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ABSTRACT 

Walker (2006: 7) defines strategy as a pattern of goals that are planned, how a firm will 

communicate with its markets and also competitors. The variables used are the ‘4 Ps’ of 

marketing, that is, product, price, promotion and place. Jain (2013: 9) explains marketing 

strategy as a plan that is designed and implemented by a firm in order to efficiently use the 

limited resources. Limited resources include items such as monetary capital, technology and/or 

time. It is a long plan designed to help the firm to provide quality services to customers and is 

part of the firm’s strategic plan. Mooradian (2012: 158) states that the marketing strategy 

includes the customers that are going to be served by the company, the place where the company 

will conduct the business and also the requirements that the company will need in order to 

achieve its objectives.  

It is inevitable that almost all retail businesses will face competition of some sort. Businesses 

have no control over the activities of their competitors but however they can minimize the 

impact of those activities on their business, that is, as discussed in this work, they can use the 

marketing strategy as a tool. 

The main aim of this study was to ascertain if the marketing strategy is an effective tool to 

combat competition among supermarkets in Durban. A quantitative study was conducted around 

major supermarkets in Durban town by means of a self-administered questionnaire. This was 

done in order to achieve the objectives of this project. Therefore, the findings of the study gave 

the achievement of the objectives and also recommendation and conclusions could be given.  

Therefore, the findings of the study revealed that marketing strategy is an efficient tool in 

fighting competition if the elements are well used. It was found that although all elements of the 

marketing strategy are important, some are actually more important than others depending with 

the variables environment in which a supermarket will be located, for example competitors or 

time of the year. It was then recommended that since all supermarkets are vulnerable of losing 

customers to their counterparts, they should maximise all the aspects that keep customers visiting 

their stores. The supermarkets are also recommended to be on the ‘lookout’ of competitors, this 

means that they should identify their competitors and then determine if they are doing anything 

less than competitors, or if they have any weaknesses. In other words, it was recommended that 

supermarkets should conduct SWOT analysis and also competitor analysis. 
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CHAPTER ONE 

1.1 INTRODUCTION 

This study is focused on the effectiveness of marketing strategy as a tool to fight competition 

among retail supermarkets. Competition is inevitable in the retailing environment. In order to 

survive competition, supermarkets have used various tools since long ago. The commonly used 

tools became to be known as marketing strategy elements, these are: 

 Products being offered; 

 Price of the product; 

 Place where the product is located; and 

 Promotion methods that will be used for marketing the product. 

These elements were grouped together and named “marketing strategy”. They are the elements 

that a supermarket in a competitive retail environment should use in order to survive and stay in 

business. As time passed other elements have been identified and added to the list, and these 

include: 

 Packaging; 

 Positioning; and  

 Place. 

It will be discussed in this study that, most successful retail businesses are the ones that know 

how to use the marketing strategy elements well, and also know the timing of when to vary each 

element in respect to other variables that may be in the environment, like competitors for 

instance. Retailers will have to continually evaluate and re-evaluate business activities using the 

mentioned tools. This will help them to stay in track and also achieve maximum results possible.  

This chapter will provide a brief discussion of marketing strategy and its usefulness in combating 

competition among retail supermarkets around Durban. It will also discuss the research problem 

statement of the study, the objectives of the study and the rationale of the study. 

1.2 DEFINITION OF TERMS 

In order to give more understanding and clarity of this research, core concepts are defined. 

Market strategy 

Walker et al (2006: 7) defines strategy as a pattern of goals that are planned, how a firm will 

communicate with its markets and also competitors. The variables used are the ‘4 Ps’ of 

marketing, that is, product, price, promotion and place. Jain (2013: 9) explains marketing 

strategy as a plan that is designed and implemented by a firm in order to efficiently use the 

limited resources. Limited resources include items such as monetary capital, technology and/or 

time. It is a long plan designed to help the firm to provide quality services to customers and is 
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part of the firm’s strategic plan. Mooradian (2012: 158) states that the marketing strategy 

includes the customers that are going to be served by the company, the place where the company 

will conduct the business and also the requirements that the company will need in order to 

achieve its objectives. 

Competitor analysis 

Competitor analysis is an evaluation of the strengths and weaknesses of competitors, both current 

and potential (Job 2013: 1). This is done to help a business have a clear sight of its external and 

external environment and have much information that will enable them to make better decisions 

that are more accurate. 

Market segmentation 

Market segmentation analysis involve looking at the whole market for a company’s products and 

services and then group the market into smaller pieces or parts that can be managed (Riley 2010: 

1). The author explains that market segmentation is a process used by businesses to effectively 

target their products and services to the right customers. Customers with similar needs and wants 

are put in the same segment or group and then the retailer design the right products and services 

for each segment. Segments’ sizes are generally measured in terms of sales value or sales 

volume.  

SWOT analysis 

This refers to a method used by organisations to identify their internal strengths and weaknesses, 

and also their external opportunities and threats. A competitive strategy should include SWOT 

analysis as The Economic Times (2012: 4) suggests. The SWOT analysis looks at the strengths, 

weaknesses, opportunities and threats of a business. The potential effects of each element on the 

marketing strategy should be measured. It is the SWOT analysis that has to be used in order to 

create a competitive marketing strategy. 

1.3 BACKGROUND TO THE STUDY 

Retailers have used different measures in order to fight competition. Exclusive dealing in which 

a retailer into a contract with a supplier and agrees that he will purchase only from that sole 

supplier, and reduction of expenses of advertising during periods of lower sales, are examples 

(LaMance 2012: 1). 

Almost all of those measures can however, be traced back to the marketing strategy. In other 

words, almost all of the measures that retailers have used in the past, stem from one or more of 

the marketing strategy elements.  

This means that the idea of using the marketing strategy as a tool to combat competition among 

retail supermarkets is not a new one. However, this study shows that the marketing strategy can 

be used in many different ways. In other words, the marketing strategy elements give many 
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different combinations and it is in those combinations from which a retailer can choose in order 

to have the best tool for combating competition. In more illustrative terms, that is, having many 

tools from one tool. For example, it may be wise for a retailer to concentrate in all the marketing 

strategy elements at one time, and conversely, it would be wise at one time for the retailer to just 

focus on varying only a few elements. So retailers that should be successful are the ones that will 

use the best combination of elements and in the right time.  

The marketing strategy has been seen to the most effective tool in combating competition. This, 

however, does not exclude the other tools that can be used. SWOT analysis, competitor analysis 

and market segmentation are some of the strategies that can be used in a competitive 

environment. 

1.4 PROBLEM STATEMENT 

Competition is inevitable among retail supermarkets and this means that every retailer should be 

prepared to tackle it. In the past years competition has grown more intense because of 

technology. Technology brought and still brings more efficient way of operating businesses. This 

means that retailers need to keep adapting to the new technology or otherwise they would 

become incompetent in the technological world.  

In order for a retailer to survive he has to win or match competition or otherwise the business 

may not be a success. The usual goal of any business is to survive competition and stay in the 

industry while achieving other short term goals. Competition then would be a limitation to those 

goals if not attended to. The Company would lose customers to the rivals if it does not 

effectively fight competition (About our company 2013). 

A successful retailer would be the one with a more effective strategy than those of competitors 

since he has more power to draw customers to himself and hence, have a larger market share. If a 

retailer’s marketing strategy is less effective than that of competitors that may imply the store 

losing customers to other rivals like Pick n Pay, which would be a negative impact to the 

business. An effective marketing strategy should be implemented in order for the retailer to 

survive competition (The Cult Branding Company 2013: 2). 

1.5 AIM OF STUDY 

This main aim of this study proposes to review the effectiveness of retailers’ marketing strategies 

in an attempt to combat competition. 

