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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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Chapter 1
Market Research

Activity P1

Complete this activity to test your knowledge of the entire chapter:

1. What are the three channels into which citrus markets can be divided?

Export, domestic, and processing.

2. Which of these generates the most income for the industry?

Export.

3. Which of these has the lowest demands in terms of fruit quality?

Processing.

4. Are the returns of the domestic market higher or lower than the export market?

Lower.

5. What industries are the products of citrus processing used in?

Food and drink, cosmetics, manufacturing, and medicine.

6. What is the focus of market research?

Establishing the wants of consumers in the market.

7. Who performs market research in a large enterprise?

The marketing manager or an outside marketing firm.
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Chapter 2
The Marketing Mix

Activity P2

Complete this activity to test your knowledge of the entire chapter:

1. What is the marketing mix?

The controllable part of a marketing plan.

2. What are the five 'P’s’ that constitute the marketing mix?

Product, place, price, promotion, and people.

3. What is the question that should be asked about product?

“What is the product that my target market wants?”

4. What is the question that should be asked about place?

“Where does my target market want this product, and how am I going to get it there?”

5. What is the question that should be asked about price?

“At what price can I sell my citrus product to the customer to ensure the optimum sales but also
the best possible profit margin?”

6. What is the question that should be asked about promotion?

“How can I promote my product so that my target market knows what a wonderful product I
have available?”

7. What is the question that should be asked about people?

“Who do I need and how do I need to manage my workforce to achieve the requirements of the
market?”

8. What are the six categories of promotional effort?

Advertising, personal selling, sales promotion, public relations, publicity, and direct selling.
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Chapter 3
Marketing Budgets

Activity P3

Complete this activity to test your knowledge of the entire chapter:

1. What does a marketing budget tell us?

A marketing budget tells you what it will cost to finance the marketing plan and how and when
the money will be spent.

2. What does it mean to say the marketing budget is a cost centre?

It means that it generates no income of its own and its costs are covered as overheads.

3. What two groups can marketing costs be divided into?

Above-the-line and below-the-line.

4. What are above-the-line techniques?

Conventional media tools.

5. What are below-the-line techniques?

Non-conventional media tools.

6. How often are budget reviews usually conducted?

Quarterly.
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