TITLE: Analysing the market structure of the adhesives industry in order to identify 
market segments and choose a target market 

1. Introduction 

In the introduction of your report to Adhesives Africa’s management you must briefly 

interpret the brief that you received from them and indicate the main aspects that will be 

covered in your report. However, in the examination you do not have to write an 

introduction. 

2. The market structure (preference pattern) of the adhesives market   

The market structure of a particular industry (like the adhesives industry) refers mainly to 

the need patterns of the customers in that industry. By analysing the needs of these 

customers the marketer will be able to deduce whether their needs are very similar (a 

homogeneous market), totally different from one another (a diffused market), or whether 

separate groups of customers exist that have similar needs (a clustered market). The last 

scenario requires that a market segmentation exercise be performed and that the marketing 

firm decides whether it wants to serve one or a few of these unique segments (target market 

selection). Remember that the marketer does not “choose” a market structure, but 

operates within a particular one. 

Practical application: It is obvious from the case study that the adhesives industry is very 

competitive and that Adhesives Africa finds it difficult to maintain profitability. You must first 

identify a number of diverse segments that use adhesives products, such as the motor, 

furniture and office stationary markets. Each of these markets have unique requirements in 

terms of the adhesives that they use. Given the intense rivalry within these markets (or 

segments) Adhesives Africa will find it difficult to compete successfully in a number of these 

segments. They should seriously consider choosing one or two of these segments in which 

they hold unique competencies or even a competitive advantages.     

(A separate question on the market structure (market preference pattern) may be asked in 

the examination. You must be able to show the figure and explain the three types of market 

structures depicted in it. Also indicate that a market that shows a clustered structure must 

be segmented. Also indicate the type of product that must be developed for each of these 

market structures – standardised, multiple or customised products.) 

3.  Prerequisites for performing a market segmentation exercise   

Even though a market may depict a clustered structure it does not mean that the 

organisation necessarily has to segment the market and choose one or a few of these 

segments as its target markets/segments. For instance, the marketer may not have the 

financial and other resources available to serve more than one segment with different 

products, or the rivalry in most segments may be so severe that it would be unwise for the 

marketer to compete in these market segments. In chapter 6 a number of these 

prerequisites are discussed.  
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These prerequisites must also be used to evaluate each segment that is uncovered if 

the marketer has decided to perform a segmentation exercise. You must discuss each 

of them and apply them to Adhesives Africa’s case. 

(A separate question might be asked in the examination on the perquisites for 

performing a market segmentation exercise.) 

4. The market segmentation exercise 

Start your explanation of the segmentation exercise by indicating what its most 

important aim is, namely that it helps the marketer to “structure” the market in such a 

way that it shows more clearly who all the potential customer firms in the market are, 

and show for each of them what their specific needs and consumption behaviour is.  

Therefore, the principle that underlines this tool (market segmentation) is that “you 

cannot hit the target if you do not know where the target is”. The end result of the 

continuous environmental analysis that a business performs should be to get a clearer 

picture of the existing and potential customers that it aims to serve. 

The two-tier approach to segmenting organisational markets is the most common one 

used by business marketers. The particular industry (or broad market) is firstly 

segmented by using more “general” descriptive characteristics of all the business firms 

(our customers) in it, such as their geographic location, size (in terms of sales 

quantities, profitability and also in terms of their monetary, human and physical 

resources), their organisational structure, the industry in which they compete (ie. textile, 

agricultural, chemicals and motor industry, and from another perspective: the 

governmental, institutional and commercial markets), their end-market served, their own 

products and services offered to their customers and their long term (strategic) aims. 

These macro segmentation variables/criteria are discussed in the prescribed book and 

the study guide. 

In many cases the use of the macro segmentation criteria is enough to distinguish 

between the customer firms that the marketer aims for, but sometimes more specific 

descriptors of these potential customer firms are required. These descriptors are called 

the micro segmentation variables/criteria. Here the focus is on the specific (1)needs, 

(2)buying and (3)consumption behaviour of all the potential customers in the market 

place. These three aspects are described by studying the following characteristics of the 

customer firms: their buying centre behaviour; the importance and application of the 

marketer’s product; their purchase criteria (buying motivations); their usage rate and 

buying frequency of the marketer’s product; the buying situation in which they find 

themselves, and the features of their existing supplier’s product (the competitor’s 

product). 

Practical application: A few of the micro segmentation criteria mentioned above are 

applicable to Adhesives Africa’s case, for instance, the importance of their product to 

potential customer firms, how the customers apply the product in their businesses, the 

amount/rate at which they use adhesives in their operations and who their existing 

supplier is (and the unique features of its product). Let us look at one of these aspects: 
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  Adhesives have a myriad of applications, for instance in furniture 

manufacturing, for household use, in motor cars (upholstery), art-and-crafts, 

book binding, carpeting and even Pritt, used as stationary! Adhesives Africa 

cannot be everything to everybody and will have to decide what applications 

their products could be used for. Can you think of more applications? 