Sub-objectives 

The following sub-objectives stem from the overall aim of study: 

 To provide an analysis of retailers marketing strategies; 

 To look at how a retailer can identify its competitors; 
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 To look at the nature of competition in the retail industry in which the stores operates 

(competitive analysis); 

 To draw up recommendations of how the individual stores can improve the effectiveness 

of their marketing strategies hence take some of their competitors’ customers. 

1.6 RATIONALE 

This study should assist supermarkets in Durban to be able to use the marketing strategy 

effectively and also other competition tools such as SWOT analysis, market segmentation and 

competitor analysis. It would assist in improved methods of combating competition. Retailers 

would also be able to identify who their counterparts or competitors are, and to come up with 

new ways of copying up with competition. Retailers can be able to do benchmarking if they 

could identify who their counterparts are. Above all, it would help the supermarkets to attract 

more customers and therefore be able to have an increase in the market share. 

1.7 OUTLINE OF CHAPTERS 

This study report includes five chapters which are as follows: 

1.71 CHAPTER ONE: INTRODUCTION 

This chapter gives an introduction and also an overview of the research problem, the research 

methodology and also the rationale for the study. 

1.72 CHAPTER TWO: LITERATURE REVIEW 

The literature review chapter will give an overview of mainly the marketing strategy, SWOT 

analysis, competitive analysis and also market segmentation. The chapter will mainly examine 

the effectiveness of the elements of the marketing strategy in combating competition. These 

elements include: price of merchandise, the merchandise, the place from which the merchandise 

is distributed, the price at which the merchandise is offered at, and the people (both the people 

who offer the merchandise and the ones who buys it). The ways by which retailers can adopt in 

order to draw an increased number of customers will also be discussed in this chapter. 

1.73 CHAPTER THREE: RESEARCH METHODOLOGY 

This chapter of research methodology shows the means by which the data was collected and also 

gives an insight to the methods of sampling that were used, the questionnaire, and other 

techniques used for results analysis. It also shows the validity and reliability of the study and the 

possible errors that might have occurred. 

1.74 CHAPTER FOUR: RESULTS 

This chapter shows the data analysis in statistical format, the data which was obtained by means 

of questionnaires. It shows the data in a meaningful and easy to understand format for the reader 

to easily interpret. 
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1.75 CHAPTER FIVE: CONCLUSIONS AND RECOMMENDATIONS 

This is the final chapter and it has conclusions from the previous chapters, and also 

recommendations and suggestions for further studies. 

1.8 CONCLUSISON 

This chapter gave a brief background about marketing strategy and its effectiveness in combating 

competition in the supermarkets around Durban city. The research problem of the study, the 

goals and objectives of the study, and rationale of the study were also discussed in the chapter. 

The next chapter will provide a review of the literature in much detail and also outline the 

important aspects relating to this study. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 INTRODUCTION 

This chapter gives a comprehensive description of a marketing strategy and how it can be used 

by retailers to fight competition. According to Shaw (2012: 32) a strategy is a long term plan to 

attain objectives and so, a marketing plan is a long term plan to achieve marketing objectives. A 

Marketing strategy is a comprehensive plan containing a firm’s marketing goals and is the 

starting point of a marketing plan.  In order for the marketing strategy to be much good it has to 

be developed from a market research. It is a process that enable businesses to use scarce 

resources in an effective and efficient way to increase sales and ultimately a sustainable 

competitive advantage (Sayed, Hassan and Majid 2014: 346).  

There are many other tools that can be used by retailers to fight competition but this literature 

review mainly focus on the marketing strategy more than other elements. The chapter looks at 

how different elements of marketing strategy can be used by retailers to effectively fight 

competition. According to Sayed, Hassan and Majid (2014: 346) these elements include price of 

merchandise that will be offered, place where the merchandise will be offered at, promotion of 

the merchandise and the merchandise itself. Retailers have used the marketing strategy from the 

past in order to counter competition. However, it is pointed out in this chapter that although the 

marketing strategy as a tool to fight competition is not new to retailers, the marketing strategy 

was used differently. In other words, the elements of the marketing strategy were mixed 

differently by different retailers, for instance, some would use all the elements and some would 

use just a few elements of the marketing strategy. 

It is of no doubt that almost all retailers use the marketing strategy elements to fight competition. 

It is how they use these elements that make the difference, that is, either they would effectively 

fight competition or not (Shaw 2012: 32). This chapter explains that it is no doubt that the 

marketing strategy is used by retailers to fight competition. The conflict is how and when they 

combine the elements when doing their businesses; that is, should they use a combination or all 

of the marketing strategy elements and the timing of when should this be done.  

Perner (2010: 7) undermines the idea that competition can only be survived or won by retailers 

that fully consider combining all the elements of the marketing strategy. He indicates an 

exception that there are successful retailers in the retail industry with competition who mainly 

focus on a few elements and know when to implement them. This is because in some markets, 

other strategies will not be that important. For instance, considering location of a car 

manufacturer, the company may remain with customer loyalty despite of it location. 
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2.2 THE IMPORTANCE OF A MARKETING STRATEGY 

A marketing strategy will make retailers focus more on their customers, that is, through customer 

relationship management system. It also compels managers to undertake researches in their 

markets and also assess their marketing strengths and weaknesses. A marketing strategy is so 

important and should be considered because it looks at all the main marketing or selling areas of 

a business. It is useful in both large and small businesses. Retailers need to understand how to 

create an integrated marketing strategy in order to be a better business that has a clear direction 

of where is it going and what it is doing (Shaw 2012: 32). 

2.3 MERCHANDISE (PRODUCTS AND SERVICES). 

Philips (2012: 1) explains a retail business as a game which implies that it will be won by the 

team which will be having the best players. It is not merely the task of the marketing department 

or senior management to beat the competition, but it is a responsibility of everyone in the 

company. The author further explains that there is no one retail business that can be of 

everybody’s interest, that is, a business that can appeal to everybody. He suggests that a retailer 

can choose to offer higher or superior quality merchandise than others for instance, in order to 

gain more customers. He also supports the use of low pricing strategies, that is, the use of prices 

that are lower than those of competitors so as to gain more share of the market.  

Levy and Weitz (2007: 137) also support the idea that superior quality merchandise should be 

used when there is need to develop a sustainable competitive strategy. In other words, they agree 

with Philips (2012: 1) that unique merchandise should be offered in order to have an advantage 

over competition.  

According to these authors it can be drawn that the marketing strategy can be used by retailers as 

a tool to fight competition, that is, the use of unique merchandise and also the use of the pricing 

strategy. Retailers can offer unique merchandise and also use low prices in order to fight 

competition. However, it should be also noted that it is not merely the offering of unique 

merchandise and low prices. This is because competitors are likely to be doing the same thing. 

For instance, if the unique merchandise offered is not appealing more than that of competitors in 

the consumers’ eyes then it means the strategy will not be effective as a tool for competition. The 

merchandise offered should not only be unique but be unique enough to catch the eyes of the 

consumers. According to Hillstrom (2013: 8) the merchandise should be unique and interesting.  

It is possible that the merchandise being offered can be unique but be of little or no use to 

consumers.  

Both the authors do not mention the fact that firms do not just obtain a competitive advantage by 

applying their marketing strategies. They have to make sure their strategies are valuable and not 

easily substitutable, that is, unique, and also not that these strategies are not at the same time 

being implemented by any current rival (Abiddin 2012: 1). 
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2.4 PRICE (PRICING STRATEGY) 

A marketing strategy is an important tool to fight competition. According to Griffin (2014: 1) it 

usually happens that several products can have similar characteristics or features while being 

manufactured by different firms. This result in competition in terms of price, that is, price 

competition. A retailer will have the need to develop the need to develop a pricing strategy that is 

competition based. This is a process of establishing prices based on the competition prices 

instead of the cost and profit objectives of the firm (Griffin 2014: 1). 

