Citrus Orchard
Foreman
Occupational
Learning

Formative Activities
Assessment Guide

A7.
Marketing
Ko s Copyright © Ko s

ocogcmq

\ , P.O. Box 461, Hillcrest, 3650 \
" _ (031) 765-3410 S v
L, - - - - =" ~ N
/ \
| 1
I I
| |
e | | Citrus
c,ﬂ o | . Growers’
|
' research , : Association
international I
I I Grower levies working for you!
| |
| |
\ /

_____________



Citrus Orchard Foreman Occupational Learning A7: Marketing
Formative Activities Assessment Guide

© Citrus Academy 2026
1% edition (06/2026)

Content originator:
Citrus Academy

Occupational alignment:
Ukudla Namanzi (Pty) Ltd

Disclaimer
By accepting this document and reading its contents you agree to be bound by the terms of this disclaimer.

The use of the contents of this document is at your own risk. Neither the Citrus Academy NPC nor Citrus Research International (Pty)
Ltd or the Citrus Growers’ Association NPC warrant that the content of this document is suitable for your intended use or that it is free
of inaccuracies or omissions. The opinions and advice expressed in this document are not necessarily those of the Citrus Academy NPC,
Citrus Research International (Pty) Ltd or the Citrus Growers’ Association NPC. The Citrus Academy NPC, Citrus Research International
(Pty) Ltd and the Citrus Growers’ Association NPC, their directors, officers, employees, agents and contractors shall not be liable for any
loss or damage of any nature suffered by any person as a direct or indirect result of the use of, or inability to use any advice, opinion or
information contained in this document, or any misrepresentation, misstatement or omission, whether negligent or otherwise, contained
in this document.

You indemnify the Citrus Academy NPC, Citrus Research International (Pty) Ltd and the Citrus Growers’ Association NPC against any
claim by any third party against the Citrus Academy NPC, Citrus Research International (Pty) Ltd or the Citrus Growers’ Association
NPC, their directors, officers, employees, agents or contractors arising from, or in connection with, the use of, or reliance on, the
contents of this document. It is your responsibility to determine suitability of the contents of this document for your intended use.
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Activity F1 - Marketing

While completing your practical work, answer the following questions based on the farm you are

working at:

1. Who drafts the marketing budget for your farm?

Pertinent Information Marks Awarded:
Personnel responsible for marketing budget drafting (e.g. Marketing 1
manager)
2. Who is responsible for implementing the marketing plan?
Pertinent Information Marks Awarded:
Personnel responsible for marketing budget implementation (e.g. 1
Marketing team)

3. How does management make sure that the money allocated in the marketing budget is spent

correctly (not underspent or overspent)?

Pertinent Information

Marks Awarded:

Budget reviews and audits.

2

4. How does the management of the production unit measure how effective the return on

investment for money spent on the marketing budget is?

Pertinent Information

Marks Awarded:

Monitoring increases in fruit sales after implementing a marketing
plan.

1

5. Why do you think it is important to adhere to the needs and desires of the market and your
target consumer in the drafting and implementation of your marketing plan?

Pertinent Information Marks Awarded:
If you do not, the marketing budget is wasted and the product will not
reach its target market, which will lead to financial losses and possible 3
ruin of the producer.

6. Explain in your own words how you, as a foreman, can actively contribute and play a role in

the success of your farm’s marketing mix:

Pertinent Information Marks Awarded:
Product: | You can take care to aide in the production of the
highest quality product by adhering to all policies,
procedures and highest food safety and hygiene
principles.
Place: You can research exactly what the needs of the
market in the place is where the product is being
distributed and you can actively follow all policies 3
and procedures as well as health and hygiene to
contribute to meeting those needs identified.
Price: You can take care to aide in the production of the
highest quality product in the most cost-effective
way possible.
Promotion: | You can have a positive attitude towards the
product, the employer and only speak positively
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within your immediate community, family and
friends of the product and by wearing any uniforms
or promotional materials correctly, cleanly,
hygienically and in such a manner as to contribute to
a positive brand image.

7. Name one short-term, one medium-term and one long-term marketing cost that are included

in the marketing budget of your farm:

Pertinent Information Marks Awarded:
Short-term: e.g. Communication costs for market research
Medium-term: e.g. Advertising campaign for a specific season 5
Long term: e.g. Branded promotional materials given to store owners,
but cannot be sold

8. How does your organisation go about setting strategic goals and planning in terms of the

marketing cycle?

Pertinent Information

Marks Awarded:

Answer will vary with different learners, but for example:

Our farm management meets four times per year with the marketing
team, after gather information from reputable sources such as CRI
and CGA. The marketing team will give a detailed overview of market
information with attached conclusions and recommendations by
experts. The management will then set goals with the marketing
team, based on analysis and interpretation.

9. How is the budget allocated and applied in terms of market research?

Pertinent Information

Marks Awarded:

Answer will vary with different learners, but for example:
Other Marketing Budget: 90k

Total Market Research Budget:

Journal Subscriptions 4k

Industry Associations and Memberships |12k

Market Research Consultant 12k

Sundry Research Costs 2k

Total Marketing Budget: 120k
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