(A separate question might be asked in the examination on the two-tier approach to 

market segmentation.) 

 

5. Target market selection 

In the prescribed book and study guide two broad target market options are shown and 

discussed, namely focusing on one segment only, or pursuing a multi-segment 

approach. Both these approached present advantages and disadvantages for the 

marketer. Can you think of any? Do a literary and internet search for these advantages 

and disadvantages. For instance, a single-segment strategy (a focus strategy) may 

allow the marketer to become the best supplier in the particular market segment, 

because its product is tailor made for these customers. A smaller company, like 

Adhesives Africa, could follow this strategy, provided that strong competitors are not 

competing in this segment, or might be able to enter it. On the other hand, it could 

select a few segments that use their standardised adhesives in different applications 

(market aggregation). 

 

Practical application: Adhesives Africa might realise that the furniture and motor industry 

use the same adhesives in the products they manufacture. The marketing approach that 

is chosen for each of these segments will, however, be quite different. The furniture 

industry consists of many large and small customers that would be targeted with 

different promotional strategies. On the other hand, the motor industry consists of only a 

few companies that use a lot of adhesives in their motor cars. Competition in this 

industry is probably severe and Adhesives Africa should rather use a personal selling 

approach to convince these manufacturers to buy their product. 

(A separate question might be asked in the examination on the target market options 

and how it should be applied in a particular practical case that is provided.) 

The discussion above is probably the most important material of the whole module. You 

must study it a few times and make sure that you understand EVERYTHING. It clearly 

shows the extent to which Business to Business Marketing (B2B) differs from final 

consumer product marketing (B2C).    
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ADDENDUM C: ADDITIONAL READING LIST 

There are rapid developments and constantly new applications in the field of Business-

to-business Marketing or Organisational Marketing. It is therefore recommended that 

you get some exposure to developments in this field on a regular basis. This can be 

done by reading magazines on this topic and also by consulting the internet. 

To help you, we shall give you the names of some websites you should visit and South 

African magazines that you should read – these are listed below. In order to link up 

theory and practice, we recommend that you consult some additional material in this 

exciting and interesting field. You can consult magazines, books, and other relevant 

websites that you find for yourself. 

Websites 

I have endeavoured to provide a number of hyperlinks to useful websites to do with this 

module. Please visit these websites and browse through their content and try to learn 

more about this topic. The wider you read, the more you will benefit from this course. 

 http://www.emeraldinsight.com/info/journals/jbim/jbim.jsp 

 http://sloanreview.mit.edu/the-magazine/articles/1994/spring/3534/industrial-   

marketing-managing-new-requirements/ 

 http://en.wikipedia.org/wiki/Business_marketing 

 http://www.b2binternational.com/library/whitepapers/whitepapers04.php 

Periodicals 

It is a good idea for anyone who is interested in finding out more about current events 

and trends in Industrial/Business Marketing to read some relevant magazines. The 

following are some of the available low cost local popular titles, but remember they are 

not prescribed or compulsory and will not necessarily be found in the Unisa library. 

  Journal of Business to Business Marketing. ISSN: 1051-712X. 

 The Journal of Business and Business-to-business Marketing. Editor: Johnston, 

W.J. ISSN: 0885-8624. 

 A Review of Integration of Research on Organizational Buying Behavior. 

Marketing Science Institute, report no 94-111 

 Johnston, WJ. (ed.) The Journal of Business and Business-to-business  

Marketing. ISSN: 0885-8624. 

Books 

There are numerous books available on the market and you can, for the time being, 
consult your local bookstore and the Unisa library 

Fill, C & Fill, KE. 2005. Business to Business Marketing: Relationships, systems and   
communications. Harlow: Prentice Hall. 

Hutt, MD & Speh, TW 2014. Business marketing management - B2B: Europe, Middle 

East & Africa Edition. Cengage Learning, EMEA edition.  

http://www.emeraldinsight.com/info/journals/jbim/jbim.jsp
http://sloanreview.mit.edu/the-magazine/articles/1994/spring/3534/industrial-%09%09%09marketing-managing-new-requirements/
http://sloanreview.mit.edu/the-magazine/articles/1994/spring/3534/industrial-%09%09%09marketing-managing-new-requirements/
http://en.wikipedia.org/wiki/Business_marketing
http://www.b2binternational.com/library/whitepapers/whitepapers04.php