Monger (2013: 1) further supports the idea that price can used to fight competition. He further 

explains that when there is no direct competition, retailers could easily change prices by solely 

analysing the sensitivity of customers to price, and the company’s cost and profit objective. In an 

environment with competition, retailers have to use price as a tool against competition. 

Both the authors agree to the idea that price is a tool that can be used to effectively fight 

competition. Referring to Monger (2013: 1), a retailer usually lower the prices merchandise if 

they are too high above the competition in order to have an increase in sales, hence survive the 

competition.  

However, in some instances pricing may not be used as a tool against competition 

(Widenhorn and Salhofer 2014: 185). If the markets being served by a retailer have consumers 

that are less price sensitive, that is, consumers whose purchasing behavior does not change or 

changes less following any price changes, the price will not be an effective tool to be used to 

fight competition. It is so because even if one retailer would lower the price of merchandise, it 

would not guarantee him an increase in sales or market share. In conclusion, price can effectively 

be used as a tool to fight competition in market environments where consumers are price 

sensitive. Conversely, it is not wise for a retailer to use price for competition, that is, engage in 

competitive pricing in a market with consumers that a less price sensitive (Himmel 2013: 2). 

2.5 COMPETITOR ANALYSIS 

Competitor analysis is an evaluation of the strengths and weaknesses of competitors, both current 

and potential (Job 2013: 1). This is done to help a business have a clear sight of its external and 

external environment and have much information that will enable them to make better decisions 

that are more accurate. According to Kennedy and Black (2013: 42) the three major sources of 

information for competitor analysis include: 

 Recorded data - which can be internal or external published data, for example, analyst 

and government reports; 

 Observable data - which is gathered from various sources, for example, price lists and 

promotions ; and 
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 Opportunistic data – which can be gathered from customers or suppliers. This can be 

taken through meeting and discussions with suppliers and social interactions with 

competitors. 

a) Tracking competitors 

According to Joseph (2013: 1) sorely relying on the marketing strategy is not enough in order for 

a retailer to be successful in a competitive industry. It is very important to consider tracking of 

the competitor aspects such as their website activities and social media. Whilst the marketing 

strategy can help a retailer track other competition strategies, it needs to be complemented. The 

competition’s marketing strategy needs to be tracked in order for a retailer to have useful 

knowledge and skills on how to develop a marketing strategy that is better (Joseph 2013: 1). He 

also suggested that this can be done by enrolling in the mailings of the competition for instance.  

Fong and Wong (2012: 245 ) complements the above idea as he found out that retailers which 

use the competitor analysis are highly aware of opportunities and threats in the environment and 

hence will be able to make better decisions accordingly. In other words, it helps them to identify 

their competitors and also be able to rate them, that is, to be able to determine the nature of 

competition.  

Although the marketing strategy itself can be used in the analysis of competition, other variables 

should also be considered. As already mentioned, these may include enrolling in the mailings of 

the competition.  

b) Role of competitor analysis 

According to Riley (2012: 1) there are many crucial roles that a competitor analysis has in 

strategic planning. These include: 

 Assisting retailers understand the competitive advantages they have relative to the 

competitors; 

 Producing a perception of competitors’ past, current and most especially future strategies; 

 Giving a basis that is informed to make strategies in order to attain competitive advantage 

in the future; and  

 Assisting in predicting how competitors would react to any move, for instance, a new 

pricing strategy or product introduced in the market. 

Ingram (2010: 1) agrees with some of the above ideas and explains that the process of 

competitive analysis can assist retail business owners to have a clear sight of external 

opportunities and threats. This will help businesses spot market gaps, that is, portions of the 

market that are underserved or unserved.  
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The understanding of the external opportunities and threats as mentioned above can assist a 

business have a growth in the market share through attending the underserved or unserved gaps 

of the market. A business can also identify the areas where competitors are most vulnerable 

through competitor analysis as mentioned above. The competitive analysis practice is usually 

seen as a crucial component of business success in the long run.  

However, the practice itself can lead to a business incompetence in an industry if flaws become 

part of the analysis, for instance, if there is incorrect or incomplete data used. This can lead to 

businesses constructing business strategies that are faulty and hence will not compete effectively 

Kennedy and Black (2013: 42). Some experts assert that solely relying on competitive analysis 

so frequently can lead to retail companies spending less time to look ahead. A strategy 

formulation and implementation that is effective should be based on concepts like differentiation 

and uniqueness and not imitation. This is not the case with competitive analysis as there is a lot 

of imitation (Kennedy and Black 2013: 42). 

2.6 MARKET SEGMENTATION 

Market segmentation analysis involve looking at the whole market for a company’s products and 

services and then group the market into smaller pieces or parts that can be managed (Riley 2010: 

1). The author explains that market segmentation is a process used by businesses to effectively 

target their products and services to the right customers. Customers with similar needs and wants 

are put in the same segment or group and then the retailer design the right products and services 

for each segment. Segments’ sizes are generally measured in terms of sales value or sales 

volume.  

a) The importance of market segmentation  

Customers differ in their needs and wants, for instance, the quantity they purchase. They differ in 

the amount of money they will be willing to pay and also the place and time they purchase 

(Chernenko and Sunderam 2012: 2050). Retailers that are to be successful in a competitive 

environment need to seriously consider the importance of market segmentation. The market 

segmentation process helps a retailer to effectively and efficiently meet the needs and wants of 

customers in the specified individual market segments (Riley 2010: 1). 

According to Riley (2010: 1) a market segmentation that is well designed select groups of people 

who are most promising to purchase a firm’s products and services. This process can help a 

company gain knowledge and concentrate its advertising and product development resources in a 

way that will have sales and profitability maximized. 

Chernenko and Sunderam (2012: 2050) also explain that inventive and actionable market 

segmentation strategies can give a retail organization a strategic advantage to competition. This I 

because of that if a firm attends to its markets by a means of creating new pictures of how the 

markets are constructed and discover the segments’ need, it will have a chance to intensify its 

own profitability by working upon that vision.  

javascript:__doLinkPostBack('','ss~~AR%20%22Chernenko%2C%20Sergey%22%7C%7Csl~~rl','');
javascript:__doLinkPostBack('','ss~~AR%20%22Chernenko%2C%20Sergey%22%7C%7Csl~~rl','');
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It can be drawn that a market segmentation process is of great importance to a retailer under a 

competitive environment. This is because it assists by enabling the individual retailers identify 

their customers and so can effectively focus their resources to the identified and targeted 

segments. A firm serving the whole market without clearly distinguishing the different segments 

therein is not likely to survive competition than one using the market segmentation strategy 

(Chernenko and Sunderam 2012: 2050). 

Retailers that deliver products and services that are tailored to clearly defined segments were 

able to attain remarkable results in the market place (Dey, Lahiri and Guoying 2014: 589). The 

authors explain that there are various practices that are associated with successful segmentation 

practices. One of the practices is for companies to view segmentation as a marketing strategy and 

not as a research project. Although a market segmentation strategy involves carrying out a study 

of market research study it should be viewed as a strategy for driving the growth of a business 

(Chernenko and Sunderam 2012: 2054). 

(Dey, Lahiri and Guoying 2014: 589) also explain that a successful market segmentation would 

most likely effect vast areas of a company which may include product development and sales. He 

explains that products should be produced specifically for an identified segment and not average 

consumer or customer.  

It can be seen that through market segmentation, which can be referred to as a marketing 

strategy, the competitive strength of a retailer can be boosted. For instance, through products and 

services that are tailored to specific segments, a company can effectively meet the needs and 

wants of consumers therein and hence gain a competitive advantage possibly through customer 

loyalty and increased sales. Customers would prefer retailers that meet their needs and wants the 

most above others (Dey, Lahiri and Guoying 2014: 589). 

2.7 PRODUCT 

This refers to what is presented for sale by a retailer and usually come in tangible and intangible 

form. Products should be relevant, that is, consumers or customers should have needs or wants 

which can be satisfied by them. They are manufactured at a cost and are sold at a price (Brands 

2013: 1). 

a) Product development 

This refers to the making of products or provision of services with new or distinct features giving 

new or supplementary benefits to customers. This may include modifying an existing product or 

creating a completely new product (Brands 2013: 1).   

b) Changing consumer needs  

According to Brands (2013: 1) all retailers need to innovate or bring new ideas in order to stay in 

the lead of competition. Sales and profits can decrease if a business offers the same unaltered 

products because consumers’ needs and wants are always changing. The author suggests that 

javascript:__doLinkPostBack('','ss~~AR%20%22Chernenko%2C%20Sergey%22%7C%7Csl~~rl','');
javascript:__doLinkPostBack('','ss~~AR%20%22Chernenko%2C%20Sergey%22%7C%7Csl~~rl','');
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firms should also change the products and services they offer otherwise consumers would turn to 

competitor products which would be satisfying their needs and wants better. For instance, many 

consumers have become health-conscious and this has compelled companies to offer low sugar 

and low fat products for example, Coca-Cola Zero which does not contain any amount of sugar.  

Kalyan City Life (2014: 1) suggests that changing consumers’ needs have caused direct 

competitors in quickly developing industries, more importantly technology, and hold fast in a 

race of creating new blockbuster products. He further states that companies can obtain a 

remarkable by studying what their rivals would be improving for the releases of future product.  

It can be drawn from the above paragraphs that product development is very important to a 

retailer under competition. Since consumers’ needs and wants are always changing, product 

development would enable one retailer to keep up with competition. As already mentioned, if 

companies would not consider product development, they would lose customers to their 

competitors whose products would be satisfying their needs and wants. 

c) Product life cycle 

Figure 1.0. Product Life Cycle. 

  

(Product life cycle 2010)   

The figure above shows a product life cycle (PLC) which is the cycle which all products follows 

through from development to withdrawal from the market as shown by the stages. The maturity 

stage is the stage where a product’s sales will be growing at decreased pace but to finally 

stabilize (The Economic Times 2012: 1).  

According to The Economic Times (2012: 1). In order for a retailer to increase sales or profits 

and stay in business, he should consider product development that is, modifying products. It is 

possible that sales of products or services can decline even when there is no change in the 

consumers’ needs. This can be because they would have reached their maturity stage as shown in 

figure 1.0 above. The author explains that in order to keep sales and profits high and to stay fit 

for competition, a retailer would need to modify his products or services so that the maturity 

phase of the products would be extended as shown by the dotted line in the above figure. Riley 
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(2012: 1) further explains that there would usually be a lot of competitor products by the time a 

product reaches the maturity phase. 

According to the above sources, product development can lead to maintained market share. In 

other words, because of the extended product life cycle a business would be less likely to lose its 

market share to competitors. 

2.8 SELL BENEFITS AND NOT FEATURES 

Goodman (2013: 1) suggests that marketers nowadays should concentrate on selling benefits and 

value instead of selling products and services. What is of more importance is what customers or 

consumers think they are buying and not what they are actually purchasing. It also means that it 

is an advantage for retailers to have a knowledge of what consumers think about competitor 

brands. 

Berry (2014: 1) further make it intelligible that it is the unseen part of a product that is more 

important than the tangible product. Marketing, which involves conveying the value of products 

and services to consumers, is also a component of the final product that will be sold. It is through 

the marketing process that consumers in their minds will begin having a perception of the value 

of a firm’s product before they actually have the products.  

It is clear that focusing on the benefits and value more than the product itself adds to the 

strengths of a business facing competition. As Goodman (2013: 1) puts it, customers buy because 

of benefits and not because of the product. Retailers should stress more on the benefits and value 

when marketing their products. They should ensure that the benefits of the products and services 

they sell outweighs those of their competitors’. In other words, consumers buy performance and 

not goods and so if the performance is communicated to them, they are then more likely to 

purchase. 

2.9 SWOT ANALYSIS 

A SWOT analysis is a method used by organisations to identify their internal strengths and 

weaknesses, and also their external opportunities and threats. A competitive strategy should 

include SWOT analysis as The Economic Times (2012: 4) suggests. The SWOT analysis looks 

at the strengths, weaknesses, opportunities and threats of a business. The potential effects of each 

element on the marketing strategy should be measured. It is the SWOT analysis that has to be 

used in order to create a competitive marketing strategy. 

Rouse (2014: 1) further explains that SWOT analysis takes into consideration what can and what 

cannot be done by an organization, as well as potential favourable and unfavourable conditions 

that will be related to a company’s merchandise. 

In order for a retail business to increase the chances of having a competitive advantage they have 

to look at both the internal and the external environment, that is, what they can con control and 
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what they cannot control. Strengths are an element of the internal environment of a business, and 

focusing on them can add value to a business and hence possibly a competitive advantage. 

2. 10 CONCLUSION 

In summary, firms do not obtain a competitive advantage just by applying their marketing 

strategies. They have to ensure that their strategies are valuable and not easily substitutable, that 

is, unique, and also not that these strategies are not at the same time being implemented by any 

current rival. 

This chapter was a review of literature on marketing strategy and competition. It was explained 

that the marketing strategy should include all the elements of the marketing mix, that is, product, 

price, promotion and place. Other elements should be included as well depending with the 

situation a retailer would be in, for instance distribution strategy and market research. It should 

be noted that in some instances, some elements will not be of greater importance, for example, 

pricing may not be used as a tool against competition (Widenhorn and Salhofer 2014: 185). 

It has been shown that if the markets being served by a retailer have consumers that are less price 

sensitive. Retailers need to innovate or bring new ideas in order to stay in the lead of competition 

because sales and profits can decrease if a business offers the same unaltered products all time 

because consumers’ needs and wants are always changing. 

The following chapter will be discussing the research methodology that is employed in this 

study. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 INTRODUCTION 

This chapter explains the procedures that are followed when gathering information, that is, the 

research methodology. According to Williams (2011) research methodology is the process by 

which data is collected for business decision making. Methods of how the research is going to be 

conducted are listed, and also the type of study.  

3.2 STUDY TYPE 

Data will be collected by means of surveys which involve the giving out of questionnaires to be 

filled by the respondents. The questionnaires will contain both closed and open ended questions. 

Closed questions will help exact information to be collected and the open questions assist by 

allowing respondents to give additional information in their view freely. 

3.3 RESEARCH DESIGN 

The research is quantitative and questionnaires will be used to collect data from a sample 

population. Zikmund and Babin (2010: 17) define qualitative research as a research that uses 

techniques that are not dependent on numerical measurement in their interpretations like the 

quantitative research does. This will be to done in order to determine the impact of marketing 

strategy as a tool to fight competition. The research hopes to answer questions such as:  

 What is marketing strategy? 

 How is it used by retailers to be on the competitive edge?, and 

 How can they use it more effectively? 

This work will use two collection tools, that is, quantitative and qualitative. It will mainly use the 

qualitative method that will attempt to uncover the qualities of an effective marketing strategy.  

3.4 MEASURING INSTRUMENT 
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Zikmund and Babin (2010: 322) define measurement as a process of representing information in 

a reliable way usually by using numbers. The measuring instrument used in this study was a 

questionnaire.  

3.4.1 QUESTIONNAIRE DESIGN 

The questionnaire was made up of close-ended questions and so respondents had to make one or 

more choices from a given list of possible responses. The questions included were designed in a 

way that provided answers to the study’s objectives. 

Many questions were in form of multiple choices and for some of the questions, the Likert scale 

was used for structuring them. Multiple choice questions and Likert scale were used because 

they are easy to analyse. Simple words were used in constructing the questions so that 

respondents would find it easier to understand and answer them. The questions were made short 

so as to improve the response rate and was also thoroughly edited to ensure that correct grammar 

was used.   

A pre-test for the questionnaire was carried out before it was used to gather information in order 

to determine if the sequencing as well as the content were correct. Alterations that needed to be 

made were made before conducting the research. 

3.5 SAMPLING AND THE SIZE OF SAMPLE 

Zikmund and Babin (2010: 464) explain that a sample size can be determined using judgement 

which involves the use of one’s opinions or estimations. Judgement will be used in this study to 

determine the sample size. A predetermined number of people will be selected from the larger 

population to represent it. About 30 respondents will be adequate to provide the information 

required. It will be applied to any shoppers of different selected supermarkets. For instance, 

people who shop at Pick n’ Pay and Shoprite at Berea Centre, will be selected since the two 

supermarkets provide a good example of competitors. The reason will be to discover why some 

customers prefer Pick n’ Pay over Shoprite and also the vice versa, based on the marketing 

strategy elements.  

Cherry (2014) defines sampling as a process whereby only a part is taken to represent a total 

population. A simple random sampling will be used in order to give each person the same 

probability to be selected in the sample. 

3.6 DATA COLLECTION 

According to Rouse (2013) data collection refers to the process of finding information from 

different sources in order to get a clear idea of the answer to the question under study. The data 

collection will include the use of surveys by administering questionnaires and interviews will 

also be done to obtain further information. The survey will be used to measure the customers’ 

views and preferences of related stores. Shoprite and Pick n’ Pay stores for instance. It will try to 

uncover the reasons why they prefer one store over another, based on the concept of marketing 
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strategy. This will be done to determine if the marketing strategy is being used as a tool to fight 

competition and also to determine the impact it as on competition. An observation will be used 

as an aid in field to find information about the purchasing behaviour of customers between 

competing stores. Multiple interviews will be conducted to gather more in depth information. 

3.7 DATA ANALYSIS 

Both qualitative and qualitative data analysis methods will be used for an improved evaluation. 

For instance, the limitations of quantitative data can be compensated by the strengths of 

qualitative data, or vice versa. Questionnaire will be given out and all filled by respondents. Pie 

charts and bar charts will be used to represent the data collected in a quantitative form and 

conclusions will be drawn from the data to explain the relationship of it. The questionnaires will 

be originally developed.  

3.8 VALIDITY  

According to Cherry (2014: 2) approximations will be used whenever possible since not all of 

the data will be accurate or exact. Validity means that the instrument is performing or giving the 

results that were expected of it, even though there may not be so exact, but they should have least 

errors. The errors will always be there but they should be at the least possible level (The 

Colorado State University 2014: 1). 

Precautions should be taken in order to minimise the errors that are always there. The 

questionnaire was designed to be brief and easy. This was done to avoid errors by making it 

easier for the respondents to understand the questions.  

3.9 RELIABILITY 

Cherry (2014: 2) explains that if a research is to be done again and then produces the same or the 

approximate results then it is considered reliable, that is, it can be relied on since it is consistent. 

Since in the questionnaires for example, different respondents are unlikely to answer questions 

the same way and so the results will not be exact to the previous. In order to increase the 

reliability of the research, care should be taken in selecting the respondents and also making it 

easy for respondents to respond. For instance, easy and clear questions that are easily understood 

in a questionnaire can make it easier for respondents to answer and hence the correct information 

is obtained. According to The Colorado State University (2014: 1) reliability refers to the extent 

to which consistent results are given. 

3.10 PILOT SURVEY 

A pre-test was carried out in order to ensure that the questionnaire was well prepared, that is, 

meeting the researcher’s expectations in terms of the information that will be obtained. The pre-

test was done in order to find any questions that might not be useful and also to find any other 

mistakes in the design of the questionnaire so that the researcher would correct such errors 

before conducting the field work. 
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A few amendments were made, that is, some typing errors were corrected and some questions 

were removed. 

3.11 LIMITATIONS 

The study will be limited to focus mainly on major retail supermarkets such as Shoprite, Pick n’ 

Pay, Spar and Jwayelani. This is because all supermarkets cannot be looked at because of the 

time constraint. The study will look at the supermarkets’ marketing strategies as a tool to combat 

competition. Since it is the same marketing strategy that all other supermarkets use, it is possible 

to refer the results of this study to the rest of supermarkets around Durban.  

3.12 CONCLUSION 

Research methodology has been explained in this chapter, that is, the processes that will be 

carried out. It has also been indicated that the study results can be applied to all supermarkets 

around Durban since most of them do use similar variables of the marketing strategy, that is, 

product, price, promotion and place. Attempts were made to make sure that errors were kept to 

minimum and that the appropriate sample was obtained by the interviewers. 

The following chapter, chapter 4, will provide an in depth summary and discussion of the results 

of the research. 
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CHAPTER FOUR 

RESULTS 

DATA ANALYSIS AND DISCUSSION OF RESULTS.   

4.1 INTRODUCTION 

This chapter gives a detailed data analysis to provide a clear understanding to the findings of the 

study. The data was represented and results were interpreted by both numerical and graphical 

means. This chapter mainly involves the discussion of the presentation of the detailed analysis 

and findings that were taken from questionnaires. These questionnaires were administered to 

customers of main supermarkets in Durban and these include Shoprite, Pick n’ Pay, Boxer, 

Cambridge and Jwayelani.  

The general overview of the results is shown by means of frequencies and percentages and they 

are illustrated by bar graphs and pie charts.  

4.2 RESPONSE RATE 

Thirty questionnaires were administered to customers of the main supermarkets that participated 

in the study. Questionnaires were given to six customers outside each of the main supermarkets 

around Durban city and these are, Jwayelani, Pick n’ Pay, Cambridge, Shoprite and Boxer. All 

the thirty respondents managed to complete the questionnaires that were given, which made the 

survey to achieve the desired response rate of 100%.  

4.3 FREQUENCIES 

A frequency distribution is a summary table of a set of data that shows the relative frequency of 

items in every one of non-overlapping classes. The relative frequency is the proportion of the 

total items that belong to a class in numerical form. This definition can be applied to both 

quantitative and qualitative data. The main advantage of frequency tables is that they provide 

basic information in an easy-to-read format. The frequencies below are in form of pie charts and 

bar graphs (Maths and Statistics Solutions 2012: 1). 
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4.3.1 Gender of respondents 

Figure 4.1 below shows the gender dispersion of the respondents in this study. 

Figure 4.1 

 

The sample shows that females shop in larger numbers compared to men, that is, 60% of the 

respondents were female shoppers and the 40% were male shoppers.  

 

4.3.2 Age of respondents 

Figure 4.2 depicts the percentage age range of the respondents from the sample. 

Figure 4.2 
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Gender 
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According to Figure 3.2, 73% of the respondents were between the ages of 17 and 29 years, 20% 

were between the ages of 30 and 40 years, 6.66% were between the ages of 41 and 55 years of 

age, and there were no respondents beyond the age of 55 years of age.  

Therefore, the large number of shoppers are between the 17 and 40 years, that is the younger and 

middle aged shown by the largest percentage, 93%. The older adults do not visit the 

supermarkets much as the younger population. According to the data, the younger population, 

that is, 17 – 40 years, has much influence to the major supermarkets in Durban city. The 

competition between supermarkets is usually in terms of the number of customers (Tutor2u 

2013: 1), this means that useful conclusions can be drawn from the major shoppers, that is, from 

17 – 40 years.  

 

4.3.3 Respondents’ education level 

Figure 4.3 shows the educational levels of the respondents. 

Figure 4.3. 
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The bar graphs shows that among the respondents, 37% had below matric qualifications, 43% 

had matric qualifications and the remaining 20% had educational qualifications above matric. 

Therefore the bigger portion of shoppers consisted of the matriculated respondents (35%), to the 

least portion consisting of the post-matriculated, 20%. This finding shows that the levels of 

education have a large impact on the shoppers of the main supermarkets around Durban town. 

 

 

 

 

4.3.4 Income level of the respondents 

Figure 4.4 shows the income levels of the respondents. 

Figure 4.4 

37% 

43% 

20% 

0%

10%

20%

30%

40%

50%

Below Matric Matric Post Matric

%
 r

es
p

o
n

d
en

ts
 

Education level 

 

Q u a l i f i c a t i o n   

l e v e l s  

% respondents



23 | P a g e  
 

 

According to Figure 4.4, 37% of the respondents earned income within the bracket R1000-

R4999, 27% earned income below R1000, 23% earned income between R5000-R9999, 13.3% 

earned income between R10000-R20000, and none of the respondents earned income of above 

R20000. Therefore the majority of shoppers earned income between R1000 and R4999. It is 

shown by the findings that the level of income has a major impact to the shopping that occurs at 

supermarkets, and that the huge shoppers comprise middle income earners. 

 

4.3.5a The respondents’ internet usage 

Figure 4.5a depicts the levels of internet usage by the respondents. 

Figure 4.5a 

 

The above figure shows that 93% of the respondents make use of internet and the other 7% do 

not use the internet. Therefore, the majority (93%) of the shoppers used internet for various 

reasons, which also means internet has a significant influence to the shopping behaviour of 

customers. 
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4.3.5b The reasons for internet usage by the respondents 

Figure 4.5b shows the various reasons why the respondents used the internet. 

Figure 4.5b 

 

According to Figure 4.5b above, 83% of the respondents use the internet for social networking 

and at the same time 93% of the respondents use the internet for reasons other than social 

networking. The findings also clarify that all the respondents which use the internet for social 

networking are all part of those that use it for other reasons above social networking. In other 

words, only a few respondents (10%) use the internet solely for other reasons and not social 

networking.  

Therefore, the use of internet greatly influence the shoppers of the supermarkets. This is because 

the majority (93%), as shown in Figure 4.5a uses internet. 
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Figure 4.6 below shows the frequency of shopping by shoppers of the supermarkets in Durban 

town. 

Figure 4.6 

 

According to Figure 4.6, 7% of the respondents claimed to do their shopping thrice or more 

times a week, 30% claimed to be shopping two times a week where as 7% claimed to be 

shopping once in a week.  The findings indicate that the majority of the population, that is 

90.33%, did their shopping twice or more a week, showing that the consumers shop more 

frequently.  

Therefore the findings indicate that various supermarkets in Durban town offer a variety of 

products that the customers need or want, that is basic commodities found in Shoprite and Boxer 

for instance (CommodityFact.org 2014: 1). 
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4.3.7 Supermarkets regularly visited by customers 

Figure 4.7 shows how frequently individual supermarkets are visited. 

Figure 4.7 

 

Figure 4.7 shows the frequency of individual store visits by customers, 57% of the total 

respondents claimed to be visiting Jwayelani, 60% claimed to be visiting Cambridge, 63% 

claimed to be visiting Boxer, 66.66% claimed to be visiting Pick n’ Pay and 83% of the 

respondents claimed to be visiting the Shoprite Supermarkets.  

The findings show that Shoprite had the highest number of store visits by customers, 83%, and 

Jwayelani had the least number (57%) of store visits by the customers. It can be said that 

Shoprite is drawing more customers compared to the other mentioned supermarkets, however, 

the findings also show that all the supermarkets are facing competition as shown by small 

differences in the numbers of customers they are attracting.  
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4.3.8 Customers’ perceptions toward the quality of the products offered at the 

supermarkets they visit. 

Figure 4.8 shows the perceptions of customers toward the quality of products offered at the 

supermarkets they visit. 

Figure 4.8 

 

Figure 4.8 illustrates that 17% of the respondents strongly agreed that the various supermarkets 

they visited, all offered quality products. 43% agreed, 13% disagreed, 7% disagreed and 20% 

were uncertain of the fact.  

Therefore, the results show that a significant portion (43%) of respondents agreed with the fact 

that all the supermarkets they visit provides good quality products. This has also been shown in 

the literature review that supermarkets do not only use a single element of the marketing strategy 

to fight competition, in this case, product quality. According to the findings, all the supermarkets 

are offering quality products, and as in the literature review, the marketing strategy element of 

product quality cannot be used by a supermarket as a sole tool to fight competition since other 

supermarkets use the same tactic. In other words, even though product quality is factor that can 

be used to draw customers to a supermarket, the fact that every supermarket uses that strategy 

renders it less effective to be used as the main tool to fight competition by other supermarkets. 
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4.3.9 The convenience of the supermarkets’ location. 

Figure 4.9 shows customers’ perceptions about the location of the supermarkets they visit. 

Figure 4.9

 

The figure above reflects that 13% of the respondents strongly agree that the supermarkets they 

visit are conveniently located, 17% agreed, 13% were neutral, 43% disagreed and the other 13% 

strongly disagreed. The majority (43%) of the respondents disagreed to the fact that the 

supermarkets they visit around Durban town are conveniently located. This clearly can be a 

reason of some supermarkets not having a high number of patrons as other supermarkets, 

meaning the convenience of store location is an important factor to be considered by 

supermarkets under competition. According to (Walmart creates new Merill Supercentres 2014) 

some people simply do not visit a store because of its location, for instance, if it is located where 

there is less parking space. A minority of the people (13% which strongly agreed, and 17% 

which agreed) showed that they do not mind about the convenience of a store location, and 

mentioned in the literature review is that some elements of the marketing strategy are not as 

important as others depending in the nature of competition environment a store is located. This 

may be because they are loyal to the supermarkets due to other reasons such as product quality 

and prices for instance, which makes them consider the location factor unimportant.  
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4.3.10 The employees’ attitude toward customers. 

Figure 4.10 shows customers’ perceptions about employees’ attitude toward them. 

Figure 4.10 

 

Figure 4.10 reflects that 7% of the respondents strongly agreed to the fact that the staff has a 

positive attitude toward employees, 40% agreed, 33% were uncertain, 13% disagreed and 7% 

strongly disagreed. The findings show that the majority (40%) are satisfied with staff attitude 

toward them. Therefore, as mentioned in the literature review that marketing strategy is not new 

to retailers, it can be evidenced by the explained high level of customer service across 

supermarkets. It means many supermarkets are doing well in using the tool of customer service 

to attract customers as is mentioned in the literature review that marketing strategy elements 

affect the number of customers attracted by a store. 
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4.3.11 Perceptions about the prices of the products offered. 

Figure 4.11 shows perceptions about prices of products offered by the supermarkets from the 

respondents. 

Figure 4.11 

 

Figure 4.11 shows that 17% agreed products are offered at affordable prices by the supermarkets 

they shop from, 30% agreed, 40% were neutral, 7% disagreed and the other 7% strongly 

disagreed to that. The majority of the respondents (40%) were neutral about the prices offered by 

the supermarkets they visit. It can be said, according to the findings, this may be due to the fact 

that there are very small price differences between the various supermarkets and this makes the 

customers less price sensitive. That is, they would not make clear decisions as to which 

supermarkets offer higher prices than others.  

Generally, (as shown by the 17% which strongly agreed and the 30% which agreed), some 

customers agree to that the products are offered at affordable prices across supermarkets. This 

means that the various supermarkets offer their products at generally lower prices, as also 

evidenced by the findings that most of the supermarkets all have higher number of patrons. This 

implies that prices play an important role in an environment of competition as indicated in the 

literature review. 
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4.3.12 Customers’ considerations to buy from other supermarkets other than the ones 

mentioned above, that is, Jwayelani, Pick n’ Pay, Shoprite, Boxer and Cambridge.  

Figure 4.12 depicts the considerations by respondents to buy from other supermarkets other than 

the mentioned. 

Figure 4.12 

 

Figure 4.12 reflects that the majority of the respondents (83%) considered buying from other 

supermarkets as a choice and 7% did not consider buying from other stores. The findings 

clarifies that the majority of customers of supermarkets consider buying from other stores 

provided they have a reason to do so.  

For that reason, this means that many supermarkets are vulnerable to losing customers to their 

counterparts. In the literature review is mentioned that supermarkets should ensure that they 

maximise the factors that make customers keep visiting their stores lest they would lose 

competition. 
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4.3.13 Customers choice of supermarket and product quality. 

Figure 4.13 depicts the considerations by respondents to buy from other supermarkets because of 

the quality of the products and services offered. 

Figure 4.13 

 

Figure 4.13 shows that 13% of the respondents strongly agreed that they can consider buying 

from different supermarkets because some offer better quality products than others, 43% agreed, 

17% were neutral, 10% disagreed and 17% strongly disagreed. Therefore, the findings show that 

the majority (43%) would consider buying from other supermarkets because of the quality of the 

products they offer. This shows that the quality of the products offered have an impact to the 

number of customers that visit a supermarket, and hence, also important to a supermarket in a 

competitive environment. 
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4.3.14 Customers choice of supermarket and the store location. 

Figure 4.14 depicts the considerations by respondents to buy from other supermarkets because of 

the location factor. 

Figure 4.14 

 

Figure 4.14 shows that 27% of the respondents strongly agreed that they consider buying from 

different supermarkets because some are more conveniently located than others, the other 27% of 

the respondents agreed, 23% were neutral, 13% disagreed and 10% strongly disagreed. 

Therefore, the findings show that majority of the shoppers (54%) would consider buying from 

other supermarkets because of the supermarkets’ location. This shows that location is also an 

important factor in a competitive environment as it can affect the overall number of customers 

visiting a store. 
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4.3.15 Customers choice of supermarket and customer service. 

Figure 4.15 illustrates the considerations by respondents to buy from other supermarkets because 

of the level of customer service offered. 

Figure 4.15 

 

Figure 4.15 depicts that 3% of the respondents strongly agreed that they would consider buying 

from different supermarkets because they offer different levels of customer service, 23% agreed, 

43% were neutral, 27% disagreed and the other 3% strongly disagreed. Therefore, the majority 

(43%) of the respondents were uncertain about the customer services offered by the various 

supermarkets. As explained in the literature of study, customer service has a big impact to the 

number of customers visiting a store. However, the findings show that a number of supermarkets 

are offering the same level of customer services which makes it not clear to the customers as to 

which of the supermarkets offer higher customer service level.  

 

 

 

 

 

 

 

 

 

3% 

23% 

43% 

27% 

3% 

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Strongly agree Agree Neutral Disagree Strongly disagree

%
 r

es
p

o
n

d
en

ts
 

T h e  s t a f f  o f f e r  b e t t e r  c u s t o m e r  s e r v i c e  c o m p a r e d  t o  o t h e r  

s u p e r m a r k e t s  



35 | P a g e  
 

4.3.16 Customers choice of supermarket and prices. 

Figure 4.16 illustrates the considerations by respondents to buy from other supermarkets because 

of the prices offered. 

Figure 4.16 

 

Figure 4.16 shows that 17% of the respondents strongly agreed that they consider buying from 

different supermarkets because some of them offer prices that are more affordable, 53% agreed, 

13% were neutral, 10% disagreed and 7% strongly disagreed. Therefore, the findings reflect that 

the majority (53%) of the respondents would consider buying from other supermarkets because 

of the price factor. It is mentioned in the literature review that price is usually the major 

marketing strategy element that retailers can use. Generally customers want value for their 

money. Some customers want products at much affordable prices and some associate price with 

quality (CommodityFact.org 2014: 1). Above all, it is price which is an important tool to be used 

in a competitive environment since it has a very large impact to the number of customers visiting 

a store as shown by the findings.  
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4.3.17 The quality of products offered and customers’ choice of supermarkets. 

Figure 4.17 below shows the outcomes from respondents about how product quality affects their 

choice of supermarket. 

Figure 4.17 

 

Figure 4.17 shows that 10% of the respondents strongly agreed that their choice of supermarkets 

from which they buy is affected by the quality of the products offered by the supermarkets, 43% 

agreed, 37% were neutral, 7% disagreed and 3% strongly disagreed. Therefore, the findings 

show that the majorities’ (43%) choice of supermarkets is affected by the quality of products 

offered. Like price, it is also seen that quality has a major impact to the number of customers 

visiting a store. Customers buy what is in the product and not the product itself 

(CommodityFact.org 2014: 1). This means that if a retailer is offering products that are rendered 

useless or of poor quality, he would not make it in a competitive environment. 
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4.3.18 The convenience of store location and customers’ choice of supermarkets. 

Figure 4.18 below shows the outcomes from respondents about how store location affects their 

choice of supermarket. 

Figure 4.18 

 

Figure 4.18 shows that 17% of the respondents strongly agreed that their choice of supermarkets 

from which they buy is affected by the location of the supermarkets, 47% agreed, 30% were 

neutral, 7% disagreed and there was none who strongly disagreed.  

Therefore, the majority (47%) of the respondents were affected by stores’ location when 

choosing between various supermarkets. Location is also an important factor that can help a 

retailer draw or lose customers to other counterparts (Walmart creates new Merill Supercentres 

2014). Customers would usually prefer supermarkets with a more convenient location as already 

mentioned in this chapter. 
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4.3.19 The employees’ attitude toward customers and customers’ choice of supermarkets. 

Figure 4.19 below shows the outcomes from respondents about how staff attitude affects their 

choice of supermarket. 

Figure 4.19 

 

Figure 4.19 shows that 7% of the respondents strongly agreed that their choice of supermarkets 

from which they buy is affected by the staff’s attitude toward customers, the other 7% agreed, 

and 13% were neutral, 50% disagreed and 23% strongly disagreed.  

Therefore, the majority (73%) of the respondents showed that they would not differentiate 

supermarkets in terms of the attitude they received from staff. Although this happened to be the 

case in the findings, Vachon (2014:1) believes that staff attitude toward customers can has a big 

influence to the number of customers visiting a store as well as in surviving competition, and 

customer service can be a source of competitive advantage through maintaining good long-term 

relationships with customers. 
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4.3.20 The prices offered and customers’ choice of supermarkets. 

Figure 4.20 below shows the outcomes from respondents about how prices affects their choice of 

supermarket. 

Figure 4.20 

 

Figure 4.20 shows that 23% of the respondents strongly agreed that their choice of supermarkets 

from which they buy is affected by the prices of the products offered by the supermarkets, 47% 

agreed, 17% were neutral, 3% disagreed and 10% strongly disagreed. The findings show that the 

majority of the respondents (70%) would choose the supermarkets to buy from using the price 

factor. Therefore price, as already explained in this chapter, has a big influence to the number of 

customers visiting a supermarket. 

4.4 CONCLUSION 

An analysis of data that was gathered in research study has been presented in this chapter. A 

number of different quantitative analysis methods has also been presented in this chapter. The 

results were presented in form of charts. The next chapter contains the conclusions and 

recommendations of the study. 
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CHAPTER FIVE 

RECOMMENDATIONS AND CONCLUSIONS 

5.1 INTRODUCTION 

This chapter provides a more in-depth discussion of the results over the statistical information 

that was provided in the previous chapter. This chapter also provide recommendations for future 

studies. 

5.2 SUMMARY OF THEORETICAL STUDY 

The aim of this research was to investigate the effectiveness of marketing strategy in combating 

competition among supermarkets around Durban city. Chapter two gave an overview of related 

literature regarding marketing strategy. The literature discussed the elements of the marketing 

strategy and their importance in the battle of competition. It was found out that some 

supermarkets could be using the marketing strategy elements but not effectively applying them. 

It has also been seen that above the marketing strategy there are other strategies that can be used 

by supermarkets in order to survive competition and these include: SWOT analysis, competitive 

analysis and market segmentation.  

The researcher, therefore, believed that investigating marketing strategy is important and would 

assist retailers in coming up with various methods to draw more customers and hence increase 

their market share, as well as surviving competition. 

5.3 EMPIRICAL STUDY 

The study was in quantitative form. Information was gathered by means of questionnaires. It was 

noted from the results that individual supermarkets can still do more on the traditional marketing 

strategy and also they can use other strategies such as competitor analysis market segmentation. 

This is done in order to draw and keep more customers, that is, combating competition.  

This study was conducted following logical stages of planning, gathering of data, analysis of data 

of data from respondents and the interpretation of the results of the study.  

Stages that were followed during the research: 

 Planning 

The researcher identified problems and developed a formal research proposal. A time 

table for the project was made and there was preliminary reading of books, journals and 

internet articles in order to well develop the research statement and questions about the 

secondary data. 

 Gathering of data 

The researcher used the internet, journals and books to investigate relevant information. 

Questionnaires were drawn and administered to customers who shop around the major 

supermarkets in the city of Durban in order to gather primary data. 
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 Data analysis and interpretation of results 

The conducted research was quantitative in nature. Questionnaires were used to collect 

data from respondents. The analysis involved bar and pie charts to make it easier to 

interpret meanings. 

5.4 ACHIEVEMENTS OF RESEARCH OBJECTIVES 

The achievements of research objectives: 

o To provide an analysis of retailers marketing strategies 

Chapter two has researched literature and provided a thorough analysis of marketing 

strategy. It was explained, how the various elements of the marketing strategies could be 

varied.  The objective has been achieved. 

o To look at how a retailer can identify its competitors 

Chapter two also provided an in-depth discussion of competitor analysis, that is, the 

means by which the supermarkets can identify their counterparts. The chapter explained 

that competitor analysis produces a perception of competitors’ past, current and most 

especially future strategies. Therefore, this objective has been achieved. 

o To look at the nature of competition in the retail industry in which the stores 

operates (competitive analysis) 

It was explained in chapter two that a competitive analysis assists in predicting how 

competitors would react to any move, for instance, a new pricing strategy or product 

introduced in the market. This would help an individual retailer to identify the type of 

competition in his environment whether its price or non-price competition for instance. 

Therefore, this objective has been achieved. 

 Assisting in predicting how competitors would react to any move, for instance, a new 

pricing strategy or product introduced in the market. 

o To draw up recommendations of how the individual stores can improve the 

effectiveness of their marketing strategies hence take some of their competitors’ 

customers 

It has also been explained in chapter two that through a competitor analysis, individual 

retailers can be assisted in predicting how competitors would react to any move, for 

instance, a new pricing strategy. This helps retailers to make counter decisions and hence 

may be able to grab some customers from other retailers. 

It has also been explained that although the marketing strategy is used, other strategies 

like marketing segmentation and the explained competitor analysis could be used to 
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complement. This means a retailer will have more tools, hence power to have the means 

to draw more customers.  

The recommendations were drawn in the latter part of chapter five, meaning that this 

objective has also been achieved. 

5.5 RESTRICTIONS OF THE STUDY 

The study focused in a narrow area, that is, Durban city, however the findings in application are 

much broader. The study was carried out at major supermarkets in Durban city (i.e. Pick n’ Pay, 

Shoprite, Cambrige, Boxer and Jwayelani). There was no substantial amount of data since the 

number of stores was restricted due to the time factor. 

5.6 RECOMMENDATIONS 

5.6.1 Recommendations based on research design 

o Sample size 

Respondents for the study were selected from around the major Durban supermarkets in town 

and these are Pick n’ Pay, Shoprite, Cambridge, Boxer and Jwayelani. The study can also be 

used on any other supermarkets in Durban and of any size in order to develop effective 

competitive marketing strategies and survive competition. 

o Sampling technique 

Judgement sampling was used in this study. According to Zikmund and Babin (2010: 464) 

judgement sampling is when a sample is determined by the use of one’s estimations or opinions. 

It also involves predetermining the number of people to be selected from the population. 

Although this approach is well understood, personal bias in sample selection is always likely to 

be found. In future it is recommended that the researcher use stratified sampling technique. 

According to Crossman (2012: 1) the strategic sampling will all the time achieve higher 

precision than judgement sampling. It is also more convenient in stratifying a sample than in 

judgement sampling. 

5.6.2 Recommendations based on findings  

o Price and product 

As shown in the findings, customers’ choices on what and where to buy are greatly affected by 

the price and quality of a product. About quality, customers will not buy what they deem not 

meeting their needs and on price, they usually want their value for money.  

Individual supermarkets can do market segmentation. This is because people in a market do not 

all have similar needs or wants and therefore, by grouping the market into homogeneous sectors, 

retailers may effectively meet the needs and wants of an individual market segment in an 
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efficient way which also add to competitive advantage. In the case of product, the market can be 

segmented on the basis of lifestyle for instance, because even if the customer need is the same, 

other would prefer classy products and others not because of differing lifestyles. In the case of 

price for instance, the supermarkets can segment a market in terms of income (Elements of 

marketing strategy 2012). 

o Customer service 

The findings show that products and prices are really important as customers highly consider 

them when making their purchase decisions. Philbin (2014: 1) explains that customer service is 

important as price is not usually the primary reason why retailers lose customers to their 

competitors, but it is usually because of poor customer service experience. Supermarkets are 

recommended to ensure that their levels of customer service are higher than or match with 

competitors’. According to the author, customer service can be improved through investing in 

customer service training. 

o Place  

Supermarkets should also consider relocating if possible, if they are located in places that are 

inconvenient for customers or places of low customer traffic. However this decision is usually 

not easy to make because of resources. 

o Promotion 

Almost all supermarkets carry out promotional activities as is shown by the findings. This then 

implies that individual supermarkets should find ways to maximise the outcomes of their 

promotional activities. For instance, when doing online marketing, many online marketers reduce 

promotion of content and post links and this should be avoided and content marketing be used 

(Clark 2014: 1). The author explains content marketing as the promotion that does not limit any 

content and thereby gives audience a clear message that they will find useful. 

The individual supermarkets should also use social media profiles as platforms to connect and 

grow their audience and this can be very beneficial as the author suggests. This may help a 

supermarket in surviving competition. 

5.6.3 General recommendations 

The findings show that all supermarkets are vulnerable of losing customers to other competitors 

and therefore they should maximise all the aspects that keep customers visiting their stores. The 

supermarkets are also recommended to be on the ‘lookout’ of competitors as mentioned in the 

literature review, this means that they should identify their competitors and then determine if 

they are doing anything less than competitors, or if they have any weaknesses. In other words, 

supermarkets should conduct SWOT analysis and also competitor analysis. They should also do 

market segmentation as already explained and also to determine the nature of competition in 

their environment. According to Elements of marketing strategy (2012) determining the nature of 
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competition is an important marketing decision because it will guide the individual supermarkets 

by letting them know how they are to compete, that is, in terms of quality, price or service for 

instance.  

5.7 CONCLUSION 

This chapter has provided data analysis as well as interpretation of results from the research 

study. Frequencies, that is, bar graphs and pie charts, were used to represent the study results. 

The findings of the research were interpreted and problems were identified. Recommendations 

were given as a suggestion to solve the problems identified. The findings of this chapter showed 

that: 

o The elements of marketing strategy are the most important tool in fighting competition; 

o The elements of the marketing strategy vary in their importance; and 

o The supermarkets are all vulnerable of losing customers to their counterparts, that is, 

they are under intense competition. 
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